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MPEONCIIOBUE

VYuebHOe mocobue ocBenaeT cneun@rKy aHIIMICKOTO S3bIKa B cepe
PR. Ocoboe BHUMaHME aBTOPHI YACISIOT U3YYCHUIO SI3BIKOBBIX OCOOCHHO-
CTel B TaKMX aKTyaJIbHBIX pa3aesiax PR, Kak coTpyTHIYECTBO CO CpencTBa-
MM MaccoBOi MHMOpMaLny, padoTa co CMIpainTepaMu U OpaTOpaMM,
MIPOBEJCHNE ISIOBBIX BCTped M KOH(MEPEHIINIA, a TAaKKe B peKJIaMme.

KHxura cocTont U3 Tpex 9acTeii, Kaxkmasi 3 KOTOPHIX BKIIFOUaeT HECKOJTb-
KO pazaenoB. TeKCThl pa3aeaoB CHaOXXeHbl MPUMEUYaHUSIMU U Pa3BEPHYTOMU
CHCTEeMOM yIIpaXKHEHUI. AyTeHTUYHbBIC TEKCTHI HAITMCAHBI SKUBBIM SI3BIKOM,
He TIepeTrpyKeHHBIM CJIOXHBIMU JICKCUKO-TpaMMaTHICCKIMI 000pOTaMI.
TeM He MeHee TeKCTBI JAIOT TTOJTHOE TIPEICTABIICHNE O SI3BIKOBBIX OCOOCH-
HOCTSIX TaHHOU cdeprl PR, 4TO AemaeT Mx MHTEpPECHBIMU IJISI YMTATEIS.

ITocobue comepXUT crelnaJTbHOe MPIWIOKEHNEe — aydUOANCK C 3aIli-
CSIMU IVAJIOTOB Y TEKCTOB, HAYMTAHHBIX HOCUTEISIMU SI3bIKA. AyanoMaTe-
praj cHaOXEH JEKCMISCKUMU YITpaXKHEHUSIMU Ha MPOBEPKY MOHUMAaHMUS
MIPOCIYIIAaHHBIX TEKCTOB M THAJIOTOB, MMEIOIIMMU 1IETBIO Pa3BUTHE Y CTY-
IIEHTOB KOMMYHWKATUBHBIX HaBHIKOB. B mpuioxenue Bxomsar 10 mmaio-
roB 1 10 TeKCTOB Ha CICAYIOIINE TEMBI: ITPOBEICHNE KOH(PEPEHIINI, CUM-
ITO3UYMOB, IEJIOBBIX BCTPEU, a TAKXKe peKjIaMa.



CHAPTER |
WORKING WITH THE MEDIA

UNIT 1
MEDIA DEPENDENCE ON PUBLIC RELATIONS

Public relations people work with the media in many ways. This unit
discusses how to prepare for press interviews, organize a news conference,
conduct a media tour, and write such materials as fact sheets, press kits, and
op-ed articles.

The unit begins with a review of how reporters and public relations people
are mutually dependent upon each other for accomplishing their respective
goals. It also mentions areas of friction that often contribute to an adversarial
atmosphere. An important part of the relationship is based on mutual trust
and credibility. For your part, you must always provide accurate, timely, and
comprehensive information. Only in this way can any medium do its job of
informing readers, listeners, or viewers about matters of importance to them.

Public relations sources provide most of the information used in the media
today. A number of research studies have substantiated this, including the
finding that today’s reporters and editors spend most of their time processing
information, not gathering it.

1,200 New York Times, Washington Post front pages were studied as far
back as 1973 and it was found that 58.2 percent of the stories came through
routine bureaucratic channels (official proceedings, news releases, and
conferences or other planned events). Just 25.2 percent were the products of
investigative journalism, and most of these were produced by interviews, the
result of routine access to spokespersons. As the report said, “The reporter
cannot depend on legwork alone to satisfy his paper’s insatiable demand for
news. He looks to official channels to provide him with newsworthy material
day after day”.
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A New York public relations firm, Jericho Promotions, sent questionnaires
to 5,500 journalists worldwide and got 2,432 to respond. Of that number,
38 percent said they get at least half of their story ideas from public relations
people. The percentage was higher among editors of lifestyle, entertainment,
and health sections of newspapers but much lower among metropolitan
reporters, who spent most of their time covering “hard” news.

In other words, public relations materials save media outlets the time,
money, and effort of gathering their own news.

O Notes:

New York Times — exxenHeBHad ra3zera. CunrtaeTcd Haubosee BIMs-
TeJIbHOM M MH(pOpMUPOBaHHOM B cTpaHe. [IpuamepkuBaercss mpo-
TPECCUBHBIX B3TJISIIOB U CIABUTCS TOCTATOYHO OECIIPUCTPACTHOM
olleHKoI coonITuit. 3maercd B Hb}O—PIOpKe. OcHoBana B 1851 1.
Washington Post — exxemHeBHasl yTpeHHsIS razeta. M3maercs B Ba-
mrHrrone. OcHosada B 1877 . OIHO U3 caMbIX BIMATEILHBIX TU0E-
paJbHBIX U3IaHUI B CTpaHe.

O Vocabulary:
accomplish one’s goal — mOCTUYB CBOEH HEI
adversarial — BpaxxmeOHBI, HeTOOpOXeIaTeIbHbII
be dependent upon smb. — 3aBUCETH OT K.-JI.
comprehensive — McUepIbIBAIOIINIA
contribute to smth. — crmoco6¢TBOBaTH Y.-JI.
credibility — B3aMMHBII
fact sheet — rmogGopKa TaHHBIX, «OOBEKTUBKA»
friction — pa3Hornacue
insatiable — HeyeMHBIN, XKaIHBIN, HCHACHITHBII
media outlets — MeCTHBIE TeIeCTYOIUM, PATUOCTAHLINM, PEIAKIINH,
«TOYKW» CPEACTB MAacCOBOM MH(bOPMAIINHI
medium — cpencTBo
mutual — 000IOAHBIN, B3aMMHBII
op-ed page/article — Imo0ca ra3eTsl, Toe MyOJUKYIOTCS CTaThbH, OT-
paXkaroIre TOYKY 3peHHsT Ha KaKOW-JIM0O BOIIPOC, KOJIOHKA YMTa-
TeJIer
press kit — ripecc-nonbdopka, nH(popMallMOHHAasI IIOA00PKA JIJIsI IIpec-
CHI (HabOp peKIIaMHO-MH(MOPMAIIMOHHBIX MaTeprajioB)
process information — o0pabaTbIBaTh MH(MOPMALIIO
provide information — npemocTaBIgTh HHGOPMAIIAIO
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respective — COOTBETCTBEHHBII

routine — OOBbIYHBIN

satisfy demand — yaoBJIETBOPUTH CITpOC

story — ra3eTHBII MaTepuraj, COOOIIEHNE B TIeYaTH
substantiate — MOATBEPIUTh JAaHHBIMU

timely — cBoeBpeMeHHBIN

Exercises

D

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

WCTOYHUKM; C Ballleil CTOPOHbI; YMNTATE/IU, CAYILIATEIU U 3pUTEIIN;
Mo BCeMy MUpY; MepBasi CTpaHUIla ra3eThbl; MEPONPUSITHUS; pa3Me-
11aTh MaTepurall B Ta3eTe; U3 3TOr0 KOJIMWYECTBa; MO KpalfHEW Mepe;
OCBelIaTb COOBITUSI.

Find the words in the text which describe or mean the following:

1. firm belief, confidence —

2. regular and usual —

3. always wanting more of smth. —

4. people who have been chosen to speak officially for a group,
organisation or government —

5. an occasion when a famous person is asked questions about their
life, experiences, or opinions for a newspaper, magazine, television
program etc. —

Translate the following word-combinations into Russian:

to provide information
to gather
to process
media tour
outlets
advisories
investigative journalism
report
work
accurate information
timely
comprehensive
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4) Match the words. Use them in sentences of your own:
fact advisories
op-ed sheet
media kits
press articles
routine channels
news demand
insatiable release
5) Match the words which are close in their meaning:
a goal disagreement
adversarial objective
friction hostile
to respond almost
nearly to reach
6) Match the words having the opposite meaning:
trust waste
accurate lack of faith
timely inopportune
metropolitan inexact
save local
7) Complete the following sentences from the text and translate them into
Russian:

1. Just 25.2 percent were the products of ...
2. Of that number, 38 percent said that ...
3. The percentage was higher among editors of lifestyle, ...

8) Complete the sentences with the following words (information; friction;
trust; sources; media; adversarial; credibility):

1. Public relations

used in the

2. It also mentions the areas of
atmosphere.

an

provide most of the

that often contribute to
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3. An important part of the relationship is based on mutual
and

9) Insert prepositions where necessary (on; for; of; to; upon; with):

1. The chapter begins a review ___how
reporters and public relations people are mutually dependent

each other accomplishing their respective
goals.
2. It also mentions areas friction that
often contribute an adversarial atmosphere.
3. The reporter cannot depend legwork alone to satisfy
his paper’s insatiable demand news.

10) Answer the following questions:

1. What are the main points of the chapter?

2. Are reporters and public relations people mutually dependent upon
each other?

3. What is an important part of their relationship based on?

4. What sort of information should be provided?

5. What have a number of research studies substantiated?

11) Can you explain the following?

“The reporter cannot depend on legwork alone to satisfy his paper’s
insatiable demand for news. He looks to official channels to provide
him with newsworthy material day after day”.

12) Agree or disagree:
Make sure to use the following expressions:

Yes, that’s true

There I agree completely

I don’t think that’s quite right
I’m afraid I don’t agree
That’s not quite so...

As far as I know...

1. Public relations sources provide most of the information used in
the media today.

2. Public relations materials save media outlets time, money, and
effort of gathering their own news.
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13) Try to give the main idea of the text in one sentence.

14) Render the following item in English:

OTHOLIEHUS CO CpeACTBaMU MacCOBOM MH(MOPMAaIK VJIU Tpec-
COM, MoXanyi, SIBJISIIOTCS CaMOM BaxKHOM M LEJIbHOI YacThbio Mabd-
JIMK pUJICHIIIH3.

OTHOILLIEHUS CO CPeACTBAaMM MAacCOBOI MH(MOPMALIUU TI0 CYTH
MPEACTaBISIOT COO0M ABYCTOPOHHUI MTPOLIECC. DTO — CBI3b MEXILY
opraHM3alMeil u Tmpeccoit, panuo u TeaeBuneHueM. C ogHOI CTO-
POHBI, OpraHu3alus MpeaocTanisieT MHQOPMaLIMIO U MO MPochhe
CPEICTB MacCOBOM MH(POPMAIIUN CO3MAET UM PEXUM OJIaroIpHrsiT-
CTBOBAHUSsI, C IPYrOi CTOPOHBI, CPEACTBA MAacCOBOI MHMOpMau
NpeanpUHUMAIOT 1Iarv JJis BbIITYyCKAa KOMMEHTApUeB U HOBOCTEM.
BzauMHoe noBepue U yBakeHUE MEXIY OpraHM3alueit 1 cpencTBa-
MM MaccoBOI MHGMOPMALIUU SIBJISIIOTCS HEOOXOAMMOI OCHOBOM IJIs1
XOPOIIMX OTHOLICHUMA.

Haxe B BeK paauo W TeJeBUIEHUST OOIIECTBEHHOE MHEHUE BCe
elle IIaBHbIM 00pa3oM (popMuUpyeTCs oA BO3AESUCTBUEM TOTO, UTO
JIIOJI YUTAIOT B HALIMOHAJIBHOM, MECTHOM 1 OTpacjieBoii meyaru. He-
00XOMMO yBaXaTh HEMMPUKOCHOBEHHOCTb U TPAAUIIMOHHYIO CBO-
00y IIPECChI, KOTOPasi B 3HAYUTEIBHOM CTEIIEH OIIpEIeIsIeT ee 3Ha-
YHUMOCTb, OTHAKO BCE 3TO HE MEIIIaeT UCKATh COTPYIHUYECTBA C Ipec-
COI IS MajibHEMIIero pelieHus mpobjaeM madavuk puaeiinHs.

UNIT 2
PUBLIC RELATIONS DEPENDENCE ON THE MEDIA

The purpose of public relations is to inform, shape opinions and attitudes,
and motivate. This can be accomplished only if people receive messages
constantly and consistently.

The media, in all their variety, are cost-effective channels of commu-
nication in an information society. They are the multipliers that enable
millions of people to receive a message at the same time. Through the miracle
of satellite communications, the world is a global village of shared
information.
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On a more specialized level, the media are no longer just mass
communication.

Thousands of publications and hundreds of radio, television, and cable
outlets enable the public relations communicator to reach very specific target
audiences with tailored messages designed just for them. Demographic
segmentation and psychographics are now a way of life in advertising,
marketing, and public relations.

The media’s power and influence in a democratic society reside in their
independence from government control. Reporters and editors make inde-
pendent judgement about what is newsworthy and what will be disseminat-
ed. They serve as screens and filters of information, and even though not
every one is happy with what they decide, the fact remains that media gate-
keepers are generally perceived as more objective than public relations peo-
ple who represent a particular client or organization.

This is important to you because the media, by inference, serve as third-
party endorsers of your information. Media gatekeepers give your information
credibility and importance by deciding that it is newsworthy. The information
is no longer from your organization.

Consequently, your dependence on the media requires that you be
accurate and honest at all times in all your public relations materials.

O Notes:
psychographic — cuctema KiaccuUKalM JIIOIei TPeuMyIeCTBEH-
HO TI0 YMCTBEHHBIM YCTAHOBKAM M LIEHHOCTSIM, HEXEJIH 1Mo Pu3u-
YeCKIUM KadyeCcTBaM, YPOBHIO JOXOIa VJTH MECTY TTPOXXKUBAHUS ; TICHXO-

rpacdus.

O Vocabulary:
be designed for smb. — OBITh TpeAHA3HAYEHHBIM JJIS K.-JI.
channels of communication — KaHaJIbI CBSI3U
cost-effective — peHTaOENbHBIN
disseminate — pacrpocTpaHsITh
endorse information — mogaepKUBaTh, pacpeaesaTh MHOOPMAaLINIO
gate-keeper — pemakTop
inference — 3aKyIl04eHUE, BBIBO,
make a judgement — caenaTh 3aKJII0YCHUE
reside in smth. — mpuHaaIeXaTh 4.-J1., 3aKJII0YaThCs B 4U.-J1.
satellite communications — CIIyTHUKOBasI CBSI3b
shape opinions and attitudes — chopMupoBaTh TOYKY 3pEHUST, MHE-
HUE
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tailored message — coOOIIIeHNE, COCTABICHHOE C YIETOM CUTYaLINK;
paccUMTaHHOE Ha OIPeNeICHHYIO ayIuTOPHIO

target audience — 1IeieBast ayauTOPUS

variety — pa3HooOpa3ue

Exercises

1) Find the English equivalents in the text. Use them in sentences if your
own:

cleI0BaTeNIbHO; IIPEACTABIISITh KJIMEHTA UJIN OPTaHU3AIIIO; CITy>KUTh
q.-JI.; b 4.-JI.; JaTh BO3MOXHOCTb; OOBCKTHUBHEIN; BIUSHUE; He-
3aBUCUMOCTb OT K.-JI., Y.-JI.; peKjiama; TpeboBaTh.

2) Find the words in the text which describe or mean the following:

1. bringing the best possible profits or advantages for the lowest
possible costs —

2. important or interesting enough to be reported as news —

3. a person at a publishing or broadcasting institution who decides
whether to use news supplied by outsiders, typically public relations
personnel sending material on behalf of their clients or employers —

3) Translate the following word-combinations into Russian. Use them in
your own sentences:

channels of communication
satellite
mass

to endorse information
shared
screens and filters of

4) Translate the following sentences into Russian:

1. His talent resides in his story-telling abilities.

2. They made a judgement without knowing all the facts.

3. Teenagers’ tastes, preferences and opinions are shaped by what
they see in the media.

4. The kitchen is designed for two cooks, with double work areas.

5. These massagers are being widely disseminated via the Internet.
6. These days, he endorses products including health foods and
sunglasses.
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5) Match the words which are close in their meaning:

6)

to disseminate precise

to perceive to spread
credibility to demand
to require trust
accurate to think of

Complete the sentences with the following words (target audiences; mass

communication; accomplished; level; messages; outlets; designed; consistently):

7

8)

1. Thiscanbe _ only if people receive

constantly and .
2. On a more specialized , the media are no longer just

3. Thousands of publications and hundreds of radio, television, and

cable enable the public relations communicators to reach
very specific with tailored messages for
them.

Insert prepositions where necessary (at; in, to; as; on; from; by; of):

1. Your dependence the media requires that you be
accurate and honest all times all your
public relations materials.

2. The media’s power and influence a democratic
society reside their independence government control.
3. This is important you because the media,
_____ inference, serve _ third-party endorsers

your information.

Explain the grammatical structure of the sentence. Write down two

sentences of your own with the same form:

9

You dependence on the media requires that you be accurate and honest.

Write down the questions for these answers:

1. The purpose of public relations is to inform, shape opinions and
attitudes, and motivate.

2. The media’s power and influence in a democratic society reside in
their independence from government control.
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3. Media gatekeepers give your information credibility and impor-
tance by deciding that it is newsworthy.

10) Can you explain the following?

1. Through the miracle of satellite communications, the world is a
global village of shared information.

2. Demographic segmentation and psychographics are now a way of
life in advertising, marketing and public relations.

3. The media, by inference, serve as third-party endorsers of your
information.

11) Agree or disagree:
Make sure to use the following expressions:
I fully agree with it I disagree with it
Beyond all doubt There’s smth. in it, but...
I wouldn’t say so Oh, that’s all wrong, I’'m afraid

I agree with it on the whole but it
could be said that...

1. On a more specialized level, the media are no longer just mass
communication.

2. The media’s power and influence in a democratic society reside in
their independence from government control.

12) Write down one phrase showing the main idea of the text.

13) Develop the following points (units 1 and 2):

1. The jobs of public relations personnel and journalists are mutually
dependent.

2. The working relationship between public relations and the media
is built on trust, respect, and credibility.

3. A large percentage of the stories in a newspaper originate from
public relations sources.

4. Mass media have the capability of multiplying an organization’s
messages and reaching millions of people at the same time.

14) Render the following item in English:

ITyGnuKyst HOBOCTH, IPUCHLIaeMbIe OTAEI0M MaOJINK PUTEHIIIH3,
CpelcTBa MacCOBOI MH(OpMAIIK PACCUUTHIBAIOT MTOJIYYUTh B3aMEH
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WH(OPMAIIMIO O caMOil OpraHU3alMy WK O €€ IMPOM3BOICTBEHHOM
JIesITeIbHOCTU. B HEKOTOPBIX ClTydasix 3TO IMPOCTO TeKylast HHGpOp-
MallMsi, XOTsS OHa MOXET MHOTAA 0Ka3aThCsl peKJIaMOli, BHITOJIHOM
JUIST opraHu3anvu. BpemeHaMmu, K coxXajlleHuIo, Ipecca MposBIseT
MHTEpeC K BOIPOcaM, KOTOphIE Jyullle BCEro ObLIO Obl HE 3aTparu-
BaTh. Bo Bcex aTHX cirydyasix xkexaTeJbHO MaKCUMaJbHO ITOMOYb MH-
Tepecylolleiics cropoHe. Korma npeamMeT ee MHTEpeca HOCUT e~
KaTHBIA XapakTep, XXyPHAJIUCThl MOTYT COIJIACUTBCS HE YIOPCTBO-
BaThb B CBOUX CTPEMJIEHUSX, €CIU UM OTKPOBEHHO OOBSICHUTH
npuanHbL. C Ipyroif CTOPOHEI, CKPBITHOCTD, CKOpPEe BCETO, YTBEP-
JIWT MX BO MHEHUH, YTO MH(OpMalIMs CeHCAllMOHHA, U cAeaeT X
Jnaxe elie 6ojiee HaCTOMYMBBLIMU B CBOMX MOMCKAX.

ITpu nepenade nHOOPMALINK XKypHATACTaM HEOOXOIUMO Pa3bsic-
HUTb, MOTYT JI OHU IIUTUPOBATH €€ KaK ODUIIMATIBHOE 3asiBJICHHUE 1
CIEIaHO JIM OHO YAaCTHBIM JIMIIOM WJIM XK€ UM HYXXHO CChLIAaThCSl Ha
npencTaBuTeNIs opraHu3ain. C Ipyroit CTOPOHBI, XKypHAJIACTY HYK-
HO CKa3aTh, YTO OH MOXET MCMOJIb30BaTh MOJYYEHHYIO MH(hOpMa-
11110, HE CChLIAsICh HA UICTOYHUK, WX YKa3aTb, YTO OHA HOCUT CTPO-
ro KOHQUAEHIMATBbHBINA XapakTep U He JOJKHA TOSBISTHCS B Ie-
YyaTu.

UNIT 3
AREAS OF FRICTION

Text A

The relationship between public relations and the media is based on
mutual cooperation, trust, and respect. Unfortunately, that is not always the
case. The following are some areas of friction.

Name-Calling

Many journalists openly disdain public relations people and call them
“flacks”, a derogatory term for press agents. It is somewhat akin to calling
journalists “hacks”. Due to protests from the public relations community,
The Wall Street Journal has now adopted a policy that forbids the use of the
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word “flack” by reporters in their stories. Unfortunately, many other
newspapers have not followed suit.

Journalists often refer to the activities or policies of organizations as
“public relations gimmicks”.

Excessive Hype and Promotion

Journalists receive hundreds of news releases that are poorly written,
contain no news, and read like commercial advertisements. It is no wonder
that after a while they form the opinion that the majority of publicists are
incompetent.

Journalists also resent the use of gimmicks in sending materials to the
news media.

These gimmicks are meant simply to separate the news release or press
kit from the stack on the recipient’s desk. However, gatekeepers complain
that such gimmicks constitute gifts or “freebies”, which their organizations,
on principle, do not accept. Some newspapers even return such minor
gimmicks as key chains, T-shirts, and coffee mugs. In sum, if you’re thinking
about using a gimmick with a news release, carefully assess the recipient’s
potential reaction.

O Notes:
The Wall Street Journal — BnusiTeIbHas eXKeAHEBHAS ITOJIMTUKO-3KO-
HOMMYECKas ra3eTa JeJIOBBIX KPYroB, KPYITHEHIIast 110 TUPaXy rase-
Ta CIIIA (0K0JIO 2 MJIH 3K3.), pery/JsipHO 3aHMMaeT MecTa B IECSATKE
Jyqmmx. M3BecTHA TAKOHUYHBIM CTUJIEM W3JI0XKEHMUsI HOBOCTEM
¥ aBTOPUTETHBIM aHAJIM30M TEHICHLMN IeI0BOM U (DMHAHCOBOM
sxusnu. Wznaercs B Hpio-Mopke, ocHoBaHa B 1889 1.

O YVocabulary:
assess — OLIEHUTh
be akin to smth. — OBITb CPOIHU Y.-JI.
derogatory — npeHeOpeXUTeNbHbIN, YHU3UTEIbHbIN
disdain — npe3upaTh
excessive — upe3MepHbIit
flacks — (sl.) mpe3puTeTbHOE TPO3BUIIIE JTIOACH, pAOOTAIOIINX B 11a0-
JIMK PUWIEHILH3, «[THAPLIUKOB»
follow suit — nocienoBaTh MpUMEPY
forbid, forbade, forbidden — 3anpemats
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freebie — (sl.) HeOOJIBILION MOMAPOK, OecIIaTHAs pa3gada oopa3loB
pPeKJIaMHPYeMOIO TOBapa

friction — TpeHUs1, pa3HOTJIACHS
gimmick — pekIaMHBI TPIOK, YJIOBKa
hack — (sl.) «mucaku»

hype — mrymHasi, KpuKJIMBasl pekjiama
minor — HeOOJIbIION

promotion — NpoABMIKEHME, peKilaMa
recipient — moJjyJareib

refer to smth. — OT3BIBaTBCS O Y.-]I.
resent — BO3MYIIATHCS

stack — macca, Kyya

Exercises

D
own:

2)

Al

Find the English equivalents in the text. Use them in sentences of your

B KaKOM-TO CTEINeHU; B MPUHILIMIIE; BCAEACTBUE U.-]1.; (yTOOJIKA;
KpYXKa; OIICHUThH;, BO3MOXHAS PeaKIINs; IIOX0 HAaIlMCaHHBIN; He
colepXkaThb HOBOCTEl; HEYAIUBUTEIbLHO; KOMMepUecKasl pekjama;
ObITb ITpeAHA3HAYEHHBIM IS Y. -1

Find the words in the text which describe or mean the following:

1. atrick or smth. unusual that you do to make people notice smb. or
smth. —

2. disagreement or angry feelings between people —

3. smth. that you are given free, usually smth. small and not
expensive —

4. very similar to smth. —

5. insulting and disapproving —

Translate the following sentences into Russian:

Pay is a continuing source of friction with the workers.
Psychologists will assess the child’s behavior.

He disdains New York and the art that is produced there.

I resented having to work such long hours.

At that time, the state law forbade the teaching of evolution.
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4) Match the words which are close in their meaning:

due to despise

akin disagreement
forbid owing to
disdain similar
friction ban

5) Match the words having the opposite meaning:

disdain different
forbid sender
akin respect
recipient minority
majority allow

6) Insert prepositions where necessary (by; in; of; to; from):

1. Journalists also resent the use gimmicks
sending materials the news media.

2. Due protests the public relations

community, The Wall Street Journal has now adopted a policy that

forbids the use the word “flack” reporters
their stories.

3. Many other newspapers have not followed suit.

7) Make up a few sentences with the following words and word-
combinations:

commercial advertisements
to follow suit

to refer to smth

to assess

friction

8) Complete the following sentences from the text and translate them into
Russian:

1. Unfortunately, many other newspapers
2. These gimmicks are meant
3. The relationship between public relations and the media



UNIT 3. AREAS OF FRICTION 19

9) Write down 5 questions to the text.

10) Can you explain the following:

1. Unfortunately, many other newspapers have not followed suit.
2. These gimmicks are meant simply to separate the news release or
press kit from the stack on the recipient’s desk.

11) Agree or disagree:
Make sure to use the following expressions:

It’s all very well to say but...

It’s not as easy as all that...

Yes, but look, that would mean...
Yes, but on the other hand...
Let’s be realistic about this...

The relationship between public relations and the media is based on
mutual cooperation, trust and respect.

Text B

Advertising Pressures

Itis a fact of economic life that media outlets are dependent on advertising
revenues for survival. Increased competition, coupled with a soft economy
in the 1990’s, has created an environment where both media outlets and
advertisers are willing to trade advertising for editorial space.

This is particularly true in the trade press and among specialized
magazines. Beauty and fashion magazines, for example, are well known for
running stories and fashion layouts that tend to feature their advertisers. Car
magazines also have a penchant for reviewing cars that are advertised in them.

Supporting the publication through advertising and getting editorial plugs
or features in return is also a good situation for the fashion designer. For
example, designer Michael Kors got his $10,000 cocktail dresses on the cover
of Harper’s Bazaar and immediately sold 15 of them.

Related to advertising pressures are the wining and dining of journalists
for the express purpose of setting favorable coverage. One public relations
firm gave beauty editors $200 worth of traveler’s checks and a free night at a
first-class hotel in New York as part of a promotion for a new Cover Girl
product. L’Oreal took 15 leading beauty editors to Paris on the Concorde to
visit the labs that created a new product.



20 CHAPTER |. WORKING WITH THE MEDIA

O Notes:
Harper’s Bazaar — exeMecCs/dHBIA XypHaJ /IS KeHIUUH. M3naeTcs
B Hero-Mopke. Ocnosan B 1867 1. Tupax okojio 700 TeIC. 9K3.

O Vocabulary:
be coupled with smth. — OBITH CBSI3aHHBIM C Y.-J1.; B COYETAHUU
coverage — OCBEIIICHUE B IeYaTH
fashion layout — cTpaHWIIBI MOIBI
feature (v.) — rmoMemiaTte Ha BUTZHOM MeCTe
penchant — CKJIIOHHOCTB (K 9.-J1.), cUMIaTUA (K 9.-J1.)
plug (advertisement) — pexkiIama
put in a plug — pexJiIaMMpOBaTh
revenue — JIOXO]I
run a story — oIy0JIMKOBaTh CTaThbIO
soft — 371. c1aObIi1, BAJIBINA, IPSIOIIBIL
survival — BEDKMBaHUE
tend — UMeTh CKIIOHHOCTb K Y.-JI., TATOTETh K U.-JI.
wine and dine — yromarb, moTYeBaTh, KOPMUTL-TIOUTH

Exercises
1) Find the words in the text which describe or mean the following:

1. to entertain smb. well with a meal, wine etc. —

2. money that a business or organization receives over a period of
time, especially from selling goods or services —

3. the way in which a subject or event is reporter on television or
radio, or in newspapers —

4. a way of advertising a book, movie, idea etc., by talking about it
publicly, especially on a television or radio program —

5. aliking for smth. you do as a habit —

2) Translate the following words and word-combinations into Russian. Use
them in sentences of your own:

1. to survive
survival
a survivor
a survival kit
a survival rate
a survival of the Middle Ages
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2. to run business
to run for elections
to run out of money
to run ashore
to run a temperature
to run into smb.

Find in the dictionary some more expressions with the verb “to run”.

3) Translate the following sentences into Russian:

1. Companies spend millions wining and dining their clients.
2. CNN intends to have continuous live coverage of the national party

conventions.

3. He put in a plug for his new building project Thursday.
4. Rain forest destruction is threatening the cultural survival of the

people living there.

5. The newspaper featured the murder story.

4) Match the words which are close in their meaning:

related connected
penchant publish
willing reluctant
run fondness
dependent enthusiastic

5) Match the words having the opposite meaning:

true strong
related reluctant
soft diminished
willing false
increase alien

6) Complete the sentences and translate them into Russian (a new product;
beauty editors; trade; fashion; specialized; running; layouts; advertisers; feature):

1. This is particularly true in the

magazines.

press and among
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2. Beauty and magazines, for example, are well known
for stories and fashion that tend to
their

3. L’Oreal took 15 leading to Paris on the Concorde to
visit the labs that created

7) Insert prepositions (on, for; in; to; of):
1. Related advertising pressures are the wining and
dining journalists ________ the express purpose

setting favorable coverage.

2. Itisafact  economic life that media outlets are
dependent advertising revenues survival.
3. Car magazines also have a penchant reviewing cars
that are advertised them.

8) Write down 5 questions to the text beginning with:
what... ; why... ; how... ; where... ; how much...

9) Can you explain the following:
1. Car magazines also have a penchant for reviewing cars that are
advertised in them.
2. Related to advertising pressures are the wining and dining of
journalists for the express purpose of getting favorable coverage.

10) Agree or disagree:
Make sure to use the following expression:
Just so Just the other way round
Quite so Certainly not
I quite agree here Surely not...
Naturally Nothing of the kind
Most likely... On the contrary...

It is a fact of economic life that media outlets are dependent on
advertising revenues for survival.

11) Write down one sentence showing the main idea of the text.
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Text C
Sloppy Reporting

Asurvey by the American Management Association found that 83 percent
of the public relations directors who participated thought that sloppiness on
the part of reporters was the major reason for inaccurate stories. Reporters
were also faulted for not doing their homework or research before writing a
story and not understanding the topics they were writing about.

The same criticisms are echoed by business executives. Most executives
agree with the statement “If I talk to the press, I almost invariably get
misquoted”. Three-fourths of the respondents also agree with the statement
“The knowledge base of business reporters leaves a lot to be desired”. Other
problems with the press, say the executives, are tendencies to sensationalize,
to overemphasize the negative, and to make simplistic generalizations.

These surveys point up an important responsibility for you: it is part of
your job to educate top executives about how the media operate and what
they need to give a fair, objective story.

This education may include training executives to give a 30-second “sound
bite” answer to a complex question and even how to handle aggressive
reporters. At a more basic level, you have to teach executives that news reports
are “first drafts of history” that occasionally get garbled or distorted as they
go through several levels of personnel at a newspaper, magazine, or
broadcasting outlet.

You also have to take into consideration that many reporters are generalists
who have little or no background on the multitude of subjects they are asked
to cover. When you are dealing with a reporter who is not familiar with your
business or industry, you must explain the subject thoroughly and provide
background material. This will help the reporter do a better job, and it gives
you a reasonable chance to ensure that the story will be accurate.

O Notes:
The American Management Association — AMepUKaHCKasl acCcoIa-
ous MeHemkMeHTa. OOmecTBeHHasT opranu3anus. OcHoBaHa B
1923 1. Okoso 70 Thic. wieHos. IITa6-kBaptupa B Heto-Mopke.

O YVocabulary:
background — oOpa3oBaHue, OIBIT
distort — MckaxaTb
echo — moBTOPSATH
fault smb. — 0OBUHATH K.-JI., KPUTUKOBATh K.-]I.
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garble — KoBepKaThb
generalization — 06001IeHME
handle smb. — o6pamaTbcs ¢ K.-JI., CIIPABISITHCS C K.-JI.
invariably — HeM3MeHHO
leave a lot to be desired — ocTaBIISITh XXeJIaTh MHOT'O JIYYILIETO
misquote — MCKa3WUTh 4.-JI. CJIOBA
on smb’s part — co CTOPOHBI K.-JI.
overemphasize — M3IUIITHE TOTICPKUBATH
sensationalize — rHaTbCA 3a ceHcalldei
simplistic — 9pe3MepHO yIpOIIeHHBII
sloppy — HepsIIIUBBIN, HeOPEeXKHbII
sound bite — KpaTkasl BBIIEpPXKa U3 peud, BHICTYIUICHUS, IIATaTa,
HCIIONIb3yeMasl B pallo- 1 TeJlernepeaaqax
survey — OIpoc
Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
OOBEKTUBHBII; YeCTHBIN; UMETh JIEJIO0 C K.-J1.; HEMPaBWJIBHO MPOT-
HO3WpOBaTh; MIPUHUMATh yJacTWe; OCHOBHAas NMPUYWHA 4U.-J1.;
KPUTHUYECKHE 3aMEUYaHMsI; CKIIOHHOCTh K 4.-J1.; ITOMYEePKUBATh OT-
BETCTBEHHOCTD.
2) Find the words in the text which describe or mean the following:
1. a very short part of a speech or statement, especially made by
a politician, that is broadcast on television or the radio —
2. smb. who answers questions —
3. aset of questions that you ask a large number of people in order to
find out about their opinions —
4. to make a mistake in reporting what smb. else has said —
3) Make up a few sentences with the following words and word-
combinations:

to cover a subject

to take into consideration

to make a generalization

a survey

to provide background material
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4) Translate the following sentences into Russian:

1. The project has been faulted by some scientists who say it has little

research value.

2. The story has been sensationalized for the sole purpose of selling

newspapers.

3. He has a background in computer engineering.

5) Match the words which are close in their meaning:

objective (adj.) manage
tendency careless
handle take part
sloppy impartial
participate trend

6) Match the words having the opposite meaning:

familiar careless
occasionally contradict
thoroughly biased

agree regularly
fair superficially
accurate unaware

7) Insert prepositions where necessary (for, by, of, on, to):

1. This education may include training executives to give a 30-second
a complex question and even how

“sound bide” answer
to handle

2. A survey

found that 83 percent

participated thought that sloppiness
reporters was the major reason

stories.
3. This will help

aggressive reporters.

the American Management Association
the public relations directors who

the reporter do a better job.

8) Answer the following questions:

the part

inaccurate

1. What did a survey by The American Management Association find?
2. Who are the same criticisms echoed by?
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3. How many respondents agree with the statement “The knowledge
base of business reporters leaves a lot to be desired”?

4. What are other problems with the press?

5. In what way can executives be educated?

6. What else should also be taken into consideration to ensure that
the story will be accurate?

9) Can you explain the following:

You have to teach executives that news reports are “first drafts of
history” that occasionally get garbled or distorted as they go through
several levels of personnel at a newspaper, magazine, or broadcasting
outlet.

10) Agree or disagree:
Make sure to use the following expressions:
True enough I’m not sure I quite agree
I couldn’t agree more I’m afraid I don’t agree
Beyond all doubt I’m not so sure
Looks like that

1. Other problems with the press are tendencies to sensationalize, to
overemphasize the negative, and to make simplistic generalizations.
2. ...many reporters are generalists who have little or no background
on the multitude of subjects they are asked to cover.

11) Render the following item in English:

Jlyuiuei noauTUKO 00LIEHUS CO CpeICTBaMU MacCOBOM MH(OP-
MaIInU SIBJISIeTCS Ballle moBepre K HuM. CoobIaiiTe rmpecce Kak MOX-
HO OOoJIblIIE, JaXKe CBeAeHUS 0 KOH(MIEHINATBHBIX MaTepHuaax, a 3a-
TeM OroBapuBaiiTe, KaKue pasaeibl HeIb3sl MyOJUKOBATh U IMOYEMY.

Llenecoobpa3HoO KyIbTMBHUPOBATh COATaHCUPOBAHHBIN B3MJISII HA
KOMMeHTapuu B mipecce. I[lonynsipHast mpecca 0ObIYHO MPEATIo-
YHUTAaeT CEHCAIMOHHBIE COOOIIEHMSI MaTepHralaM O TUIAHOMEPHOM
nporpecce, Kakoe Obl 3HaU€HUE MOCIeIHNE HU UMEJIN JJIsI IIPOLIBE-
TaHWS HALIMU WM peruoHa. TeM He MeHee CyIIECTBYeT MHOIO CITO-
co0OB 00paTUTh Ha ceOs1 BHUMaHWE IeYaTu, €CIM OCMBICIUTD I10-
TpeOHOCTH ra3eT U APYruxX NepUOANIECKUX U3AAHUIA.

Bce razeTsr roToBBI ITOMEIIATh HE OYCHB IMPUSITHBIC HOBOCTH,
Jaxe ecJIi OHU He COBCEM COOTBETCTBYIOT PEIaKIIMOHHOM ITOJIUTH -
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Ke win BKycy uutareiieii. [Ipecca Bcerma OymeT IpUBETCTBOBATH
JIIOOYIO CTaThIO WJIM 3aMETKY, COMEPKAIIyI0 3JIEMEHTBHI HOBOCTEH,
JIAIITG OBl 3TOT MaTeprajl ObLI CBOCBPEMEHHBIM 1 TOUHBIM.

Text D

Tabloid Journalism

Newspapers and broadcast shows are not all alike, and the level of com-
mitment to journalistic standards ranges from wholehearted to nonexistent.
Some periodicals are highly praised for their objective and fair reporting,
whereas others are famous for headline stories based on hearsay.

The same situation exists in television. Some shows are known as “tabloid
television” and “trash TV” because they concentrate on the sensational and
have used the facade of traditional journalism on what is pure entertainment.
This has been called “journaltainment”.

The proliferation of tabloid television means that you have to be very
careful.

In the race for ratings, some shows have started to offer more sensation-
alism and the manipulation of events for greater effect.

Such lapses of journalistic standards are a major concern for the media
because the antics of an isolated few affect the credibility of all journalists.

Your challenge is to make sure you don’t paint all media with the same
brush. You should continue to give service to responsible journalists and pro-
vide information. However, if a reporter has a reputation for sensationalism,
you are probably better off if you simply refuse to be interviewed or provide
information.

If you do decide to work with a tabloid television reporter, there are some
points that can help you keep control of the situation:

¢ Never do an adversarial interview alone. One option is to have a lawyer
sit in on the interview.

e Research the interviewer’s record before facing the camera. Know his
or her method of questioning.

e Don’t accept any document on camera. Surprise documents can be
used to trip up subjects and make them look foolish.

e Get a commitment that you will be able to respond to accusations
made by others as part of the story.

e [fcornered, counterattack. Take the offensive and accuse the reporter
of unprofessional conduct, incompetence, or a lack of understanding of the
subject.
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Vocabulary:

accuse smb. of smth. — 0OBUHSITB K-JI. B 4.-JI.

adversarial — HegoOpoOXKeIaTENbHbIN, BpaxKaeOHbII
commitment to smth. — NpeIaHHOCTb Y.-JI., BEPHOCTh Y.-JI., 00s13a-
TEJIBCTBO

corner Smb. — «3arHaTh B YTOJI», «IIPUTICPETh K CTCHE»
lack of smth. — oTcyrcTBHC U.-1I.

lapse — maneHue

make accusations — BBLABUTAaTh OOBUHEHUE

hearsay — cinyxu

antics — IPOIENIK!, IIIyTOBCTBO, KPUBJISTHIE
proliferation — pacrpocTpaHeHue

race for ratings — IOroHsi 3a peiiTUHTOM

sensationalism — ceHCAallMOHHOCTH

tabloid — HU3KOTIPOOHBIIA, OyTbBAPHBIIA

tabloid press — OyibBapHasi rpecca

take the offensive — mepeiiT B HacTyIJIcHUE

trash (material, writing) — 9THBO, MaKyJaTypa, IeIIeBKa
trip up — 3amnyThIBaTh

Exercises

D

2)

Find the English equivalents in the text:

OCHOBBIBAThCS Ha CIIyXaX; IPEIOCTaBIISITh MHOOPMAIINIO; JePKATh
CHUTYaIVIO MOJ KOHTPOJIEM; HEKOMITETCHTHOCTD; 3apyYMThCS 00SI-
3aTeJIbCTBAMU; COCPEIOTOYMBATBCS Ha U.-JI.; KoJiebaThCs (BapbUpo-
BaTbCs); MOAPHIBATH TOBEpHE K Y.-JI.; OKa3aThCs Iepen KaMepoii;
HeTpodecCuoHATbHOE TTOBEACHHUE.

Find the words in the text which describe or mean the following:

1. a newspaper that has a lot of photographs, stories about famous
people, gossip etc., and not much serious news —

2. a level or a scale that shows how good, important, popular etc.
smb. or smth. is —

3. smth. that you have heard about from other people, but do not
know to be true —

4. a way of reporting events or stories that makes them as strange,
exciting, or shocking as possible —
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3) Translate the following words and word-combinations into Russian. Use
them in sentences of your own:

1. to accuse smb. of smth.
to make an accusation
to bring all accusation against smb.
the accused
accusing

2. commitment
commitment to a cause
to make a commitment
to commit oneself

4) Match the words, translate them and use in sentences of your own:

provide stories
unprofessional standards
headline concern
major conduct
journalistic information

5) Translate the following sentences into Russian:

1. Hearsay is not allowed as evidence in court.
2. Reporters used extreme and adversarial methods to get their

information.
3. Her latest affair was splashed across the cover of the supermarket

tabloids.
4. The new comedy had the highest television rating this season.
5. Many people get tripped up over the new tax laws.

6) Match the words which are close in their meaning:

to refuse decline
sensational influence
wholehearted to decline
lapse exaggerated
affect sincere

7) Match the word which are opposite in their meaning:
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sensational efficiency
incompetence obscure
wholehearted minor

famous run-of-the-mill
major disinterested

8) Complete the sentences using the following words and word-
combinations (events; ratings; to trip up; sensationalism; effect; to respond):

1. Surprise documents can be used subjects and make

them look foolish.

2. Get a commitment that you will be able to accusa-

tions made by other as part of the story.

3. Intherace for , some shows have started to offer more
and the manipulation of for greater

9) Insert prepositions where necessary (of; from; to; for):

1. ... accuse the reporter unprofessional conduct

incompetence, or a lack understanding

the subject.

2. ... the level commitment journalistic

standards ranges wholehearted nonexistent.

3. Such lapses journalistic standards are a major concern
the media, because the antics an isolated

few affect the credibility all journalists.

10) Write down 5 questions to the text using the active vocabulary of the
unit.

11) Can you explain the following:

1. Your challenge is to make sure you don’t paint all media with the
same brush.

2. Such lapses of journalistic standards are a major concern for the
media because the antics of an isolated few affect the credibility of all
journalists.

12) Agree or disagree with the tips concerning handling tabloid reporters.
Do you think it will really help you keep control of the situation? Start your
sentence with:
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It’s no use. No, it’s no good doing it. What’s the use of...
It is worth while...

Well, I could do that, I suppose...

Yes, I think it’s advisable to do that...

13) Give the main idea of the text. Write down one phrase.

14) Develop the following:

There are several areas of friction among journalists and public
relations people, including name-calling, excessive hype and
promotion, advertising pressures, sloppy reporting, and tabloid
journalism.

UNIT 4
EFFECTIVE MEDIA RELATIONS

Text A

There will always be areas of friction and disagreement between public
relations people and journalists, but that doesn’t mean that there can’t be a
solid working relationship based on mutual respect for each other’s work,
including journalists.

A good working relationship with the media is vital for a public relations
writer. Indeed, one definition of public relations is the building of relationship
between the organization and its various public.

Dealing with the Media

Many guidelines for dealing effectively with the media have been
compiled. Most of them are well tested and proven, but you must always
remember that there are no ironclad rules. Media people are also individuals
to whom a particular approach may or may not be applicable. Here’s a list of
general guidelines.

1. Know your media. Be familiar with the publications and broadcast
outlets that are regularly used. Know their deadlines, news format, audience,
and needs. Do your homework on other publications and broadcast shows
before sending a pitch letter or news material.
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2. Limit your mailings. Multiple news releases are inefficient and costly,
and they alienate media gatekeepers. Send releases only to publications and
broadcast outlets that would have an interest in the information.

3. Localize. Countless surveys show that the most effective materials have
alocal angle. Take the time to develop that angle before sending materials to
specific publications.

4. Send newsworthy information. Don’t bother sending materials that are
not newsworthy. Avoid excessive hype and promotion.

5. Practice good writing. News materials should be well written and
concise. Avoid technical jargon in materials sent to nontechnical publications.

6. Avoid gimmicks. Don’t sent T-shirts, teddy bears, balloon bouquets,
or other frivolous items to get the attention of media gatekeepers.

7. Be environmentally correct. Avoid giant press kits and reams of
background materials. Save trees.

8. Be available. You are the spokesperson for an organization. It is your
responsibility to be accessible at all times, even in the middle of the night.
Key reporters should have your office and home telephone number.

9. Getback to reporters. Make it a priority to respect your promises and
call reporters back in a timely manner. They have deadlines to meet.

10. Answer your own phone. Use voice mail system as a tool of service, not
as a screening device. Reporters (like other people) hate getting bogged down
in the electronic swamp of endless button pushing.

11. Be truthful. Give accurate and complete information even if it is not
flattering to your organization. Your facts and figures must be clear and
dependable.

12. Answer the questions. There are only three acceptable answer: “Here
itis”, “I don’t know but I'll get back to you within an hour” and “I know but
I can’t tell you now because...” “No comment” is not one of the three
alternatives.

13. Protect exclusives. If reporter has found a story, don’t give it to anyone
else.

14.Be fair. Competing media deserve equal opportunity to receive
information in a timely manner.

15. Help photographers. Facilitate their work by getting people together
in a central location, providing necessary props, and supplying subjects’ full
names and titles.

16. Explain. Give reporters background briefings and materials so that
they understand your organization. Tell them how decisions were reached
and why.
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17. Remember deadlines. The reporter must have enough time to write a
story. One good rule is to provide information days or weeks in advance. In
addition, don’t call a media outlet to make a pitch at deadlines time.

18. Praise good work. If a reporter has written or produced a good story,
send a complimentary note. A copy to the editor is also appreciated.

19. Correct errors politely. Ignore minor errors such as misspellings,
inaccurate ages, and wrong titles. If there is a major factual error that skews
the accuracy of the entire story, talk to the reporter who wrote the story. If
that doesn’t work, talk to the editor or news director.

O Notes:
to screen one’s calls — «TIpocenBaTh» 3BOHKM, UCITOJIb30BaTh OIpeIe-
JIMTEJIb HOMEpPA M1 aBTOOTBETYUK, qTOOBI HE TOBOPUTH C TEMH, KOMY
HE MOXEUIb UJIIN HE XOUYECIIb OTBEYATD.

O YVocabulary:
alienate — OTHaIATh, OTBpPAILATH
angle — ToYKa 3peHMS, TTOIXO
applicable — mpMMeHUMBIIA
avoid — mu3beraThb
compile — cocTtaBUTh
concise — KpaTKuii, cxKaTbIii
deadline — KpaitHuii CpoK
definition — ompeneneHne
device — mpucriocobaeHne
exclusive — 3KCKJII03MBHOE COODIIIEHUE
facilitate — o0ireryatb
flatter — JIBCTUTH
guidelines — mpaBUyIa, MHCTPYKIIUM, TUPEKTUBEI
ironclad rules — «kene3HbIe» MMpaBUJIa
meet the deadline — BBITTOJTHUTH 4.-JI. B CPOK
pitch letter — peknaMHO-MHMOPMALIMOHHOE TTMCHMO
priority — mepBocCTeleHHAs 3a1a4a, IPUOPUTET
props — peKBHU3UT
ream — rpyna
skew — ncka3uTh
take the time — He TOPONUTHCS
vital — >XM3HEHHO BaXKHBIN
voice mail system — aBTOOTBETYUK
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Exercises

1) Find the English equivalents in the text and use them in sentences of
your own:

3apaHee; B3aMMHOE YBaXXeHUE; BHICOKO OLICHUBATh; (haKTU4ecKast
olKbKa; HelpaBWIbHOE HanucaHue; Hed(MdOEKTUBHO; TOCTOBEPHbIIA
(akT; mycTsKOBasi, epyHIOBas BElIMLA; IIpUeMIEMbIA OTBET; Oec-
YUCIIEHHBIE OIPOCHI.

2) Find the words in the text which describe or mean the following:

1. rules or instructions about the best way to do smth. —

2. adate or time by which you have to do or complete smth. —

3. to add local interest material to a story —

4. the thing that you think is most important and that needs attention
before anything else —

5. an important news story that is in only one newspaper, magazine,
television news program etc. —

3) Translate the following words and word-combinations info Russian.
Make up sentences of your own:

1. to meet a deadline
to miss a deadline
to set a deadline
to work under a tight deadline
at deadline time

2. to establish priorities
a top/high/first priority
to have/take/get priority
to get one’s priorities straight/right

4) Match the words (there can be more then one variant). Use them in
sentences of your own:

news rules
ironclad answer
news letter
acceptable director
pitch release
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5) Translate the following sentences into Russian:

6)

7)

8)

1. Lawyers examined reams of documents.
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2. Jackson’s comments alienated many baseball fans.
3. It depends on your definition of success.

4. Try approaching the problem from a different angle.
5. Dividing students into small groups usually helps facilitate
discussion.

Match the words which are close in their meaning:
regularly reliable

costly conflict

disagreement essential

solid constantly

vital expensive

Match the words which are opposite in their meaning:
frivolous redundant

timely flexible

flatter inopportune

ironclad criticize

concise sensible

Answer the following questions:

VP NAUD W~

reporters’ questions?

10. In what way should you be fair to competing media?

What should be done to know your media?
How can you limit your mailings?

Why is it important to localize you materials?
What sort of information should be sent?
How should news materials be written?
Why should gimmicks be avoided?

‘What does “to be environmentally correct” mean?

Why should you be always accessible for the media?

. Why can’t “no comment” be one of the possible answers to

11. How can you help photographers ?
12. In what way should you react to errors?
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9) Can you explain the following:

1. Reporters (like other people) hate getting bogged down in the
electronic swamp of endless button pushing.

2. Countless surveys show that the most effective materials have
a local angle.

10) Translate the list of general guidelines in writing. Do you agree or
disagree with the list?

11) Develop two or three items of the general guidelines which you find the
most important.

Start with:

From the point of view of...

It has been pointed out that...

I’d just like to say...

I think (suppose, guess, believe, dare say)...
Personally I believe...

In my opinion (view)...

As I see it...

Text B
Media Etiquette

In addition to the foregoing guidelines, there are several matters of media
etiquette that should be observed. A failure to observe the following points
often leads to poor media relations.

Irritating phone calls. Don’t call a reporter or an editor to ask if your
news release was received. Simply assume that it was if you used a regular
channel of distribution such as first-class mail, a courier service, or fax.

Unfortunately, the practice of phoning reporters with such an inane
question is widely done as a pretext for calling attention to the news release
or making a pitch for its use.

Although the approach seems logical, it is better to can a reporter to offer
some new piece of information or a story angle that may not be explicit in
the news release. The telephone call then becomes an information call instead
of a plea to read the news release and use it.

Inappropriate requests. It is not appropriate to ask a publication or
broadcast station to send you a clipping of the story or news segment. If you
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want such materials, you should make arrangements with a clipping service
or a broadcast monitoring firm.

It also is not a good idea to ask if you can check a story before it runs.
Publications rarely give such permission and consider the request an
infringement on their First Amendment rights. From a practical standpoint,
news is timely, and there often isn’t time for outside sources to check stories.
It is permissible to ask a reporter if you can check any quotes attributed to
you. In many cases, however, you will still get a frosty no.

O Notes:
First Amendment — TlepBas nomnpaska. [TonpaBka B KoHCTUTYLIUM
CIIA, rapanTupyoias rpaxknaHckue cBoOoabl. ABsieTcs 4acThblo
bunns o mpaBax.

O YVocabulary:
assume — IIPEANoJOXUTh, JOIYCTUTh
attributed to smb. — npunmMceIBaeMbIN K.-]1.
call attention to smth. — TpuBJIeYb BHUMaHUE K Y.-]1.
channel of distribution — xaHan pacrpocTpaHeHUs
courier service — Kypbepckasl ciyxba
explicit — SICHBII, YeTKWi1, TOYHBII
fax — ¢akc
foregoing — BBIIICYITOMSTHYTBIM
inane — GeCcCMBICIIEHHBIN, MyCcTOM
inappropriate — HeEyMeCTHBII
infringement — HapyleHue
irritating — pa3zapaxkarouiuit
make a pitch — mbeITaTbCa TPOTOJIKHYTH MH(POPMALINIO; COBEPILIUTH
CHENKY
observe — co0Ir0naTh
permissible — MO3BOIUTEIBLHO
permission — MO3BOJIEHUE
plea — mpocnba
pretext — mpenjor
quote — urara

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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B J00aBJIeHME K Y.-JI.; IIPUBECTU K Y.-JI.; OOBIYHBIM KaHAJ; TTOIXO
(x TIpobiteMe); acIeKT COOOIICHUS; PATUOCTaHIINA; (bUpMa 3BYKO-
3aITMCH; TIPOBEPUTh COOOINECHNE; TOUKA 3pECHUS; BHEIIHIE UCTOY-
HUKU; Ta3eTHbIE BbIPE3KHU.

2) Find the words in the text which describe or mean the following:

1. arequest that is urgent or full of emotion —

2. totry to make a business agreement, or to sell smth. by saying how
good it is —

3. a reason given for an action, used in order to hide your own
intentions —

3) Translate the following words and word-combinations into Russian. Use
them in sentences of your own:

to permit smb. to do smth.

to give/ask a travel/work/export etc. permit
to give a permission

permissible

permissive

permissiveness

4) Translate the following sentences into Russian:

1. He was glad to have a pretext to leave the party early.

2. The movie is inappropriate for children.

3. A health inspector gave explicit instructions on how to correct the
problem.

4. Tt is assumed that they will eventually join the EU.

5. Doctors attributed his quick recovery to his physical fitness.

5) Match the words which are close in their meaning:

inane violation
infringement above-mentioned
explicit abide by
foregoing stupid

observe unambiguous

6) Match the words which are opposite in their meaning:
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outside forbidden
receive internal
appropriate turn down
failure improper
permissible success

7) Write down 5 questions to the text beginning with “Why...?”.

8) Can you explain the following?

Publications rarely give such permission and consider the request an
infringement on their First Amendment rights.

9) Agree or disagree:

It is inappropriate to ask media outlets for clips of news articles or to
see the story before it is published or broadcast.

10) What are the main points of media etiquette? Do you agree with all of
them? Can you add anything of your own?

11) Render the following item in English:

B Hacrosiee BpeMs B Tipecce B OCHOBHOM ITyOTMKYIOTCSI CTaThU
U 0YepPKU, KOTOPBIE AaI0T (POHOBYIO MH(MOPMALIMIO K HOBOCTSIM, UJTA
K€ CTaThM U 0Y€PKU KOHBIOHKTYPHOTO MJIM 00111eTo XapakTepa. Kak
pa3 37eCh 1 CYIIECTBYIOT MPEBOCXOIHBIE BOBMOXHOCTHA COTPYIHM-
YeCcTBa ¢ XXypPHAJIUCTAaMU B BBIABMKCHUM Ha TIEPBBIN IJIaH KaKMX-
JIM00 0cOoOBIX MHTEpecOB. UM TpeOyeTcs IOCTOSTHHBIN MOTOK Wei
U MpobJieM, KOTOpble OHU MOTJIM OBbI UCITOJIB30BaTh, U, KaK MpaBy-
JIO, OHU TOTOBBI BBICIYIIATh JIOObIe KOHCTPYKTUBHBIE TIPEIIOXKE-
HUSI. MOXET MOoKa3aThCsl, YTO TaKasl CUTYalusl OTKPhIBAET BO3MOX-
HOCTb JIJIS1 OKa3aHUsI HETTO100Aa011IeTo JaBJIEHUS WU 1asKe JUTs TTO/I-
KyIIa, OJIHAKO Ha CaMOM JieJie CJTydar KOPPYIIIUU PEAKU, TTIOCKOJIBKY
Hepa3yMHbIe ACMCTBUS YacTO TUCKPEIUTUPYIOT 1iejb. [locTeneHHO
MEXIy TIPeICTaBUTENISIMU U ClielraIucTaMu B cdhepe mabiauk pu-
JIEWIITH3 CKJIAIBIBAIOTCSI HOBBIE TTPO(heCCUOHATbHBIC OTHOIICHMUS.
IIpecca HauMHaeT 0CO3HABaTh LIEHHOCTh KOHTAKTOB C OpraHMU3all-
SIMU, VICTIONB3YSl KOTOPhIE MOXET OBICTPO TOJYYUTh JOCTOBEPHYIO
nHdopMaiuio. KoMneTeHTHBIE ClIeMaIMCTBI B 00J1aCTH TabIuK
PWJICHIITH3, B CBOIO OYepelb, C YBaXeHUEM OTHOCSTCS K PO
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MpeacTaBUTelIei IIPeCcChl B IIPEAOCTaBICHUHN O0IeCTBEHHOCTHU cOa-
JIAHCUPOBAHHOM MHMOPMALUK, TOHMMAIOT IIPOOIEMBI, CBSI3aHHbIE
C 11eJIeCO00Pa3HOCTRIO MyOIMKALIMI 1 OPTaHUIHOCTHIO MX 00BEMa.
Hpyroii BaxXHbIA (haKTOp 3aKJII0YAETCS B TOM, UTO IIpecca IMpU3HaeT
POJib CIIELIMAIMICTOB B 00/1aCTU MAOIMK PUWICHIIH3 B Pa3bsiCHEHUU
TOI0, HACKOJIBKO BaXXKHO, YTOOKI IPOLIECC YIIPaBIeHUsI OTIMYAJICS
YECTHOCTBIO W TTOJTHOM OTKPBITOCTBIO.

UNIT S
CRISIS COMMUNICATION

Text A

A good working relationship with the media is severely tested in times of
crisis. All the rules and guidelines about working effectively with the press
are magnified and intensified when something out of the ordinary occurs
and thus becomes extremely newsworthy.

Here is a sampling of major crises that have hit various organizations:

e The safety of Dow-Corning’s silicone gel breast implants comes under
fire from both the medical community and thousands of women who claim
that they were harmed by the product.

e Sears is charged by consumer agencies in several states for defrauding
customers and making unnecessary repairs at its auto centers.

® An outbreak of food poisoning, leading to the death of a 2-year-old,
is traced to contaminated beef served by Jack-In-The-Box restaurants in
Washington State.

® An activist environmental group claims that the pesticide Alar used
on apples is a health hazard to children. The claim is featured o TV, causing
a major drop in apple sales, affecting thousands of apple growers.

® A Florida man claims that his wife’s fatal brain tumor was caused by
her frequent use of a cellular phone. He files a lawsuit and gets national
exposure with an appearance on TV.

These situations, no matter what the circumstances are, constitute major
crises because the reputation of the company, industry, or product is in



UNIT 5. CRISIS COMMUNICATION 41

jeopardy. Economic survival is at stake, and a company can lost millions of
dollars overnight if the public perceives that a problem exists.

Johnson & Johnson, owner of the maker of Tylenol, saw the brand’s
market share shrink from 37 percent to barely 6 percent in a matter of days
after capsules laced with cyanide killed seven people in Chicago. By the time
it was established that someone had tampered with the product after it had
reached store shelves, the ordeal had cost the campany more than $50 million
to recall the product and test all its manufacturing processes.

During such times of crisis, the media can be adversaries or allies. It all
depends on how you and your organization manage the crisis and understand
the media’s point of view. Keep in mind some guidelines.

O Notes:
Dow-Corning — cOBMeCTHOE TPEATPUSITIEC XUMUYECKOTO KOHIIEpHA
Dow Chemical Co u KoMITaHUM TTO TTPOU3BOJCTBY CT€KJIa U CTEK-
JstHHOM mocyabl Corning Inc.
Sears — KOMITaHUS 10 MPOKATy aBTOMOOWIEHt TOPTOBOil (pUpMBI
«Cupc, Poybak a1 Ko» (Sears, Roebuck and Co).
Jack-In-The-Box — ceTb 3aKyCOYHBIX, TOPTYIOIIUX TaMOyprepaMu.
PaccuuTana Ha obciykuBaHuE B aBTOMOOUIIE.
Johnson & Johnson — XUMUKO-(apMalieBTHIeCKast KOMITaHKS. BbI-
MycKaeT IIUPOKUI KpyT hapMalieBTUYECKUX MperapaToB, B YaCTHO-
ctu «TaiineHon», MaTeHTOBAHHOE CPEICTBO OT FOJIOBHOM 00N U TIPO-
crynel. B okTs6pe 1982 1. cTpaHy IOTPSICIIA COOOIICHUS O CIIydasix
OTpaBJIEHUS CO CMEPTEIBHBIM MCXOIOM, BBI3BAHHOI'O TEM, UTO
HEeHAWICHHBIA 3JIOYMBIIICHHNK TTOMTOXII B KaIlCyJIbl TaliJIcHOIa
LIMAHWCTRIN Kanuii. ZKepTBaMu cTajii BOCeMb YesioBek B I. Yukaro u B
wmrate Kamugopnus. B pesyabsrare atoit Tparennu penepaibHbIC Ba-
CTH BBIpaOOTAIA HOBEIE TTpaBUJIa IIPOBEPKU BHIITYCKAEMBIX JIEKAPCTB.

O YVocabulary:
adversary — nmpoOTHMBHUK
ally — coro3HUK
barely — easa
be at stake — OBITb IMOCTaBJIEHHBIM Ha KapTy
brain tumor — omyxoyib MO3ra
brand — Mapka, copt
claim — yTBepxxaaTh, 3asIBISTh
cellular phone — coToBbIi1 TeneOH
charge smb. for smth. — 0OBUHSATb K-JI. B 4.-JI.
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come under fire — BBI3BaTb Tpaj, HamagoK
consumer — ITOTpeOUTEb

contaminated — 3apakeHHBIN

crisis, crises (pl.) — Kpu3uc

crisis communications — 3KCTpeMaJIbHbIE CBSI3U C O0ILIECTBEHHOCThIO
defraud — oOMaHBIBaTh

evasive — YKJIOHYMBBIiA

file a lawsuit — BO30yaIUThL CyneOHOE [ENI0
food poisoning — muIeBoe OTpaBlIieHNE
fuel — pasxuraTb

harm — IpUYUHATL Bpex,

health hazard — ormacHOCTB JUIsT 3T0POBBS
hit — mopa3uTb

hostility — BpaxkneO6HOCTb

implant — UMILJIAHTAHT

jeopardy — OITacHOCTh

lace — momMBaTh

magnify — yBeIM4nBaTh

market share — most Ha peIHKe
misconstrue — HeNpaBWJIHHO MUCTOJIKOBATh
OCCUr — MNPOUCXOJUTD, CIIy4aThCsI

ordeal — ucrnbITaHUE

outbreak — BcIbIIIKA

perceive — MOYYyBCTBOBATh, OIIYTUTh
recall — oTo3BaTh

safety — Oe30macHOCTb

sampling — BeIOOpKa

shrink — ymeHbIIaTLCS

tamper — HapOYHO TalfKOM MOPTUTH U.-JT.
trace — MPOCTIEANTD

Exercises

1) Find the English equivalents in the text. Make up sentences of your

own with them:

PEMOHTHBIE PabOTHI; IBYXJIETHUI peOEHOK; CO3BaTh Ipecc-KoHpe-
PEHIINIO; TTOJIKA Mara3uHoOB; 4.-JI. HEOOBIYHOE; TPYIITa aKTUBHUCTOB,
BBICTYTAIONIAs B 3alIUTY OKPYXalollleil cpelbl; Moka3aTh Mo Teje-
BUJCHUIO; YACTOE UCIOIb30BaHUE; OOCTOSATENBCTBA; 32 OJHY HOUb.
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2) Find the words in the text which describe or mean the following:

3)

not willing to answer questions directly —

a very bad or frightening experience —

the sudden appearance or start of war, fighting, or serious disease —
to become smaller in amount, size, or value —

to trick a person or organization in order to get money from them —
a very bad or dangerous situation that might get worse, especially
in pohtlcs Or economics —

7. smth. that may be dangerous or cause accidents, problems etc. —
8. smb. who helps and supports you in difficult situations —

e

Translate the following expressions into Russian. Use them in sentences

of your own:

4

5)

before a crisis hits

miss opportunities

keep in mind

no matter what the circumstances are
is featured on TV

when smth. out of the ordinary occurs
gets national exposure

Translate the following sentences into Russian:

Police revealed that the telephone line had been tampered with.
The Kkillings could put the whole peace process in jeopardy.

The hostages described their terrifying six-week ordeal.

He wanted to ensure success against his political adversaries.
Her husband was charged with her murder.

Profits have been shrinking over the last year.

Thousands of lives are at stake if a war is not avoided.

He was convicted of conspiracy to defraud the government.
Polluted water sources are a hazard to wild life.

10 The auto industry has many allies in Congress.

0N U RN~

Match the words which are close in their meaning:
barely cooperative
helpful elusive
shrink cheat
evasive hardly
defraud diminish




44 CHAPTER |. WORKING WITH THE MEDIA

6) Match the words which are opposite in their meaning:

ally play down
magnify expand
evasive profusely
barely forthright
shrink antagonist

7) Complete the following sentences (survival; a lawsuit; fuels; hits; crises;
charged):

1. Getto know the journalists in your area before a crisis
2. “No comment” hostility.

3. He files .

4. Economic is at stake.

5. These situations constitute major

6. Sears is by consumer agencies.

8) Insert prepositions where necessary (in; on; fo; with; at; across):

to get one’s case to keep mind
to be familiar to tamper

to be jeopardy to reach

to be stake a drop

to depend to affect

to manage to lead

9) Explain the grammatical structure of the sentence:

Johnson & Johnson saw the brand’s market share shrink from
37 percent to barely 6 percent.
Make up two sentences of your own with the same structure.

10) Make up ten questions to the text.

11) Can you explain the following:

1. “No comment” fuels hostility.
2. During such times of crisis, the media can be adversaries or allies.

12) Agree or disagree:

A good working relationship with the media is severely tested in times
of crisis.
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13) Develop in writing the following statement. Use about 120 words.

Communication during a crisis requires cooperating with the media
and promptly providing honest, factual information even if it is
unflattering.

14) Render the following item in English:

WMHorma BHe3aImmHO TIPOMCXOIAT MHIIMAEHTHI, KOTOPbIe HUKTO HE
MoOT npeaycMoTpeThb. [IpuMepoM MOXeT CyXKuTh cirydait ¢ «Taite-
HoJsioM», nipouctneamuit B CIIIA B 1982 1., korma KTo-To A0OaBWI
LIMAHUCTBIN KaJIWii B 3TO MOIYJISIPHOE CPEICTBO OT TOJIOBHOM 00JIH,
YTO TTOCITYKMJIO TIPUYMHOM CMEPTU HECKOJIbKUX YesioBeK. K HemaB-
HUM TIOTPSICEHUSIM OTHOCHUTCSI BO3BpAT M3 TOPTOBJIM KOHCEPBUPO-
BaHHOTO JIETCKOTO MUTAHUSI M3-3a IIPECTYITHOTO HapYIIeHUsI TEXHO-
Joruu. Jpyrue nmpumMepbl MOXXKHO TIPUBECTH U3 00J1acTH (hapMarieB-
TUYECKOM MMPOMBIIIUIEHHOCTH, TIIe JIEKapCTBa YaCTO UMEIOT OTTacHbIE
HEeOXUTAHHbIE TTOO0YHbBIE 3(PDEKTHI.

Bonbiiast yactp Hateli paboThl B KAUECTBE CIIELIUAIACTOB IO Mad-
JIVK pUJICHIIIH3 MpecKa3yeMa U MOXKET 3apaHee TUIaHUPOBAaThCS CO-
OTBETCTBYIOIIMM 00pa3zoM. CBsi3M ¢ OOIIECTBEHHOCTBIO B KPU3WC-
HOW CUTyalluu — SIBJIEHUE JOBOJIBHO PEKOE, U OOJIBIIIMHCTBO U3 HAC
C TAKUMM CHUTYallUSIMKA BOOOIIIE HE BCTPETSTCS HMKOTAA, HO, €CIIU
BBI pab0TaeTe B MOTEHIUATBHO OMACHOM OOJIACTH, TJIE 3TO MOXET CITy-
YUTBCSI, BAM HEOOXOAMMO UMETH IJIaH Ha CIy4yall TaKoii OMTaCHOCTH.

ITpropuTeThI, KOTOPHIE ClICAYET BKIIOYUTh B KPU3UCHBIN TUIaH,
OyIyT 3aBHCETh OT Ballleil YI3BUMOCTH, HO BCE KOMITAaHWUU TOJKHBI
YIEJIUTh BHUMAHKE 3TOMY BOIIPOCY, 3aCTPaxoBaB ce0sl OT KPYIHBIX
HENPUITHOCTEN B OymyILIEeM.

Text B

The key to successful dealings with the media during a crisis is to become
a credible source of information. The following can be suggested:

® Appoint a spokesperson whom the media can trust and who has
authority to speak for the company. It also is a good idea to designate one
central spokesperson so that the organization speaks with one voice.

e Set up a central media information center where reporters can obtain
updated information and work on stories. You should provide telephone lines,
modular jacks so that reporters using computers can reach their offices, and
facsimile machines. Provide food and transportation if necessary.
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¢ Provide a constant flow of information, even if situation is unchanged
or negative. A company builds credibility by addressing bad news quickly,
when information is withheld, the cover-up becomes the story.

® Be accessible by providing after-hours numbers or carrying a cellular
phone with you at all times.

e Keep a log of media calls, and return calls as promptly as possible.
A log can help you track issues being raised by reporters and give you a record
of which media showed the most interest in your story.

e Be honest. Don’t exaggerate, and don’t obscure facts. If you’re not
sure of something or don’t have the answer to a question, say so. If you are
not at liberty to provide information, explain why.

These guidelines reflect plain common sense, but when a crisis hits, it is
surprising how many organizations go into a defensive mode and try to
stonewall the media. Dow-Corning, for example, got considerable negative
coverage by treating the media as an enemy.

Corporate spokespeople accused the media of reporting only the
“sensationalistic, anecdotal side of the breast implant story, which has
unnecessarily frightened women across the country”. At a news conference,
the head of Dow’s healthcare business continued the attack by telling the
assembled reporters that they took “memos out of context and distorted
reality”. It would be an understatement to say that this is a poor way to get
the press on you side.

Jack-In-The-Box also violated the tenets of crisis communications in
the first days of the reported food poisonings. The company initially said
“no comment” and then waited three days to hold a news conference, at
which the company president tried to shift the blame to the meatpacking
company.

There are two principles: accept responsibility and take action. Even if
you are not directly, at fault the organization should take responsibility for its
product and the public safety.

Johnson & Johnson did this with Tylenol, but Dow-Corning chose to
defend its product even after evidence had mounted that the company knew
the product had a history of causing medical problems. Experts also say that
Jack-In-The-Box fumbled early on by not showing concern for the poisoned
customers. The company would have won more public goodwill and favorable
press coverage by more quickly offering to pay all medical bills, which it
eventually did.

Two considerations can be emphasized in the crisis management plan:

e Demonstrate your commitment to good corporate citizenship by
taking prompt and decisive actions to control problems in your operations.
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e Communicate swiftly, constantly, and consistently to all appropriate
audiences in clear, straightforward, nontechnical language.

O YVocabulary:
after hours (adj.) — mocye padouero aHs
be at fault — ObITH BUHOBHBIM
be at liberty to do smth. — uMeTb BO3BMOXHOCTH (ITpaBo) CAeNaTh 4.-JI.
common sense — 3IpaBBIif CMBICT
cover-up — IOIbITKA CKPHITh Y.-JI.
credible — HagexXHBIN
designate — Ha3HAYUTH
exaggerate — IIPEyBEININBATD
eventually — B KOHIIE KOHIIOB
evidence — 10Ka3aTeJbCTBO
flow of information — motok uHbopMaLu
fumble on — OPTHUTH AEIIO
go into a defensive mode — 3aHSATH OOOPOHUTENLHYIO MO3UIIAIO
have authority — uMeTh MOJIHOMOYUS
hold a news conference — npoBecTH Mpecc-KOHGEPEHILIUIO
initially — mepBoHaYaJIbHO
log — XypHa 3anuceit
memos — 311. 3aMeYaHMs
modular jacks — 6J10K1 MOIKTIOUEHUS
mount — BO3pacTaTh, MOBHIIIATHCS
obscure — CKphIBaTh
obtain — TMOJY4YUTb, JOOBITh, TPUOOPECTU
set up — co3naTh, OPraHU30BaTh
shift the blame to smb. — nepeyIoXKUTh BUHY Ha K.-J1.
show concern — IpOSIBUTh 03a00YEHHOCTh
stonewall — oTMaTYMBaTLCS
straightforward — OTKpOBEHHBIN, TTPSIMOIA
tenet — IPUHLIMII, JOKTPYHA
understatement — IpeyMeHbIIEHUE
updated — 0OHOBJIEHHBI, CaMbIif HOBBIN
win smb.’s goodwill — 10OUTBCSA 4.-J1. PaCIOJOKEHUS
withhold information — npuaepxuBath MHPOPMALIIO

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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OILIATUTh CUETa; IIOAUYCPKUBAThH; NICKAXKATh ACHCTBUTEILHOCTD; IIPH-
BJICYDB IIPECCy Ha CBOIO CTOPOHY; OCBEIIICHNE B IIPECCE; MUIIIEBOE OT-
paBJieHHe; KJIMEHTHI; BEICTYIIATh OT UMEHM KOMITAHWU; BOIIPOCHI,
TMOTHUMAEMBbIC XYPHAJIMCTaMU; OOBIYHBINM 3MpaBbIii CMBICI; O0Opa-
IIATHCS C K.-JI. KaK C BParoMm.

Find the words in the text which describe or mean the following:

1. an attempt to prevent the public from discovering the truth about
smth. —

2. an official written record of smth. —

3. to choose smb. or smth. for a particular job purpose —

4. to refuse to give facts, evidence etc. —

5. a statement that is not strong enough to express how good, bad,
impressive etc. smth. really is —

6. afteralongtime, especially after along delay or a lot of problems —
7. to be responsible for smth. bad that has happened —

8. to have the right or permission to do smth. —

Translate the following word-combinations into Russian. Use them in

sentences of your own:

4

3)

credible information
to obtain
updated
to withhold

flow of

Translate the following sentences into Russian:

1. The report confirms that be withheld important evidence.
To say I was surprised would be an understatement.
Eventually, the sky cleared up and we went to the beach.
The accident report found both drivers at fault.

We are not at liberty to discuss it.

bl el

Match the words which are close in their meaning:

evidence conceal

eventually honest

accessible proof
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obscure after all
atraight forward available

6) Match the words having the opposite meaning:
favorable fraudulent
obscure insignificant
honest doubtful
considerable expose
sure derogatory

7) Complete the following sentences (common sense; goodwill; promptly;
tenets; coverage; to designate):

1. Itisagood idea one central spokesperson.
2. Return calls as as possible.
3. These guidelines reflect plain

4. Jack-In-The-Box violated the

cation.

5. The company would have won more public
favorable press

of crisis communi-

and

8) Insert prepositions (7o, for; on; af):
to demonstrate commitment smth.
to get the press one’s side
to be fault
to show concern smb.
the key smth.
to speak the company
to be liberty to do smth.

9) Explain the grammatical structure of the following sentence:

The company would have won more public goodwill and favorable press
coverage.

Make up your own sentences with the same structure.
10) Answer the following questions:

1. What is the key to successful dealings with the media during a
crisis?
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What authority should an appointed spokesperson have?

Why should a central media information center be set up?

Why should a constant flow of information be provided?

How can you be accessible at (in) afterhours time?

What sort of log must be kept?

Do organizations always follow these guidelines?

What happened during Dow Corning’s crisis?

. How did Jack-In-The-Box violate the rules of crisis commu-
nication?

10. In what way must an organization communicate to all appropriate
audiences during a crisis?

Lo N LA LN

11) Can you explain the following:

1. When a crisis hits, it is surprising how many organizations go into
a defensive mode and try to stonewall the media.
2. When information is withheld, the cover-up becomes the story.

12) Sum up the main idea of the text. Write down only one sentence.

13) Render the following in English:

Cea3u ¢ 00uecmeeHHOCMbIO 8 KPUUCHBIX CUMYAUUAX

WMHoraa Bo3HUKAIOT KaTacTpouyeckue CUTyaluu, Tpedylole
HeMEeIJIEHHBIX U (P (HEeKTUBHBIX AeHCTBUIA, MOAOOHBIX MPUMEHEHUIO
TOXapHOI MAIlIMHBI WU CITacaTeIbHON NUTIONKY Ipu curHaiie SOS.
DTOT TUI ACATEIBHOCTU MAaOJIUK PWIECHIITH3 HA3bIBAETCS «3KCTPe-
MaJIbHbIE CBSI3U C OOIIECTBEHHOCTBIO» WA «KPU3UCHOE yIpaBJe-
Hue». Takue cuTyaluy MOTyT BOSHUKHYTh B pe3yjbraTe KaTacTpod,
nomoOHbBIX ciyuuBlieiicss B YepHoObuie. Jdpyrue npoOaeMbl MOTYT
BO3HMKHYTb BCJIEICTBUE HACUJIBCTBEHHOTO MOTIOIIEHUSI KOMITAaHU U
Wi GUHAHCOBOTO Kpaxa.

YcnenHoe KpU3MCHOE YIIpaBeHEe 3aBUCUT OT TPeX KITIOUEBBIX
3JIEMEHTOB:

1. CortacoBaHHas MOJTUTHKA KOMITAHUM TI0 YIIPABICHUIO B K-
CTPEMAJIBHOW CUTYaLIUU.

2. [IpoBepeHHbBIE CPENCTBA CBA3M, PUCITIOCOOICHUS U 000PYIO-
BaHUE.

3. KiroueBoiil nmepcoHa, Npolleaiiuii moaroToBKy, He00X0oa1-
MYIO IIJISl TIPUHSATHUST HEMEIUIEHHBIX Mep B ClTydae Cepbe3HOI aBapui;
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€TI0 IIPEeICTaBUTEIIN OYIyT BEICTYIIATh OT MMEHHN KOMIIAaHWH Ha IIPECC-
KOH(EPEHINSIX, TeJICBUICHU YJIM TOBOPUTH I10 TeJIe(hOHY.

ITomuTHKA KOMIAHUK

be3 morHo#1 01IeHKY BRICIIIMM PYKOBOJICTBOM BaxKHOCTH KPU3HUC-
HOTO TIaHa KpaliHe CJIOXKHO, €CJIM BOOOIIE BO3MOXHO, COCTaBUTh
BCECTOPOHHIOIO TIPOTpaMMy 110 TA0JIMK PUJICHIIH3 U ITOATOTOBUTH
MepCOHAJI, CITOCOOHBIN OCYIIIECTBUTD €e.

Cpencrsa cBsa3u

Hauatsp cienyeT ¢ moAroToBKU KJIFOYEBOTO IepcoHaja B Balleit
COOCTBEHHOI KOMMNaHUK. B 3TOT Kypc MOATOTOBKM JOJIKHBI BXO-
JIUTh 3aHATUS MO BeACHUIO TeaeMOHHBIX TTIEPEroBOPOB, BHICTYILIIC-
HUSM Ha paguo, TIPpaKTUUEeCKUe 3aHITUS T10 YYacTHUIO B TEJIeBU3U-
OHHBIX MHTEPBLIO. [TOArOTOBIEHHOMY TAKMM 00Opa3oM IIepCOHATY
MOTPEOYIOTCST HAAeKHbBIE CPENICTBA CBSI3U: Teae(OH, TeIeKC U T.1.
OOBIYHBIE CPEACTBA CBSI3W B KPU3NCHOM CUTYALIMA MOTYT OKa3aThCs
OecIIoJIe3HBIMU.

KiroueBoii nepconan

KaracTpodsl MOTYT MPOUCXOAUTH B JIIOO0E BpeMs CYTOK, ITO3TO-
MY KJIIOU€BOI TlepCOHaJT JOJIKeH HAaXOAUThCS B TOTOBHOCTU Bce 24
yaca B CYTKU. DTO 3HAYMT, YTO JOJKHO OBITh HECKOJIBKO IPYIIII, Ae-
KYPSIINX 10 TpaduKy.

Jleiicmeus 6 IxcmpemaavHoll cumyayuu

B Xpu3uCHOI cUTyallMM BaxKHBIMU (DaKTOpaMM SIBJISIIOTCS: He-
MeJUIeHHAasl peakiiusi, obecreuyeHre CpelcTB MacCOBOM uH(popMa-
LMY TOYHBIMUM CBEICHMSIMHU, HAIMYUE BCEH TEXHUYECKON MHOOp-
Mal¥u, J00ble BO3MOXKHBIE JeHCTBUSI B MHTEpPeCax IOCTPagaBILInX
U UX POICTBEHHUKOB.
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UNIT 6
TIPS AND BACKGROUND MATERIALS

Text A

To do their job, reporters and editors need a continual supply of news tips
and background materials. Your role in public relations is to come up with
ideas and sell them. On another level, backgroud information so that reporters
understand a subject you’re responsible for providing well enough to write
intelligently about it.

Pitch Letters

Publicists write a lot of pitch letters, and most of them are not particularly
creative. The vast majority in fact, are rather dull and uninspired. Editors
and reporters are busy people receiving stacks of mail every day, so it is
important to write letters that will get their attention.

First, a pitch letter is at most one or two single-spaced pages. Many
publicists draw the line at one page.

Second, a pitch letter should have an enticing lead.

Third, a pitch letter should get to the point as soon as possible.

A pitch letter should have the following six elements:

1. Enough facts to support a full story.

2. An angle of interest to the readers of that specific publication.

3. The possibility of alternative angles.

4. An offerto supply or help secure all needed statistics, quotes, interviews
with credible resources, arrangements for photos, and so on.

5. An indication of authority or credibility.

6. An offer to call the editor soon to get a decision.

Inherent in all this advice is doing your homework. To write a good pitch
letter, you also have to be familiar with the medium, know the subjects of its
features, and how they are covered.

O YVocabulary:
background materials — BcrioMoraTebHbIN, TOMOJHUTEIbHBIN Ma-
Tepua
creative — TBOpYECKUI
draw the line — orpaHUYUTh, MOCTABUTH TIpEACT
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dull — cky4yHBII

enticing — 3aMaHYMBBIN, YBJICKATeIbHBIMN

inherent in smth. — HeOTheMJIEMBIH OT 9.-JI.

lead — Hagamno (n.)

at most — MakKCUMyM, He OOJIbIIIe

particularly — ocobeHHO

a pitch letter — pekinaMHO-MHGOPMAIIMOHHOE TTUCHMO
a publicist — yenoBeK, padboTarolMii B chepe NabINK PUIEHIITH3
single-spaced — HaItleyaTaHHBIN Yepe3 OOUH MHTEPBAJ
stacks of mail — ropsI TOYTBI

statistics — uprl, CTaTUCTUYECKUE JaHHBIE

tip — coBeT

uninspired — GaHaJIbHBIN

vast majority — mogaBJisirolliee 0OJIbIIMHCTBO

Exercises

1) Find the words in the text which describe or mean the following:

not showing any imagination —

a helpful piece of advice —

to set a limit on what you are willing to do —

very pleasant or interesting so that you feel strongly attracted —
not interesting or exciting —

S

2) Make sentences as in the example:
Reporters and editors/a continuous supply of news tips:
Reporters and editors need a continuous supply of news tips.

1. Many publicists/the line at one page.

It’s important to write letters/their attention.
You role/with ideas and sell them.
Publicists/a lot of pitch letters.

Most of them/creative.

bl

3) Match the words which are close in their meaning:

credible integral

enticing incessant

inherent imaginative
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creative attractive

continual reliable

Match the words which have the opposite meaning:

specific unaware
creative inconceivable
familiar incomplete
credible general

full uninspired

Insert prepositions (at; with; in):

to draw a line smth.
to be inherent smth.
to be familiar smth.
to come up smth.
fact
most

Write down your own sentences with these expressions.

6)

7

Can you explain the following:

To do their job, reporters and editors need a continuous supply of
news tips and background materials.

Speak on one of the six elements which a pitch letter should have and

which you find the most important.

8

When expressing your opinion, use the following:

In my opinion

From my point of view
Personally, I think that
It would seem to me that
As I see it

Frankly, I think

I reckon

Here is a sample of a pitch letter. Writing pitch letters is a fine art and

an important key to media coverage. Notice that the lead paragraph immediately
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gets the reader’s interest. Translate the letter into Russian. Try to make it as
enticing in Russian as it is English:

September 28, 1990

Ms. Sue Cross

THE ASSOCIATED PRESS
230 N. Michigan Avenue
Chicago, 11, 60601

Dear Ms. Cross:

It may have taken the president to give Kennebunkport, Meine, a
place on the map, but a 10-year-old boy is literally putting the small
hamlet of Parrott, VA., “on the map”.

Young Chris Muncy from Mishawaka, Inc., wrote a letter to Randy
McNally last year asking that Parrott, home of his grandparents and
great-grandmother, be added to the company’s top-selling Rand
McNally Road Atlas. Muncy often traveled to Parrott (population
800) to visit his grandparents and found planning the route difficult
without the small town on the map.

Now, thanks to Chris Muncy’s letter, on October 2, Parrott, VA.,
takes its place on the map in the 1991 Rand McNally Road Atlas. It
marks the 67" edition of the nation’s best-selling annual paperback.

The new Rand McNally Road Atlas, updated annually, includes
thousands of changes from the 1990 edition. These include additions
of towns, highways, state parks, rest areas and other points of interest
that are vital to the traveler.

The attached news release provides more information on the 1991
Road Atlas from Dr. Michael Dobson, the man who “puts towns on
the map” for Rand McNally and leads the company’s year-round effort
to keep American motorists from getting lost.

1l call you soon to determine your interest in pursuing this story.
Should you require additional information, please contact me or Jim
Heininger at 312/266-4550. We would be happy to arrange an interview
for your with Dr. Dobson or Chris Muncy to further discuss making it
“on the map”.

Sincerely.
Jeff Beckman
Account Executive
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O Notes:
Kennebunkport — Kennebankmnopt. [opoa Ha roro-3anaze mrata MaH
Ha Oepery ATJIaHTUYECKOTO OKeaHa, MOIHbIN JIeTHUl KypopT. oM
aKc-npesuaeHTa Ix. byiua.
Rand McNally Atlas — atnac «Panm Makaaum». [eorpadmyaeckuia
aTyIac MPOM3BOACTBA KoMITaHUM «PaHI Makusmiu sHI Ko», crre-
[UATU3UPYIOIIEICST Ha KapTorpadUuecKUX M3TaHMUSIX W BBIITYCKa-
I011Ieil pa3HOOOpPa3HbIE aTyIachl U OTAEIbHbIC reorpacduyeckre Kap-
Thl. BTa U3IaTebCKasi MapKa — 3HaK BBICOKOW HaleXXHOCTU Kap-
TorpaMYeCcKUX CBEACHUIA.
VA. = Virginia — Bupmxuanst. OduiiaabHOe COKpallleHHOe Ha3Ba-
HUE IITaTa.

Text B

Media Adyvisories

They tell reporters and editors about upcoming events and story
opportunities in a brief listing of journalism’s five W’s and one H — who,
what, when, where, why and how.

The format uses short items instead of long paragraphs. A typical one-
page advisory might contain the following elements: a one-line head-line, a
brief paragraph outlining the story idea, the five W’s and one H, short
paragraph with additional background information.

It’s also important to indicate how the reporter or editor can get more
information or make arrangements to cover the event. A contact and
telephone number should be part of the letterhead.

Fact Sheets

A fact sheet summarizes the basic facts about an event, an organization,
a product, or a service. It is a resource document to help reporters check
basic facts and convey accurate information.

Organizational fact sheets should explain the organization — its nature
and objective, main business activity, size, revenues, products, and key
executives.

Event fact sheets may include basic information about an upcoming event
in terms of time, place, and special guests. A fact sheet on a community
festival may mention the purpose of the event, participating organizations
and sponsors, estimated size of the event, location, time of day, and when
the event was first held.

Fact sheets are often included in press kits.
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O YVocabulary:
adjacent to smth. — mpuUMBbIKaIOLIWIA K Y.-JI.
in attendance — B pUCYTCTBUU
band — opkectp
benefactor — 61aroTBOPUTENIHLHOCTD
celebrity — mM3BecTHast TMUHOCTb
check — npoBepuTh
convey — mepenaThb
cover an event — OCBETUTb COOBITUS
dedication — TIOCBSITIICHHE
estimated — npenamoJiaraeMblit
fact sheet — Kpartkast uH(opMaIs 0 COOBITUM, TOIOOPKA TaHHBIX,
00BEKTUBKA
head-line — 3arosoBok
honor — noyeTHbI
indicate — yka3aThb
key executives — pyKOBOACTBO
letterhead — «imanka» (Ha ¢bUpMeHHOM OJiaHKe), TTeYaTHbIA Dup-
MEHHBIN OJJaHK
located — pacrioyioXeHHBI
location — pacrnoyioxxeHue
media advisory — paccbutaeMast nHGOpMaIs, HocsIass peKOMeH-
JIATeIBHBIN XapaKTep
offer a host of opportunities — TpegoCTaBUThL MHOXKECTBO BO3MOX-
HOCTEM
outline — HabpocaTh B 00ILLIMX YepTax
plaque — MeMopHabHasI TOCKa
resource document — MHGOPMAIIMOHHbBIE MaTepUaJIbI
revenues — JIOXOIBI
in terms of smth. — B cMBbICTIe, ¢ TOYKHY 3pEeHUS U.-]1.
unveiling — TopXecTBEHHOE OTKPBITHE
upcoming — MpPeacTOSIINI

Exercises

1) Find the English equivalents in the text. Use these expressions in
sentences of your own:

KpaTKUU TepeyeHb; 11eIb OpraHU3alui; BKIIIOUaTh B ce0sI OCHOB-
HYI0 MHGOPMAIINIO; CYMMUPOBATh; YIIOMUHATD O Y.-J1.; COOBITHE
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COCTOSLIOCH BIEPBbIE; OPraHU3aLMU U CIIOHCOPBI, IPUHUMAIOIIUE
ydyacTue; JUIMHHbIE a03allbl; TOMOJHUTEIbHAsI BCIIOMOTraTeIbHas
vHOpMaLus.

Find the words in the text which describe or mean the following:

1. apage of information about a person or event used as a handout to
assist media personnel —

2. a meal eaten in the late morning, as a combination of breakfast
and lunch —

3. smb. who gives money for a good purpose —

4. happening soon —

5. to describe smth. in a general way, giving the main points but not
the details —

Match the words. Use them in the sentences of your own:
basic events

participating listing

brief facts

upcoming guests

special organizations

Translate the followings sentences into Russian:

1. The museum received $5 million from an unnamed benefactor.
2. All this information can be conveyed in a simple diagram.
3. The President outline his peace plan for the Middle East.
4. The fire started in the building adjacent to the library.

5. They had a private wedding with only a few close friends in
attendance.

Match the words which are close in their meaning:
important short
opportunity protracted
long income
brief chance
revenue relevant
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6) Complete the following sentences (convey; include; paragraphs; check;
items; in terms of; upcoming):

1. Event fact sheets may basic information about an
event time, place, and special guests.

2. The format uses short instead of long .

3. Itisaresource document to help reporters basic facts

and accurate information.

7) Insert prepositions where necessary (in; of):

instead smth.
mention smth.
included smth.
purpose smth.
terms smth.

8) Answer the following questions:

What do media advisories tell reporters and editors about?

‘What are journalism’s five W’s and one H?

What sort of items are used?

‘What might a typical one-page advisory contain?

. Should a contact and telephone number be part of the letter or the
letterhead?

N

9) Write down the questions for these answers:

1. A fact sheet summarizes the basic facts about an event, an
organization, a product, or a service.

2. Organizational fact sheets should explain the organization.

3. Fact sheets are often included in press kits.

10) Analyse the sample of a media advisory, describe all its parts. Is it made
out along the guidelines given in sector “Media Advisories”?

This media advisory tells reporters what they need to know about an
event so they can plan their daily assignments.

ARMANASCO
PUBLIC RELATIONS INC.
MEDIA ADVISORY
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EVENT: Monterey Sports Center Grand Opening

DATE: Saturday, May 30, 1992

TIME: Noon — 4:00 p. m.

PLACE: Monterey Sports Center & Jacks Park
Franklin Street, Downtown Monterey

CONTACT: Cindy Railing

408/372-2259

GRAND OPENING PHOTO AND INTERVIEW OPPORTUNITIES

The Monterey Sports Center grand opening will offer a host of
opportunities for the media, both for interviews and photographs.
Following is a schedule that you may find helpful in covering this event.
Full press kits and media assistance will be available at the event at
Information Center, located adjacent to stage in Jacks Park.

SCHEDULE OF ACTIVITIES

10:00—11:30 a. m. Brunch to Honor Benefactors and
Welcome Celebrities (Tent located in
Sport Center parking area)

Noon—1:00 p. m. Roger Eddy Band (Sport Center Stage)

1:00 —1:50 p. m. Original Substitutes (Jacks Park Stage)

1:50—2:00 p. m. 7" Infantry Band & Parade of Stars
(Franklin Street)

2:00—2:30 p. m. Dedication Ceremonies (Sport Center
Stage)

3:00 p. m. Unveiling of City Council Plaque
(Sports Center Entrance)

2:45—4:15 p. m. Joe Sharino Band (Jacks Park Stage)

CELEBRITIES IN ATTENDANCE

Mark Spitz/John Naber (Former Olympic champions)

Matt Biondi/Scott Jaffe Rouse (°92 U.S. Olympic Swim Team)
Karen Moe Thornton (Former Olympian)

Bob Hughes/Pat Lovell (Former Olympians)

Lee Allen (Former Olympian)

Sherman White/Raymond Chester (Football)

Ron Johnson/Anthony Toney (Football)

Notes:
Monterey — Momntepeii. Topon Ha 3amazne mrata KamdopHus.
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Text C

Position Papers

A position paper is a statement of the organization’s stand on some public
issue. An example might be the position of public utility on nuclear power.
Such a paper is an official document and is often prepared at the request of
top management. However, an alert public relations person who keeps aware
of public issues will suggest the preparation of a position paper when the
need first arises. In either case, the paper must be approved by the head of
the organization.

The first item in a position paper is an explanation of the issue. This must
be presented clearly and honestly. It should be supported with enough
background to let the reader understand exactly what is at issue.

The organization’s position statement is next. It must be brief but
complete, clearly written, and backed up with facts.

In many cases it is advisable to present and refute the position of the
opposing side. Also, it may be a good idea to discuss alternative solutions and
the reasons why they are not acceptable or workable.

Position papers may be distributed in response to media requests, they
may be included in press kits, or they may be sent to all media that might
want to know the organization’s position.

Backgrounders

In contrast to the position paper, which states an organization’s stand on
a particular subject, the backgrounder is only a recap of information and
doesn’t necessarily lead to any conclusion.

It is a summary of pertinent facts about some subject. It must be accurate,
complete, and objective.

Backgrounders don’t have to be dull.

Press Kits

A press kit is a packet of materials that may include news releases,
photographs, feature stories, fact sheets, position papers, backgrounders, and
brief biographical sketches. In short, it is a collection of press materials
assembled in a large envelope or folder.

Compiling and producing a press kit is time-consuming and expensive.
Consequently, press kits should be distributed selectively and only to reporters
who indicate an interest in receiving one.
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Press kits often come under severe media criticism for a variety of sins.
One common complaint is that press kits announcing a new product are
basically sales brochures, of little use to reporters. Another criticism involves
size. Reporters complain that thick press kits not only provide too much
information but also are almost impossible to sort through and file.

Both public relations people and reporters express concern about the
amount of paper used in press kits. It is difficult for a company to claim a
commitment to the environment when its press kit is 1 inch thick.

In sum, keep press kits slim and cost-effective.

Don’t overlook electronic press kits (EPKSs) as a way of disseminating
information to broadcast and cable outlets. EPKs are sent by satellite just
like video news releases. Movie studios, in particular, are using satellite to
promote new films by sending out EPKs that include film clips, and interviews
with the stars, directors, and producers. Recording companies promote music
videos in the same way.

O YVocabulary:
alert — HaOMIOOATETBHBIN, BHUMATEIbHBIA, HAXOISIINICS HAYEKY
approve — omooOpsITh
backgrounder — nHpopMaLus, MOATBEPXKIAOIIas 3HAYMMOCTh Ma-
Tepuana
back up — nmomgepxuBaTh
come under criticism — moaBepraTbCcsl KpUTUKE
commitment — 00s13aTeJILCTBO
complaint — xaoba
involve — mpearofaraTh, NoaApa3yMeBaTh
keep aware of smth. — OBITb B Kypce Y.-JI.
lead to a conclusion — MPUBOAUTH K 3aKJIIOYEHUIO
pertinent — OTHOCSIILIMIACS K AeTy
point at issue — IpeaMeT pacCMOTPEHUSI
position paper — cIIpaBKa, TOKYMEHT O IIO3UIIMY OPTaHU3aIIH B OT-
HOIIIEHMH K.-JI. BOIIpoca
present — TpenCTaBIATh
recap — pe3ioMe
refute — orpoBeprath, JOKa3bIBaTh HECOCTOSTETHEHOCTD
at the request — o nmpockwoe
sin — rpex
smb.’s stand on smth. — 4bsg-TO MO3ULIMS B OTHOILIEHUH Y.-JI.
time consuming — TpeOyIOLIMii 3aTpaT BpeMEHU
utility — MoJIe3HOCTb, MOJIb3a
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Exercises
1) Find the English equivalents in the text:

PYKOBOAMUTE/IN; KOJIMYECTBO OyMar; OKpyxKalollasi Cpe/ia; CIyTHUK;
pexuccep; B II0O0OM cilydyae; MO3UIMsI OPraHU3aLUK 110 OIIpeae/IeH-
HOMY BOIIPOCY; IIPOLJISLAETD 4.-J1.; IPOTUBOIIOJIOXHAS CTOPOHA; allb-
TEPHATUBHBIE PEILEHUSI.

2) Find the words in the text which describe or mean the following:

1. adetailed statement on a question at issue made by an individual
or organization —

information that explains the significance of a news story —

to prove that a statement or idea is not correct or not fair —
relating to smth. that is being considered —

able to think quickly and clearly —

taking a long time to do —

A

3) Match the words. Use the combinations in sentences of your own:

position solution

claim outlets
broadcast kits

alternative paper

press a commitment

4) Translate the following sentences into Russian:

Several scientists have attempted to refute his theories.

The information is not pertinent to this study.

The medicine can make it difficult to remain alert.

At issue are the moral questions raised by cloning.

Our company has a commitment to equal pay and opportunities.

nhk v =

5) Match the words which are close in their meaning:

dull admissible

brief recommended

alert boring

advisable perceptive

acceptable laconic
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6) Match the words which are opposite in their meaning:

workable irrelevant

severe uncomplicated

pertinent unconscious

difficult easygoing

aware impratical
7) Complete the following sentences (stand; press kits; requests; concern;

distributed):

1. Both public relations people and reporters express

about the amount of paper used in

2. A position paper is a statement of the orgamzanon S

on some public issue.

3. Position papers may be in response to media
8) Insert the prepositions (to; under; up; in; with):

to be backed smth.

response smth.
to be included
contrast smth.

smb.’s stand smth.

to lead smth.

to come criticism

a commitment smth.
9) Write down the questions for these answers:

1. Aposition paper is a statement of the organization’s stand on some
public issue.

2. The first item in a position paper is an explanation of the issue.
3. Position papers may be distributed in response to media requests.
4. It must be accurate, complete, and objective.

5. Backgrounders don’t have to be dull.

10) Can you explain the following:

1. It is difficult for a company to claim a commitment to the
environment when its press Kit is one inch thick.
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2. An alert public relations person who keeps aware of public issues
will suggest the preparation of a position paper when the need first
arises.

11) Sum up what the text say about:

1. pitch letter
2. media advisories and fact sheets
3. press Kkits

Only three sentences should be written.

UNIT 7
MEETING THE PRESS

Text A

Press interviews, news conferences, media tours, and other kinds of
gatherings provide excellent opportunities to communicate your message to
a variety of audiences. They are more personal than just sending written
materials and allow reporters to get direct answers from news sources.

Company executives prone to stage-fright may view direct one-to-one
contact with the media as a nightmare. They fear that they will say something.
stupid, be misquoted, or be “ambushed” by an aggressive reporter who will
slant the interview to imply that the organization is guilty of some wrongdoing.

Nevertheless, media interviews help the organization accomplish the
objectives of increasing visibility, consumer awareness, and sales of services
or products. The key is preparation.

Individual Interviews

Most press interviews are set up in advance. They can be initiated by you
as the public relations representative, or they can be requested by a reporter
who is looking for credible experts to fill out a story.

Ifareporter calls requesting an interview, you should interview the reporter
before the reporter interviews you. Some common questions are “What’s the
nature of your story?”, “Why did you call me?”, “What are you looking for
from me?”
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By doing this kind of questioning, you can decide if you are qualified to
answer the questions or whether someone else in the organization would be a
better source. You may also decide that the context of the story is not
appropriate for your organization and decline to be interviewed. For example,
the reporter may ask you to comment on some topic that has nothing to do
with your organization.

One danger in a telephone interview is that you’re caught off guard and
don’t have time to formulate your thoughts. But before you know it, you and
the reporter are chatting away like old friends about a number of topics. This
is fine, but do remember that name and a quote will probably appear in the
article or as a sound bite on a newscast. It may be accurate, or it may be
completely out of context.

A better approach for a major interview, whether initiated by you or by
the reporter, is to schedule it in advance. If you know the purpose of the
story, this will help you prepare yourself or other spokespersons for the session.

There are some tips:

1. Define your key points. Know the three most important points you want
to get across to the interviewer.

2. Anticipate difficult questions. Make a list of questions that might be
asked — and be prepared for them.

3. Rehearse. It is normal to feel uncomfortable when you’re in the “hot
seat” when reporters start questioning you. Practice making your key points
and answering difficult questions. If you’re preparing an executive for the
interview, you role — play as the reporter.

4. Follow up. After the interview, provide any material promised to the
reporter. Respect a reporter’s deadlines. Getting back to a reporter in several
days often isn’t good enough.

Another common suggestion is to provide reporters with company
background materials in advance or at the time of the interview. This will
help them get facts and names correct. Body language is also important: be
confident and relaxed, always look a reporter in the eye and never look away;
keep your hands open, smile, and lean forward when you’re talking.

O YVocabulary:
ambush — 3aMaHUTh B JTOBYLIKY
accomplish the objective — pocTuub Hean
in advance — 3apaHee
anticipate — oXwuaaTb, IpeIBUACTD
appropriate — MoAXOASILMI
be in the hot seat (col.) — OBITh KaK Ha UTONKaX
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body language — S3BIK XXeCTOB

catch smb. off guard — 3acTUTHYTbH K.-JI. BPacIIJIOX

chat away — Gonrath

consumer awareness — ITOTPeOUTEIbCKasI OCBEIOMICHHOCTD
decline — OTBeprHyTh, OTKA3aThCs

follow up — goBecTH 10 KOHIIA

get across to smb. — TOHECTH A0 K.-II.

imply — HameKaThb, IipeanoaaraTb

newscast — mocJieqHue U3BecTHs (II0 paayo WUIM TeJICBUICHUIO)
nightmare — Kommap

prone to smth. — CKJIOHHBII K 4.-]1.

rehearse — pereTnupoBaTh

slant — mrepemepruBath (pakThl; HCOOBEKTUBHO TIPEACTABISATD MH-
dopmanmio

stage-fright — cTpax Tmepen myoaInKoi

view — paccMaTpHuBaTh

visibility — 0030p, BUTUMOCTB

Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
OBITb KOMIIETEHTHBIM; C(POPMYIMPOBATh MBIC/b; LIEJIb Y.-JI.; 3Ha-
oI CTIeIIMAIMCTHI; OOBIYHBIE BOITPOCHI; MPETOCTaBUTh MpeKpac-
HbIe BOBMOXHOCTH; CIyXalllie KOMIaHWM; UCTOYHUK (MH(pOopMa-
LK) ; TPOKOMMEHTUPOBATS Y.-JI.; HE UMETh HUYETO OOILEero ¢ 4.-J1.
2) Find the words in the text which describe or mean the following:

1. changes in your body position and movements that show what you
are feeling or thinking —

2. likely to do smth. —

3. nervousness felt by smb. who is going to perform in front of a lot of
people —

4. to provide facts or information in a way that unfairly supports one
opinion, one side of an argument etc. —

5. tosurprise smb. by doing or saying smth. that they are not ready to
deal with —

6. a news program on television —

7. tosuggest that smth. is true without saying or showing it directly —
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3) Match the words. Use the expressions in sentences of your own:

body conference
sound language
background points
news bite

key materials

4) Translate the following sentences into Russian:

1. She is prone to say exactly what she thinks.
2. It was a nightmare driving home in the snow.
3. The report was heavily slanted toward the city council’s version of

events.

PR A

The sudden snowstorm caught weather forecasters off guard.
The movie is appropriate for children over 12.

Sales are better than anticipated.

It was difficult to get his idea across to the committee.

The salesmen implied that the cars were safe.

9. He declined their invitation to take part in the conference.
10. If it is viewed from an environmental perspective, the factory’s

closing is a good thing.

5) Match the words which are close in their meaning:

aggressive competent
personal ordinary
common individual
qualified explicate
comment hostile

6) Match the words having the opposite meaning:

personal oral
qualified friendly
major unskilled
aggressive insignificant
written public




UNIT 7. MEETING THE PRESS 69

7) Complete the following sentence (prone; appropriate; major; schedule;
decline; initiated; view; nightmare):

1. Abetterapproach fora interview, whether
by you or by the reporter, is to it in advance.
2. You may also decide that the context of the story is not
for your organization and to be interviewed.
3. Company executives to stage-fright may

direct one-to-one contact with the media as a

8) Insert the prepositions (for; on; with; in; forward; up; away; by; out).
Translate the sentences into Russian:

1. Most press interviews are set advance.
2. They can be requested a reporter who is looking
credible experts to fill a story.

3. The reporter may ask you to comment some topic
that has nothing to do your organization.

4. Be confident and relaxed, always look a reporter the
eye and never look , and lean when you’re
talking.

9) Write these words with correct negative prefixes (un, in, im). Translate
the pairs of adjectives into Russian:

qualified; personal; written; direct; appropriate; credible; common;
accurate; important; confident.

10) Translate in writing four paragraphs describing the tips which would
help you prepare for an interview.

11) Answer the following questions:

1. Why are press interviews, news conferences etc., so important to
public relations people?

2. Why may company executives sometimes view direct one-to-one
contact with the media as a nightmare?

What is the key to a successful interview?

Who can initiate a press interview?

What questions should be asked before a reporter interviews you?
‘What can be achieved by doing this kind of questioning?

What are dangers of a telephone interview?

Nk w
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8. What should reporters be provided: with in advance or at the time
of the interview?

12) Can you explain the following:

1. Respect a reporter’s deadlines.
2. The key is preparation.

13) Agree or disagree:

1. Body language is also important.
2. If a reporter calls requesting an interview, you should interview
the reporter before the reporter interviews you.

14) Write down the main stages of the preparation for an individual interview.

Text B

News Conferences

A news conference is a setting where many reporters ask questions. It is
called by an organization when there is important and significant news to
announce, news that would attract major media and public interest.

Here is a list of instance that are appropriate for news conferences:

* An announcement of considerable importance to a large number of
people in the community is to be made.

* A matter of public concern needs to be explained.

e Reporters have requested access to a key individual, and it is important
to give all media equal access to the person.

* A new product or an invention of the public interest is to be unveiled,
demonstrated, and explained to the media.

® A person of importance is coming to town, and there are many media
requests for interviews.

® A complex issue or situation is to be announced, and the media need
access to someone who can answer their questions.

The two major reasons for having a news conference are to give all media
an opportunity to hear the announcement at the same time and to provide a
setting where reporters can ask follow-up questions. Many announcements,
particularly ones involving research breakthroughs, major corporate deci-
sions, and crises, raise numerous questions as reporters seek information on
all aspects of all issue or event.

Your role as a public relations professional is to determine when and if a
news conference is needed. All too often, executives in an organization want
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to call a news conference just to stir up publicity and make routine announce-
ments that can just as easily be handled with a news release. Not only is this
an expensive proposition, but it also alienates the media, who have better
things to do than attend news conferences where there is no news.

O Vocabulary:
access — IOCTyI
alienate — oTHanIATh, OTUYXKIAThH
announce news — coo0IIaTh HOBYI0 MH(MOPMAIINIO
attract interest — IpuBIeYb BHUMAHUC
breakthrough — ycnex, mocTmKeHue
call a news conference — co3Barth Ipecc-KOH(MEPEHLUIO
follow-up (adj.) — mOMOTHUTETBHBIN, TTOCIECTYIOIINIA
instance — ciayvai
raise a question — MOAHSTH BOITPOC
setting — obcTaHOBKa
stir up — DpoOydUTh, BEI3BAaTh

Exercises
1) Find the English equivalents in the text:

MOJIYYUTh OOCTYIT, 3HAUMTEIbHAS JIMIHOCTD; CJIOXKHas IIpobieMa;
MPeIOCTaBUTh BO3MOXHOCTh, OMHOBPEMEHHO; IJIaBHAsI IIPUUYMHA;
KOJJIEKTUBHBIE PEIICHUS; ONIPENEIUTD U.-JI.; 00HAPOJOBATh; CJIMIII-
KOM 4acTo.

2) Translate the following word-combinations into Russian. Make up your
own sentences with them:

1. to stir smth.
(not) to stir a finger
to stir up an interest in smth.
to stir up a quarrel
to stir up rebellion
to stir memories
to stir emotions

2. to seek publicity
to seek smb.’s advice
to seek smb.’s help
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to seek one’s fortune
to seek a quarrel

3) Find the words in the text which describe or mean the following:

1. an important new discovery in smth. you are studying, especially
one made after trying for a long time —

2. to deliberately try to cause arguments or problems —

3. to do smth. that makes smb. unfriendly or unwilling to support

you —

4. done in order to find out more or do more about smth. —

5. to try to achieve or get smth. —

4) Match the words. Use them in sentences of your own:

corporate breakthrough
research interest

news questions
public release
follow-up decisions

5) Translate the following sentences into Russian:

1. Walkways allow easy access to the beach.
2. Scientists have made an important breakthrough in the treatment

of heart disease.
3. His speech really stirred up the

crowd.

4. In this instance, | have decided there is not enough evidence to

bring the case to court.

5. He is doing a follow-up study to his research on children raised in

single-parent families.

6) Match the words which are close in their meaning:

provide multitudinous
equal specifically
numerous main

key supply
particularly fair

7) Match the words having the opposite meaning:
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8)

9

expensive insignificant
equal endear
key biased
alienate deprive
provide low-priced
Insert prepositions where necessary (for; on; with):
to call a news conference
a reason a news conference
to provide a setting
to be appropriate a news conference
to be handled a news release

all aspects
a request an interview
Write down 6 questions to the text beginning with:

who; what; how; when; where; why.

10) Write down one sentence summarizing the text.

11) Render the following item in English:

IIpecc-KoHbepeHIINN SIBISIOTCS BecbMa 3(p(heKTUBHBIM METOIOM
rnepenavyu npecce MH(GopMaluy, eCau 0Jb30BaThCsI UM Pa3yMHO.
OmgHaKo HEKOTOpPhIE OpraHM3alluy HUKOTAA He YITYCKA[oT CIIydast
MPOBECTH IIPUEM WM TIpecC-KOHMEPEHIINIO IS TIpeACTaBUTEIICH
IPeCChl. DTO MOXET ObITh BBI3BAHO TEM, YTO JIMOO AUPEKTOP Opra-
HU3allMM BOOOPa3mil cebsl BBIIAIOIIMMCS OpaTOpOM, JTMOO HACTOM-
YUBOCTb MPOSIBJISIIOT €0 KOHCYJIBTAHTHI 10 CBSI3SIM ¢ OOIIECTBEHHO-
CTBIO, IEMOHCTPHUPYSI CBOIO aKTMBHOCTH OT UMEHU KJIIMEHTOB.

Ecam ecth BO3BMOXHOCTB paclpOCTPaHUTh KaKylo-HUOYIb UH-
dbopmaLuIo Yepe3 Mmpecc-pean3, He CTOUT CO3bIBaTh pPaau 3TOTO
npecc-KoHdpepeHuuto. OObBIYHO Mpecc-KOH(epeHUUsT MPOBOIUTCS
TOJIBKO TOT/A, KOrIa BO3HMKAET HEOOXOAUMOCTh B I€MOHCTPALIMU
KaKHX-TO 00pa3lOB WIK IPYTHX IIPEIMETOB WX KOTIA PeYb UICT O
BaXKHOM TeMe, 10 KOTOPOil Y MPUCYTCTBYIOLIMX KYPHAJIMCTOB MOTYT
BO3HUKHYTb BOIIpockl. I[Ipecc-KoHdepeHLM TakKe Aal0T IMpeKpac-
HYIO BO3MOXHOCTbD JIJIST TIepefady 3aKyJIMCHON WH(popMaun «oe3
3aIUCU», TIOSIBJICHME KOTOPOil B Ie4aTy ObLIO Obl HEXKeJIATeIbHBIM.
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He 3a0b1BaiiTe, Kak 3TO MHOTAA CIyJaeTCs, MPEaYIIPEXKIaTh IIPeccy
0 TOM, YTO 3Ta MHMOPMALIHS SIBJISICTCS HeODUIINATBHOIA.

Text C

Scheduling a News Conference

The conference should be scheduled at a time that is convenient for the
reporters — that is, with an eye on the deadlines of the media represented. In
general, mornings or early afternoons are best for both print and broadcast
media. This allows sufficient time for reporters to get stories in the next
morning’s daily or on the 6 p. m. news. If the primary audience is the trade
press — reporters representing publications in a particular industry — late
afternoon news conferences may be more convenient.

You should avoid Saturdays and Sundays, as well as major holidays. Most
media operate with skeleton staffs on these days and hence don’t have the
personnel to cover news conferences.

Another consideration which often can’t be planned for, is to schedule
the news conference on a day when there aren’t a lot of conflicting news
events. It’s always wise to avoid election days, for example.

Selecting a Location

A location for a news conference must meet several criteria. First, it must
be convenient for the media invited and relatively close to their places of
work. Second, the room selected must have the necessary facilities to
accommodate both print and broadcast media.

Organizations often use hotels and conference centers for news confe-
rences, as well as the corporate headquarters. It is important for the room to
have plenty of electrical outlets, particularly for radio and television news.
Television people may prefer a room on a ground floor near an entrance so
that they can park a mobile communications center outside the room. In
some cases, they will want to run cables from the truck to the room for live
broadcast.

You should make the room available one or two hours in advance so that
radio and television crews can set up. Have a general seating plan to make
sure that the equipment doesn’t obstruct the view or hinder the work of the
print reporters. An elevated platform for TV cameras in the back of the room
is helpful.

Another consideration is to have several smaller rooms reserved nearby
for print and broadcast reporters to conduct an exclusive interview with a
company representative after the general news conference.
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O YVocabulary:

accommodate — pa3MecTUTh

broadcast media — cpeacTBa BelaTeJbHONH MHGOPMaLUT
conflicting — nmpoTuBOpevaIuit

electrical outlets — snekTpryecKkue po3eTKU

elevated — mpuITOAHATHIN

equipment — 00OpyIOBaHUE

hinder — mpensATcTBOBaTH, MEIIAThH

live broadcast — npsimas nepenava, «npsiMoit apup»
location — MecTO IpoOBeACHUS

meet criteria — oTBeYaTh TPeOOBAHUSIM

necessary facilities — HeoOXOIUMBIE YCIOBUS

obstruct the view — 3aropaxuBaTb 0030p

print media — cpeacTBa EpUOIUUECKOM TTeUaTh

primary audience — nepBUYHAasI ayIUTOPUS

schedule — HameuaTb CpoKU

set up — pa3MelaThest

skeleton staff — MUHUMATBHBIN TITAT

trade press — cneuMaJn3upoBaHHas (oTpacieBasi) mpecca

Exercises

1y

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

CJIeoBaTeIbHO; 1eHb BHIOOPOB; CPAaBHUTEIBHO; 11ITA0-KBApPTUPA; B
KOHIIe KOMHATHI; HETIOAJIEKY; TIPEAIIOYNTATh; exKeTHEBHAS ra3eTa;
IOCTaTOYHO BpEeMeHU; N30eTaTh.

Find the words in the text which describe or mean the following:

1. only enough workers or services to keep an operation or organiza-
tion running —

2. to provide enough space for a particular number of people or
things —

3. to make it difficult for smb. to do smth. or for smth. to develop —
4. to plan that smth. will happen at a particular time —

5. a concert, sport events etc. that is seen or heard on television or
radio at the same time as it is happening —

Translate the following word-combinations into Russian. Use them in

sentences of your own:
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1.

to meet criteria

to meet requirements
to meet interests

to meet wishes

to meet commitments
to meet a bill

to meet expenses

to set up

to set up a monument
to set up a committee
to set up a company
to set up a home

to set up a record

Find some more expressions in the dictionary.

4) Match the words:

corporate platform
elevated outlets

print day
electrical headquarters
election media

5) Translate the following sentences into Russian:

1.

Nk we

We have a rehearsal scheduled for four o’clock.

The high cost of the vaccine has severely hindered its use.
The hotel can only accommodate 200 people.

On the weekend, we only have a skeleton crew.

The college has excellent research facilities.

6) Match the words which are close in their meaning:

exclusive accommodating
prefer unique

mobile indispensable
convenient movable
necessary fancy
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7) Match the words having the opposite meaning:

helpful unsuited
elevated common
convenient inessential
exclusive lowered
necessary worthless

8) Answer the following questions:

9

What is the best time for a news conference and why?

In which cases are late afternoons more convenient?

‘Why should Saturdays and Sundays be avoided?

‘What criteria should a location for a news conference meet?
What kind of room may television people prefer?

. Why should the room be made available one or two hours in
advance?

7. For what purpose may some smaller rooms be reserved nearby?
8. Who can give an exclusive interview?

N =

Can you explain the following:

1. The conference should be scheduled at a time that is convenient
for the reporters — that is, with an eye on the deadlines of the media
represented.

2. It’s always wise to avoid election days.

3. Most media operate with skeleton staffs on these days and hence
don’t have the personnel to cover news conferences.

10) Render the following item in English:

Ecnu npecc-KoHbepeHIMs MpeAcTaBisieT 00IbIION MHTEpeC,
OYeHb BaXXHO TMTOIOOpATh /IS BCEX OPTaHOB TeYaTH IeHb U BpeMsl,
KOTOPBIE OBl YCTPOUJIN PA3IMYHBIX TIPEACTABUTENCH MMPECCHI. YTPEH-
HMeE ra3eThbl HEOXOTHO MyOJIMKYIOT MaTepuasibl, KOTOpbIe ObLTU Ha-
revyaTaHbl HaKaHyHe BeYepHUMU Ta3eTaMy WM O KOTOPBIX YXKe CO-
0011a10Ch B BEYEPHUX BBITYCKAX PAAUO- W TEJIEBU3MOHHBIX HOBO-
creii. O6bIYHO npecc-KoHdepeHmu npoucxonst ot 11.00 no 11.30
nmm ot 14.30 go 15.00. B yrpeHHMe Yackl Jiydlille TPOBOAUTH Mpecc-
KOH(EPEHIINIO MO TEXHUUECKOI TeMaTUKe, YTOOBI 1aTh BpeMsI eXel-
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HEBHBIM M3JaHUSIM MOATOTOBUTH MOJIHOBECHBIN peropTax, a KpaT-
KHe cOOOIIeHUS B BeUepHeil Ipecce He BBI3OBYT Y HUX OECITOKOM-
ctBa. Ecimm ToJIbKO MaTepman He TIpegHa3HavYeH AJIsT KOMMepPUYECKUX
M TEXHUYECKUX eXXeHeIEeTbHBIX M3IaHUi, TO Hepa3yMHO ITPOBOAUTH
npecc-KoH(epeHIINIO TTo3Xe 15 yacoB, Tak KaK B Hallle BpeMs yT-
pPEHHME Ta3eThl BLIXOJAT OUYEeHb paHo.

Taxcke oueHb BaxkeH BbIOOp moaxosiiero aHs. MHorma Beidopa
HET, TTOCKOJILKY 3asiBJIEHUE TOJDKHO OBITH CIEJIAHO B OIIpeaeIeHHBII
JIeHb. TeM He MeHee eCJIM €CTb BIOOp, HEOOXOAUMO T103a00TUTHCS O
TOM, YTOOBI M30e3KaTh HAKJIAIOK M TIpecc-KOHMepeHIIMs He COBIIa-
Jajia ¢ KaKUMHU-HUOYIb APYTMMU BaKHBIMU COOBITUSIMU, KOTOPhIE
MOTYT OTBJIEUD TIPECCY U 3aTMUThL COOOIIEHNE O Mpecc-KOoH(pepeH-
LM B razeTax. buiio OB Hepa3yMHO, HAITpUMeED, TPOBOAVTD ITpecc-
KOH(EepeHIUIO0 KaKoi-HUOyab ¢pupMe Mo IMPOU3BOACTBY aBTOMO-
OMJIbHBIX TIPUHAIJIEXKHOCTEM B TOT Xe OeHb, KOTHA XXYPHaJIUCTOB
MPUTJIAIIAIOT Ha aBTOMOOMJIbHYIO BBICTaBKY. [IATHUIIBI, B YaCTHO-
CTU, BCceTAa SABISIOTCS HEYJAYHBIM JHEM JIJIsI IEHTPaIbHBIX Tra3eT.

Text D

Invitations

The invitation list should include all reporters who might be interested.
It is better to invite too many than to omit some who may feel slighted.
Invitations, which may take the form of letter, should be mailed or faxed
seven to ten days in advance. The telephone can be used if the conference is
being scheduled on short notice. In any case, the invitation should state the
time and place, the subject to be discussed, and the names of the principal
spokespeople who will attend.

Invitations should be marked “RSVP” so that you can make appropriate
decisions regarding the size of the meeting room, the number of press kits or
other materials, and any special equipment that will be needed. Reporters
are notorious for not responding to RSVPs, so it is usually necessary to phone
them several days before the event as a reminder and to get a tentative answer.

Handling the Conference

It is important that a news conference be well organized, short, and
punctual. It is not a symposium or a seminar. A news conference should run
no more than an hour, and the statements by spokespeople should be relatively
brief, allowing reporters time to ask questions.
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You should brief your employers or clients on what they are going to say,
how they are going to say it, and what visual aids will be used to illustrate the
announcement. Reporters should receive copies of the text for each speech
and other key materials such as slides, charts, and background materials.
These are often given to reporters in the form of a press kit. Short bios with
the accurate names and titles of the participants can be added to the press
kit, as can general news releases.

Coffee, fruit juice, and rolls can be served prior to the opening of a morning
news conference. Avoid trying to serve a luncheon or cocktails to reporters
attending a news conference. They have deadlines and other assignments,
they don’t have time to socialize.

After the Conference

At the conclusion of the news conference the spokespeople should remain
in the room and be available for any reporters who need one-on-one
interviews. This can be done in a quiet corner or in a room adjacent to the
site.

As the public relations person, you should be readily accessible during
the remainder of the day in case reporters need more information or think of
other questions as they prepare their stories. You should know where the
spokespeople are during the day and how they can be reached, just in case a
reporter needs to check a quote or get another.

Another duty is to contact reporters who expressed interest but were
ultimately unable to attend. You can offer to send them the printed materials
from the news conference and, if you have recorded the news conference,
offer excerpts of videotape or sound bites. Another possibility is to arrange a
one-on-one interview with one of the spokespeople.

O Vocabulary:
bio — 6uorpadpusa
brief — MHCTpYKTHPOBATH (V.)
chart — cxema, Tabauia, guarpaMma
notorious — 1evyajibHO U3BECTHBIN, TTOJIb3YIOLIUICS JyPHOI CIaBOM
omit — Tmpomyckarthb
one-on-one interview — JUYHOE UHTEPBBIO
prior to — miepe, MpeaBapuTeEIbHO
reminder — HaITOMUHAHUE
RSVP (abbr. of “repondez, s’il vous plait”) — OynpTe TI00€3HBI OTBE-
TUTb
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on short notice — OGBICTPO, 63 TPEABAPUTEIIBHOTO YBEIOMICHMUS
socialize — oO1aTbcsa
tentative — TmpeaBapUTeIbHBIN
ultimately — B KOHEYHOM cYeTe, B UTOTE
visual aids — Bu3yaJIbHBIE CpeACTBa

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
u3berath 4.-J1.; 3aaHus; BKIOYaTh B ce0sl; CrieliMaibHOe 000pyI0-
BaHME; OTBeYaTh Ha 4Y.-JI.; ObITh 3aMHTEPECOBAHHBIM; UYBCTBOBATh
ce0s1 O0MKEeHHBIM; OTIPaBUTh MO IoUTe WM (akcy; 3adiaroBpe-
MEHHO; CPaBHUTEJILHO.
2) Match the words:
tentative release
press aids
news materials
visual kit
background answer
3) Find the words in the text which describe or mean the following:
1. not to include smb. or smth., either deliberately or because you
forget to do it —
2. to offend smb. by treating them rudely or without respect —
3. to spend time with other people in a friendly way —
4. to give smb. all the information about a situation that they will
need —
5. known for smth. bad —
4) Match the words which are close in their meaning:
include indefinite
notorious mix
tentative infamous
slighted contain
socialize offended
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5) Match the words having the opposite meaning:

principal miss
notorious omit
attend certain
include renowned
tentative auxiliary

6) Complete the following sentences (brief; marked; invite; run; omit;
notorious; slighted):

1. It is better to too many than to some
who may feel .
2. A new conference shoul no more than an hour.
3. You should your employers or clients on what they
are going to say.
4. Reporters are for not responding to RSVP.
5. Invitations should be RSVP.
7) Insert prepositions if necessary (7o, on; for):
prior smth.
to brief smb. smth.
short notice
to respond smth.
to include smth.
to be notorious smth.

8) Explain the grammatical structure of the sentence:
It is important that a news conference be well organized.

Write down two sentences of your own with the same structure.

9) Answer the following questions:

Who should the invitation list include?

When should invitations be mailed or faxed?
‘When can the telephone be used?

‘What should the invitation state in any case?
What are reporters notorious for?

How long should a news conference run?

In what form are key materials given to reporters?
‘What can be added to the press kit?

PN B L=
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10) Say what new facts and ideas you have learned from the text about news

conference. You may start like this:

I didn’t know that...
I knew... in general but...
The text mentioned... which was new to me...

11) Develop the following statements:

1. It is not a symposium or a seminar.
2. They have deadlines and other assignments, they don’t have time
to socialize.

12) Write down one sentence summarizing the text.

13) Translate the following text in written form:

News Conference by Satellite

The news conference of the 1990’s is increasingly being done via
satellite.

Johnson & Johnson set the standard in 1982 by calling a 30-city
video news conference that attracted 500 journalists. The purpose was
to announce the return of Tylenol with new tamperproof packaging
after an unknown killer had put cyanide in eight of the old-style bottles.

In addition to statements from Johnson & Johnson’s president
and demonstrations of the new packaging, two-way audio was set up
so that reporters in key cities could ask follow-up questions.

Sear used a satellite news conference to announce its plans to
discontinue its famous mail order catalog and to close 113 of'its stores.
The news feed was used by 290 different stations.

Satellite news conferences are set up in much the same way that
video news releases are sent to stations via satellite. Essentially,
spokespeople give a news conference in a television studio, and the
picture is up linked to a satellite that distributes the signal to dish
antennae at newspapers and broadcast stations. Reporters can speak
to the spokespeople via telephone.

14) Reader the following item in English:

KenarenbHo mepen mpecc-KoHdepeHrel mpoBecTu OpU@UHT,
Ha KOTOPOM CJIeA0Bajio Obl 00CYIUTh, YTO TOBOPUTH IIpecce, U BOII-
POCHI, KOTOPBIE MOTYT 3a/1aBaTh XYPHAJIUCTHI. DTO B OOJIBIIIEH CTe-
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TIeHU CITOCOOCTBOBAJIO OBl YCIICIITHOMY ITPOBEICHUIO Ipecc-KoHpe-
PEHIINHI, OTHAKO HET HEOOXOMIUMOCTH TOBOIMTH BCE 10 KPAiTHOCTEIA.
(OmHaxmpl y TIpeacenaTeIbCTBYIOIIETO Ha Ipecc-KOHGMEPESHIINN B
KOHIIC HaIleYaTaHHOTO TEKCTa BBICTYIUICHUS OBUIM HAITMCAHBI OT-
BETHI Ha psiA HanboJjee BEPOSITHBIX BOIIPOCOB, KOTOPBIE €My MOTJIN
3amath u3 aynutopun. K coxaneHmnio, mpeacenareb Ipodest 10 KOH-
I1a CBOIO peuyb M HE OCTAHOBWJICSI, TIOKA HE 3a4MTajl U BCE OTBETHI!)
CoBepIlIeHHO HET HEOOXOIMMOCTH B 320J1aT0BPeMEHHOM ITOATOTOBKE
BompocoB. Eciu 1mociie mcuepnsIBaiomIero BEICTYILUICHUS ¢ TPUOY-
HBI B pe3y/IbTaTe BO3HMKAET Maj0 BOIIPOCOB, 3TO HYXXHO paccMaT-
pUBaTh KaK ITOKAa3aTeNIb yCIeXa, a He KaK IOBOJ I KaKUX-JIM0O0
pPa3MBbIILJICHUA.

Ecin KoHdepeHuus Ha3HayeHa Ha 11 yacoB, TO HavyaThCs OHa
JOJDXKHA He MO3[IHee YeM uepe3 ISITh WU AeCSATh MUHYT, a BBICTYII-
JICHUS JOJDKHEI OBITh KPAaTKMMU, OCOOCHHO €CJIN YIeCTh, 9TO OyIeT
HeMaJjio BONpocoB. YacTo Mo OKOHYAHUU MEPONPUSTUS IPUHSITO
yToIaTh XXypPHAIMCTOB HAIIUTKaMHU, a B HEKOTOPBIX CIyJasx 1 JaH-
yeM B Oydete. Ecnu npearonaraercss Kakoe-HUOYAb YrOLIEHUE, 00
9TOM CJieayeT YeTKO IaTh IOHSATh B MPUIIAIICHUM.

I CpOYHOTO OITOBEIICHUS IIPEeICTaBUTEIICH ITeYaT O IIpecc-
KOH(EepeHILIMY MOXHO JIMYHO U3BECTUTh PENAaKTOPOB OTIEIOB HO-
BOCTel 110 TesrehOHy YUIM 00paTUTHCS B MHGOPMAIIMOHHBIE areHT-
CTBa C MPOCH0O0I1 OOBSIBUTH MECTO 1 BpeMsI ITPOBENECHUS MPeCcC-KOH-
depeHIMU B MaTepuallax, pacChblIaeMbIX B ra3eThl 110 TeJIeTalITHON
CBSI3U.

Kak npaBusio, npuriaiieHue Ha pecc-KOH(MEPEeHIIUIO BbIChLIa-
eTcs 3a Helellio. B HeM ciemyeT 4eTKO yKa3aTh TeMy U 110 BO3MOXK-
HOCTU MMEHA OCHOBHBIX TOKJIaT4YMKOB. MOXHO TakXe COOOILIUTh
HEKOTOpble NOAPOOHOCTH, KOTOPbIE MOIJIM Obl YOEIUTh peaaKTopa
B 1I€JIECOO0Pa3HOCTH OCBELIEHMS COOBITUS, HO, Ta0bl HE OTIaJIa He-
00XOIMMOCTb B IPUCYTCTBUMU HA KOH(DEPEHIIUU, HE CJAEAYeT CIIUIII-
KOM pacKphIBaTh TeMy. PazyMmeeTcss, HCOOXOOMMO YETKO yKa3aTh
MECTO, JaTy U BpeMs MPOBeAeHUs Mpecc-KOHGMEPEHIIUH.

Text E
Media Tours

An alternative to the news conference, which is held in one location, is
the media tour. This involves multiple sites and a number of media outlets
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throughout the region or the nation. There are three kinds of media tours,
which range from interviews on talk shows to visiting editors at their place of
work.

Local Talk Shows and Newspapers. In many cases, the spokesperson for
an organization is on a media tour and is booked on local shows in a number
of cities, the publicist will try to book local print media.

Business and Trade Press. The second kind of tour has a longer range in
terms of results. An organization’s officials make calls on publications that
reach important audiences that can invest in the company or purchase the
product or service. In this case, the news conference comes to the publication.

It would be very difficult to get representatives from national business
and trade publications to visit the offices of a small company. Yet by taking
the president, the director of public relations, and perhaps the chief financial
officer to the publication, it is possible to arrange for a one-on-one news
conference with the publication’s principal editors.

Regular background briefings of the business and trade press may not
result in immediate publicity, but they can build relationships that will pay
dividends in the future.

Satellite Media Tours. A media tour doesn’t have to involve long plane
trips, countless nights in hotel rooms, and rented cars in unfamiliar cities, in
fact, you needn’t leave home at all.

Satellite media tours are becoming increasingly commonplace. Not only
is a satellite media tour cost-effective, but one can set up with a minimum of
preparation time. When Hurricane Hugo hit Jamaica in 1989, the nation’s
tourism industry had the problem of reassuring prospective vacationers that
the island’s resort had suffered only minor damage. Consequently, Jamaica
minister of tourism went in a satellite media tour to be interviewed by travel
editors and TV talk show hosts.

O Vocabulary:
book smb. — aHTaXXUpoOBaTh K.-JI.
commonplace — OOBIYHBIN, ITPUBBIYHBIN
hit — nopas3utb
invest in smth. — MHBEeCTUPOBATh BO Y.-JI.
media tour — mpecc-Typ
purchase — COBepIIUTH ITOKYIIKY
range — BapbUPOBATHCS
reassure — yoenInTh
resort — KypopT
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result in smth. — TIpuBeCTH K 4.-JI.

suffer damage — moTepneTh yiepo

talk-show host — Bemymuii TeJIeBUSMOHHOTO TOK-IIIOY
in terms of smth. — 4To Kacaercd 4.-J1.

vacationer — OTIBIXaIOLIUI

Exercises

D

Find the English equivalents in the text and use them in sentences of

your own:

2)

3)

4

B34Tas HapoKaT MallliHa; CO31aTh B3aMMOOTHOILIEHUST; 9KOHOMWY-
HBbIii; HE3HAYUTEIbHBIN yIlepO; clieaoBaTeIbHO; BKJII0YaTh B ceO0s;
OPraHM30BaTh JIMYHOE WHTEPBBIO; aJIbTepHATHBA Y.-JI.; OTpacieBast
npecca; MHCTPYKTUBHOE COBEIIaHUe.

Find the words in the text which describe or mean the following:

1. happening or existing in many places, and therefore not special or
unusual —

2. to include many different subjects, ideas —

3. a place where many people often go for vacation with hotels,
swimming-pools etc. —

4. to make smb. feel calmer and less worried or frightened about a
problem or situation —

5. a television or radio show on which people talk about their lives
and are asked questions —

Match the words. Use them in the sentences of your own:

talk tour

print industry
media publications
trade shows
tourism media

Translate the following sentences into Russian:

1. They apologized and reassured us that the matter would be dealt
with immediately.
2. What alternatives are likely to reduce traffic?
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5)

6)

7

8)
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3. Expensive foreign cars are commonplace in this Chicago suburb.
4. He invested $70,000 of his savings in a new store.
5. Many stores will let you make a purchase by telephone.

Find the Russian equivalents of the following expressions:

a spokespeople for an organization —
a publicist —

the director of public relations —

the chief financial officer —
principal editors —

travel editors —

Explain the meaning of these expressions in English.

Match the words which are close in their meaning:
multiple comprise
invest innumerable
alternative diverse
involve option
countless endow

Match the words having the opposite meaning:
commonplace numbered
reassure known
countless significant
minor discourage
unfamiliar exceptional
Insert prepositions where necessary (in; to; of; on; for):

to go a tour

an alternative smth.

to involve smth.

a spokesperson an organization

terms results

to make call smb.

to reach smb.

to invest smth.



UNIT 7. MEETING THE PRESS 87

9) Explain the grammatical structure of the sentence:

It would be very difficult to get representatives from national business
and trade publications to visit the offices of a small company.

Write down two sentences of your own with the same structure.
10) Write down 6 questions covering the contents of the text.

11) Can you explain the following:

Regular background briefings of the business and trade press may not
result in immediate publicity but they can build relationships that will
pay dividends in the future.

12) Develop the following point:

Satellite media tours are efficient and save traveling time.

13) Render the following item in English:

[IpakTrKa rpoBeneHNs IPY IIOMOIIY CITYTHUKOBOI CBS3U Telle-
¥ BUJICOKOH(MEPEHIINIA, WA CITYTHUKOBBIX MOCTOB, KaK MX MHOTIA
Ha3bIBaIOT, CTAHOBUTCS Bce 00Jiee MOMY/ISIPHOM.

British Telecom’s Confravision 0blJ1a OIHOI 13 MEPBBIX KOMITa-
HUM, IPUMEHUBIINX 3TOT BUI YIAJICHHON CBSI3M, IIPUYEM C IOSIBIIC-
HUEM CITYTHUKOBBIX CHCTEM CBSI3U ellle 0ojiee pacIIMpUINCh BO3-
MOXKHOCTH OOIIEHMST MEXIY YIAJICHHBIMU TTapTHEPaMU.

Oc00eHHO BBITOIHO MCIIOIB30BATh TEICKOH(MEPESHITNY OOJIBIIM
KOMITAaHUSIM, KOTOPBIE HAXOIST, 9YTO 3TO YAOOHEE B TUTAHE OpPTaHM-
3allMA W TOpa3io JeIIeBie, YeM MOEe3IKH CBOUX MEHEIKEepOB Ha
00bIYHbIe KOHDepeHIU. OIHaKOo clieAyeT MOMHMTh, YTO 3TOT CO-
BPEMEHHBIM METOH CBSI3M OOJIbIIE MTOAXOMUT M1 0CODO0 TPECTUXK-
HBIX ¥ MACIITaOHBIX COOBITHUIA.

BenvkoaemHbIM IPUMEPOM MOXKET OBITh TPUMEHEHHE 3TOM TeX-
HUKU MPU MPOBEIEHUM CUMIIO3UyMa MOl Ha3BaHUEM «[acTpOIUHK».
Ha xoH(pepeHIIMN omnepanuio ¢ MOMOIIBIO 3HAOCKOIIA, KOTOpast
npoBoamiack B JIOHIOHe, MONTN HabonaTh Meauku B Hio-Hop-
Ke ¥ rpoMagHas ayautopust B CoeqmHeHnHOM Koponesctse n Mp-
JIAaHAWU.

Bo Bpems paboTbl MOXHO ObLIO HENOCPEACTBEHHO OeceaoBaTh
C KOHCYJIBTAHTOM, TIPUYEM TI0 ayIro- U BUAcOKaHaIaM IT0Ka3 KOM-
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MEHTUPOBAJ Bpay, HAXOJSIIMICS B JOHAOHCKOM oTele «[lopTMaH»,
IIIe B 9TO BpeMsI IIPOXOIMII CUMIIO3UYM «[aCTpOIMHK».

DTa moporocTosias ornepains Oblla OlleHeHa KaK O9eHb 3¢-
(bexTMBHAS 110 3aTpaTaM, MOCKOJIBKY MCITOIb30BaHNE TAKOM TEXHU-
KM TIO3BOJIMJIO 3a[eiCTBOBATh OUYCHb IMMPOKYIO M aBTOPUTETHYIO
ayIUTOPHIO.

COBMECTHO CO CBOMMU eBpoIleiickumu Kojiieramu British Tele-
com co3maja YCJIOBUS IJIST IIPOBEACHUS TAKHMX XK€ MEPOIPUATHIL B
Puwme, Jlonnone, IMapmxke n @panuxkdypre. Te, KTo XKeraeT mpoBec-
T WHTEPAKTUBHBIC TeJIeKOH(MEPEHIIMU C TIOMOIIBIO CITyTHUKOBOM
CBSI3M, TEIIEph MOXET B CIydae KaKOTO-JTU0O0 COOBITHSI BOCIIOIB30-
BaThCS TAKOM CBSI3BIO M, BO3MOXKHO, OIIpaBIaTh 3aTpaThl.

Text F

Previews and Parties

Press previews are often scheduled for events to which the general public
is invited. Usually a preview is held a day or two ahead of the event so that
reporters can write stories that appear on the day that the event actually occurs.

Press previews are almost routine for events such as the opening of new
facilities — corporate headquarters, a hospital’s new wing, a shopping mall,
a department store, a restaurant, even a new toxic waste dump. In most cases,
the press gets a background briefing and a tour of the new facilities.

Demonstrations of new products also lend themselves to press previews.
This is particularly true in the area of high technology, where sophisticated
products can be put through their paces by the engineers who developed
them. Many companies have a press preview of their products just before a
major trade show. The advantage is that reporters from all over the country
are already gathered in one place.

Planning a press preview is like planning any other event. Great attention
must be paid to detail and logistics to ensure that the guests have a positive
experience.

Previews may also include such things as a cocktail party or dinner. This
kind of event is in the category of relationship building and networking. It
allows company executives to mingle and socialize with reporters in a casual
atmosphere. Ultimately, this helps executives feel more relaxed when a
reporter they already know wants to interview them for a story. Unlike news
conferences, press previews are often held after “working hours” when
reporters are not on deadline.
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Junkets

A variation on the press party is the junket. Although the use of junkets
has declined in recent years, they are still part of the travel and entertainment
industry. Junkets usually involve invitations to reporters for an expense-paid
trip to witness an event or see a facility.

An example of a large-scale junket: Disney World in Florida invited 10,000
writers, publishers, and broadcasters to a three-day celebration of the park’s
fifteenth anniversary. Although large numbers of media representatives took
advantage of what was said to be the largest “freebie” in U.S. journalistic
history, a number of prominent newspapers blasted the event. The New York
Times editorialized that the press was debasing itself by accepting Disney’s
hospitality and questioned whether reporters could be objective about Disney
operations after accepting an all-expense-paid trip.

Junkets, particularly when there is little newsworthy information, raise
considerable controversy among journalists and public relations profession-
als. As a consequence, companies must carefully consider all aspects of spon-
soring a junket and its possible negative effect on media relations.

Press parties or junkets, to be effective and garner media attendance, must
be handled discreetly. It is against the code of ethics to have lavish banquets
and expensive souvenirs simply for the sake of impressing the press.
Journalists, although they may attend, generally “badmouth” the affair if
they think there is an overt attempt to “buy” favorable coverage.

O Vocabulary:
blast — pe3Ko KpUTUKOBATh
casual — Heo(ULIMATbHbBIN
debase — yHUUYTOXAThb
discreetly — cmep:kaHHO, OCMOTPHUTEIEHO
event — MeporpuiaTre
freebie (informal) — GecruraTHasI moe3nKa, yroleHue u IIp.
garner (formal) — 3apy4uThCs
hospitality — rocrenpumuMcTBO
junket — moe3nka Ha Ka3eHHBIN cyeT (free trip), BeuepruHKa, ITUK-
HUK
lavish — 6oraTblit, pOCKOIIHbII
logistics — MarepualbHO-TEXHUYECKOE OOecreyeHre, JIOTMCTUKA
mingle — oOIaTecs
networking — KoJIJIEKTUBHas1 paboTa, 00beIUHEHNE YCUINIA
occur — UMETh MECTO, TIPOUCXOIUTh
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overt — OTKPBIThIA
preview — TIpeIBapUTEBHBIN ITOKa3
put through its paces — NposIBUTb Ka4eCTBO Y.-JI.
sophisticated — CJIOXHBI, U30ILPEHHBIA
toxic waste dump — cBaJIKa SIIOBUTHIX OTXOIOB
Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
TOPTOBBIN LIEHTP; PYKOBOACTBO KOMITAHUM; B HEO(DUIIMATBHOI 00-
CTaHOBKE; B OTJIMYME OT Y.-JI.; He ObITh OrPaHUYEHHBIM BO BpeMe-
HU; 00J1aCTh BBICOKMX TEXHOJIOTMIA; CIIOXKHAsI COBpeMEHHAas ITPOIYK-
LI1ST; TApAaHTUPOBATh Y.-JI.; B Pe3yJIbTaTe; MOJTHOCTBIO OIJIaueHHBII.
2) Find the words in the text which describe or mean the following:
1. the practical arrangements that are needed in order to make a plan
or activity successful —
2. well-designed, very advanced, often working in a complicated
way —
3. actions or feelings which are done or shown publicly, without trying
to hide anything —
4. the practice of meeting other people involved in the same type of
work, in order to share information, support each other etc. —
5. to criticize smth. very strongly —
3) Match the words. Translate the word-combinations into Russian:
shopping attendance
corporate hours
media industry
entertainment mall
working headquarters
4) Translate the following sentences into Russian:

1. Environment groups blasted the plan for more logging in the area.
2. Thelogistics of educating the state’s 3.6 million pre-school children
remain complex.
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5) Match the words which are close in their meaning:

6) Match the words having the opposite meaning:

3. She reluctantly agreed to go there for his sake.

4. The explosion occurred at 5.50 a. m.
5. He followed at a discreet distance.

91

debase exuberant
overt mix
discreetly humiliate
lavish obvious
mingle tactfully

overt economical
sophisticated honour
discreetly simple
lavish recklessly
debase secret

7) Complete the following sentences (events; casual; controversy; to mingle;
routine; newsworthy):

1. It allows company executives and socialize with

reporters in a atmosphere.

2. Press previews are almost for such as
the opening of new facilities.

3. Junkets, particularly when there is little information,

raise considerable
tions professionals.

among journalists and public rela-

8) Insert prepositions where necessary (on; of; to; as; for):

a consequence

a tour smth.

to pay attention smth.
ahead smth.

to involve smth.

to take advantage smth.

to have effect smb.
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the sake smb.
to impress smb.

Paraphrase the following sentences:

1. Journalists, although they may attend, generally “bad-mouth” the
affair if they think there is an overt attempt to “buy” favorable coverage.
2. Demonstrations of new products also lend themselves to press
previews.

3. This kind of event is in the category of relationship building and
networking.

4. Although large numbers of media representatives took advantage
of what was said to be the largest “freebie” in U.S. journalistic history,
a number of prominent newspaper blasted the event.

10) Answer the following questions:

1. When is a preview usually held?

2. For what kind of events are press previews almost routine?

3. Why should great attention be paid to detail and logistics when
planning a press preview?

4. Why is a preview included in the category of relationship building
and networking?

5. Has the use of junkets declined or increased in recent years?

6. What was one of the largest junkets in U.S. journalistic history and
what was the reaction to it?

7. Why do junkets raise considerable controversy?

8. Why is it against the code of ethics to have lavish banquets and
expensive souvenirs?

11) Agree or disagree with the following statements:

1. The New York Times editorialized that the press was debasing itself
by accepting Disney’s hospitality and questioned whether reporters
could be objective about Disney operations after accepting an all-
expense-paid trip.

2. Press parties or junkets, to be effective and garner media atten-
dance, must be handled discreetly.

12) Sum up what the Unit says about:

1. Individual Interviews
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2. News Conferences
3. Media Tours
4. Previews, Parties and Junkets

UNIT 8
GETTING ON THE EDITORIAL PAGE

Text A

If you are trying to reach opinion leaders and citizens who are actively
interested in public affairs, a good technique is to get on the editorial pages
of major daily newspapers.

The indirect approach is to meet with the editorial broads of the
newspapers and ask them to write an editorial supporting your idea, project,
or cause. Another approach is to submit short essays that are called op-ed
articles, intended to appear opposite the editorial page. When all else fails,
there is always the standard letter to the editor.

Editorial Boards

The key editors of a newspaper meet on a regular bases to determine
editorial policy. They would be interested in talking to you if your employer
or client is involved in a current controversy or in emerging issues. They do
not want to meet with you if the purpose is just to get publicity.

In general, you contact the editorial page editor and request a meeting
with the newspaper’s editorial board. Most editors want a tightly written one
or two-page letter outlining whom you represent, what issues you would like
to cover, and why your people are the best qualified to discuss the issue. Don’t
weigh down your first letter with a press kit or other background information.

Once you have an appointment with the editorial board, you should
develop a message that focuses on three or four key points. You should also
decide in advance what you want to accomplish in the meeting. Is it simply
to let editors know about your side of the issue, or do you want them to write
an editorial supporting you?

The best approach is to have a well-informed senior person in the
organization give the presentation. This may be the company president, but
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it can be an expert in a particular field like law, accounting, or environmental
standards, depending on the issue. In general, your role as the public relations
person is not to give the presentation but rather to make arrangements for
the meeting and help your spokespersons get ready for it.

If you represent a community organization, you should think about
meeting with the editorial board to arrange for an editorial supporting your
particular goal. Newspapers are community boosters and do write editorials
supporting worthy causes.

O Vocabulary:
accomplish — mocTnub
boost — CTUMyNIMpPOBaTh, MOBLIIIATH, PEKIIAMUPOBATH
citizen — rpaxmaHuUH
editorial — peJaKIIMOHHAS CTAThs
editorial board — pemakuMoHHasT KOJIJIETUS
editorial page — peJaKIIMOHHAS CTAThs
emerge — TOSIBIIATHCS
essay — ouepk, acce
message — COOOIIeHIe
once — Kak TOJIbKO
op-ed — ToJioca B ra3eTe, CMeXHas ¢ peIaKINOHHOMN
opinion leader — aBTOPUTETHBIN YEIOBEK
submit — TIpeacTaBUTh
technique — mpueM, MeTOx,

Exercises
1) Find the English equivalents in the text:

Ha peryJisipHOi OCHOBE; KPYITHBIE €XKEIHEBHBIC Ta3€Thl; ONIPEACIUTh
TOJTUTHKY; TIOTIPOCUTh O BCTpEUe; OCBEIIaTh BOIIPOCH! (B MeYaTH);
CKOHIIEHTPUPOBAThCS Ha TPEX-YeThIPeX OCHOBHBIX MOMEHTAX; 3a-
paHee; OpraHM30BaTh BCTpeyy; onpeaeeHHas Lesb.

2) Find the words in the text which describe or mean the following:

1. aperson who has great influence over the way the public thinks —
2. aspecial skill or way of doing smth., especially one that has to be
learned —

3. ashort piece of writing about a particular subject —

4. to appear or come out from somewhere —
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5. smb. who lives in a particular town, country, or state —
6. to succeed in doing smth., especially after trying very hard —

95

3) Match the words and write down sentences of your own with these

expressions:
daily board
press leaders
editorial newspapers
opinion information
background kit

4) Think of your own sentences with the following expressions:

editorial

page
board
policy
article

5) Insert prepositions where necessary (in; on):

to focus smth.
advance
depending smth.
to reach smb.
to be interested smth.

a regular basis
to be involved smth.

6) Explain the grammatical structure of the sentence:

The best approach is to have a well-informed senior person in the

organization give the presentation.

Write down two sentences of your own with the same structure.

7) Match the words which are close in their meaning:

senior concerned
support arise
interested flop
emerge chief

fail back
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8) Match the words having the opposite meaning:

fail oppose
emerge detached
support inferior
senior disappear
interested succeed

9) Write the following words with correct negative prefixes (un; in; dis; ir):

interested; regular; cover; qualified; ready; worthy; direct.

10) Answer the following questions:

1. How can you reach opinion leaders and citizens who are actively
interested in public affairs?

2. What are three other approaches?

3. Will the key editors be willing to meet with you if they understand
that you just want to get publicity?

4. What sort of letters do most editors prefer?

5. What kind of message should you develop for the meeting with the
editorial board?

6. What well-informed senior person in the organization can be
chosen to give the presentation?

7. What is your role as the public relations person?

11) Can you explain the following statements:

1. They would be interested in talking to you if your employer or
client in involved in a current controversy or in emerging issues.

2. Don’t weigh down your first letter with a press kit or other back-
ground information.

3. Newspapers are community boosters and do write editorials
supporting worthy causes.

12) Translate the following item into Russian:
Op-ed at The Wall Street Journal

The Wall Street Journal offers a prestigious national forum for op-
ed articles, and hundreds of writers compete for an opportunity to get
published. In the first four months of 1993, for example, the newspaper
received more than 1,800 unsolicited manuscripts.
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The newspaper’s six-person op-ed staff is responsible for reading
all the articles and accepting or rejecting them. The staff looks far
more than just an opinion piece. “We like thoroughly researched issues
so that our readers get Tore than just a point of view”, says Karen
Cuddy, submissions editor.

The Wall Street Journal likes articles between 700 and 1,800 words
in a double-spaced format. Authors should also enclose a cover letter
listing their credentials and a stamped return envelope.

Text B
Op-ed Articles

Commentaries about news events or public concerns run on the page
facing the editorial page. They are written by a variety of people who have
one thing in common: they are perceived as having expertise or special insight
regarding the subject being discussed.

The op-ed piece may be a rebuttal to a previously published editorial or
just a reaction to a series of news events reported by the newspaper.

Corporate executives can get high visibility with op-ed pieces. Think tanks
and universities also use them to get recognition for their outstanding scholars.

Op-ed is a newspaper term, but the concept also applies to trade and
professional publications. Many companies have an active program of
encouraging their engineers and research scientists to write commentaries
for specialized publications serving a particular industry.

Writing and placing an “op-ed” article in a newspaper is one of the easiest
and fastest ways a writer can get into print.

Op-ed isjournalese for the page opposite the editorial page in newspapers.
The concept was made famous when begun by The New York Times editorial
page editor many years ago. The objective was to present views that differed
from those of the paper’s editorial writers.

Now most newspapers of note run such articles in order to present a variety
of points of view.

Getting an article published as an op-ed piece is simple if you know how —
and here are some tips.

Content

An op-ed article should concentrate on presenting one main idea. The
style and complexity of the writing should match the readership of that
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particular newspaper. A good rule is to keep it simple and avoid the use of
jargon.

Because national newspapers receive many more unsolicited articles
than they can use, the subject matter and the point of view should be some-
what unique.

A must for such articles, as in almost any kind of writing, is a good strong
lead. The first few sentences have to capture the reader’s (and the editor’s)
attention. The piece should not only be written in a lively and interesting
manner, but it also should be informative and educational.

Daily newspapers generally prefer articles of about 700—750 words in
length, which is about three typewritten, double-spaced pages. Sunday
editorial page sections can use longer articles — about 1,000 to 1,500 words.

O YVocabulary:
apply to smth. — IpUMeHUTb K 4.-]1.
capture smb.’s attention — 3axBaTUTh Y.-JI. BHUMaHUE
content — comepxKaHue
encourage — IMOOLIPSITh
expertise — KOMIETEHTHOCTb
have smth. in common — UMeTb 4.-J1. 0011Iee
insight — moHUMaHue, UHTYULIMS
journalese — ra3eTHBII LITAMII, Ta3€THBIN SAPJIBIK
lead — BBOAHAasI YacThb
match smth. — cOOTBETCTBOBATH Y.-JI.
must — HEOOXOIUMOCTb
of note — IOCTOMHBIM BHUMAHMSI
perceive — BOCIIPUHUMATh
place — pa3aMecTuTb
rebuttal — onpoBep:keHue, Bo3paKeHUe
scholar — y4yeHbIl
subject matter — coaepxxaHue, TeMa
think tank — (sl.) «<M03roBoi LIeHTp»
tip — coBer
unique — yHUKaJIbHbBIN
unsolicited — mpeacTaBaeHHBIN 1O COOCTBEHHOI MHULIMATUBE
visibility — BuIUMOCTB, 0030p

Exercises

1) Find the words in the text which describe or mean the following:



UNIT 8. GETTING ON THE EDITORIAL PAGE 99

1. acommittee of people with experience in a particular subject, that
an organization or government establishes to produce ideas and give
advice —

2. special skills or knowledge in a particular subject, that you learn
by experience or training —

3. the ability to understand and realize what people or situations are
really like —

4. tousesmth. such as a method, idea, or law in a particular situation,
activity, or process —

5. to say or do smth. that helps smb. have the courage or confidence
to do smth. —

6. language that is typical of newspapers —

2) Match the words. Write down your own sentences with these
expressions:

corporate scientists
news concerns
editorial executives
research events
public page

3) Translate the following sentences from the text into Russian. Give
synonyms to the underlined words:

1. They are perceived as having expertise or special insight regarding
the subject being discussed.

2. The op-ed piece may be a rebuttal to a previously published
editorial.

3. Now most newspapers of note run such articles to present a variety
of points of view.

4. Because national newspapers receive many more unsolicited
articles than they can use, the subject matter and the point of view
should be somewhat unique.

4) Match the words which are close in their meaning:

unique focus
concerns hitherto
perceive exceptional
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concentrate worries

previously identify

5) Match the words having the opposite meaning:

previously standard
encourage intricate
unique average
simple currently
outstanding deter

6) Insert the prepositions where necessary (in; from; on; to):

to concentrate smth. opposite smth.
to match smth. to differ smth.

length to apply smth.
to serve smb. a rebuttal smb.
a reaction smth. to face smth.

7) Answer the following questions:

1. Where do commentaries about news events or public concerns
run?

. Who are they written by?

. Who finds op-ed pieces very useful?

. What can the term op-ed be applied to?

. Who made op-ed concept famous?

. What should an op-ed article concentrate on?

. Why should the use of jargon be avoided?

. In what way should an op-ed piece be written?

0NN Wn AW

8) Can you explain the following:

1. Corporate executives can get high visibility with op-ed pieces.

2. A must for such articles, as in almost any kind of writing, is a good
strong lead.

3. The style and complexity of the writing should match the readership
of that particular newspaper.

9) Render the following item in English:

IIpoBepeHHBIM BpeMeHEM 1 3(D(hEKTUBHBIM CITOCOOOM JOBEICHYIS
CBOEI TOUKU 3pEHMUS 10 OOIIECTBEHHOCTHU SIBJISIETCST UCTIOb30BaHUE
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pa3IeioB Ta3eT WIN MePUONUKHU, TTOCBSIICHHBIX ITMChMaM B pelaK-
uto. bosbinas yacTh pegakTopoB BecbMa J00pOXKenaTebHO OTHO-
CHTCA K ITyOJIMKALIMY ITFCEeM, He3aBUCHMO OT TOYKM 3PESHMS aBTOPOB.

IMuceMma K perakTopy MOXKHO pa30uTh Ha Tpy Kateropuu. [Tuck-
Ma MOTYT COIepKaTb KOMMEHTAapUiA, TPEACTABIISIOINIA OOIIECTBEH-
HBII WY YaCTHBIM MHTEPEC; MPOJOJIKUTD CYIIECTBYIONIYIO TIeperc-
Ky; KOMMEHTUPOBATh UK OOCYKAaTh MpeIblAylIe MyOJIruKaluy B
rasete. [IMCBMO TOKHO OBITH COCTABIICHO TIIATEILHO U B CTHIIE ITy0-
JIMKAaIMii TOro U31aHus, B KOTOpoe OHO oTnpasJsieTcs. CTUIIb MUCh-
Ma B COJIMIHBIC Ta3eTHI CYIIICCTBCHHO OTIMYAETCSI OT CTUJIS IICEM B
eXeHeNeIbHUK WM OyJIbBapHYIO Ta3eTy.

Korna nucbMo nuIeTcs 11t Toro, YToObl UCIIPABUTh AOMYIIICH-
HYIO OIIMOKY WM OIBYCMBICJICHHOCTh, OCOOEHHO BaXKHO HE ITOBTO-
PSITh IEPBOHAYAJIbHYIO OIIIMOKY, ITOCKOJIBKY 3TO BHOBb HAIIOMHUT O
Hell 1 00paTUT Ha Hee BHUMAaHWE MHOTHX YUTATeNIe, KTO He YUTal
MepBOHAYAJIbHYIO MYOJMKAIMIO. DTOT MOMEHT HEIOOILIEHNBAETCS
Jaxe OIMBITHBIMU CITCITUATCTaMMU.

CrenyeT pelmnTh, KTO OyIET MOANUCHIBATh MMCHMO, HaITMCAH-
HO€ OT UMEHU KOMITaHMU WM opraHusanuu. Kak npaBuio, Much-
MO JOJDKEH MOOIMMCHIBATh OOWH M3 PYKOBOIUTENICH, HanboJjIee Tec-
HO CBSI3aHHBIH ¢ 3aTparuBaeMoil mpooyieMoii. DTo 0COOEHHO pazyMm-
HO, KOTJa B MHAChbME IMPUHOCIT M3BUHEHUS OOIIECTBEHHOCTH 3a
JOCTaBJIeHHOE OeCIOKOCTBO. Takre N3BMHEHWsI 3HAYMTETHHO Yallle
IIPUXOIAT OT PYKOBOJCTBA, HEXEIU OT COTPYIHMKA, OTBETCTBEHHO-
TO 32 CBSI3U C OOLIECTBEHHOCTHIO.

Text C

Procedures

Op-ed articles should be submitted to the editor of a newspaper. The writer
should provide sufficient biographical data so that the editor will have some
basis for judging the author’s credentials.

For example, who has better credentials for writing an article on the need
for better child care facilities than the mother and/or father of pre-school
children? And an article on government (or banking) bureaucratic red tape
could gain impact when written by a victim of such practice.

Most local newspapers accept essays by outside writers, especially local
residents. In addition, more and more magazines are using “opinion-type”
articles.
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Newspaper editors will usually take a couple of weeks to accept or reject
an article. Submit an SASE (self-addressed, stamped envelope) if you wish
to receive a reply. If your article is used, the headline writer will give it a
catchier title when it’s published, and the editor may make some light changes
and adjust the length (usually by deleting paragraphs).

Don’t query the editor on whether the paper would be interested.
Undoubtedly he or she will say, “Send it in and we’ll take a look at it”.

Opportunities

With a little thought, writers should be able to identify many opportunities
to use op-ed articles. Here are some examples.

® Write an article on something that you are more expert on that anyone
else, sharing with us something we don’t already know. For example, where
does a computer software expert get ideas for new programs?

¢ [fyou have just completed some detailed research that sheds new light
on problem, write it up for the “lay” public.

¢ [fyou belong to an organization and want to advance its cause, give us
reasons why we should share your views or objectives.

* A well-written, sensitive piece on any subject will be accepted over
the flood of stuff that editors receive after a major event.

The major attribute leading to success in this endeavor is perseverance. If
an article is not accepted by one paper, rewrite the article and submit it to
a paper that turned it down before. Shorten a long article and submit it again.
If one subject doesn’t work, shift to another.

Trade editors like these articles because highly credible people discuss
important issues and trends in the industry. At the same time, the author and
company get recognition. Again, op-ed articles are a means and not an end.
The ultimate objective is to position the organization as a leader in the field.

O Vocabulary:
advance smth. — MpOABUHYTb Y.-JI.
attribute — oTMYUTENIbHAS YepTa, KAYECTBO, CBOMCTBO
catchy — OpocKwmii, JIETKO 3aITOMUHAIOIITHAICST
child care facilities — meTcKoe yupexxaeHue
credentials — TTOTHOMOYMS
delete — BBEIYEpPKMBATD
endeavor — TIOIBITKA, CTapaHUE, YCUIIHC
flood of stuff — moTok HM3KOKauecTBEeHHOI MH(MOPMaALINI
gain impact — oka3aTb BO3AeliCTBUE



UNIT 8. GETTING ON THE EDITORIAL PAGE 103

guidelines — ykazaHus

lay — HenpodeccroHaIbHbII

a means to an end — CpeACTBO TSI TOCTVKEHMS LIeIU
perseverance — yIOpCTBO

red tape — BoJioKuUTa (OIOpOKpaTUyecKas)

query — JONBITBIBATBCS, JO3HABATHCS

share smth. with smb. — nenuTtbes € K.-J1. 4.-]1.
shed new light on smth. — poJUTb CBET Ha Y.-JI.
shift to smth. — nepeKkIIoUnThCs Ha Y.-J1.

submit — mpeAcTaBUTh Ha paCCMOTPEHUE
temperate — caep>KaHHBIA

ultimate — KOHeUYHbI

victim — epTBa

write up — onucarb HOAPOOHO

Exercises

D

2)

3)

Find the English equivalents in the text. Use them in your own sentences:

MECTHBIC XUTEJIN; KOHEUHasI 1IeJTb; JeTH JTOIIKOJILHOIO BO3pacTa;
TOOUTHCS TIPU3HAHMS, KOHBEPT C OOpAaTHBIM aIpecoM W MapKoii;
BHECTU HEOOJIbIINE U3MEHEHUS; OBITh CIIELIMAIICTOM B Y.-J1.; TIPO-
TPaMMUCT; BEIYIIUHI K YCIIEXY; COXpaHUTh pa3Mep CTaThu.

Find in the text the words which describe or mean the following:

1. smb.’s education, achievements, experience etc., that prove that
they have the ability to do smth. —

2. official rules that seem unnecessary and prevent things from being
done quickly and easily —

3. easy to remember and nice to listen to —

4. not trained or knowing much about a particular profession or
subject —

5. to do smth. that will help you achieve an advantage or success —
6. an attempt or effort to do smth. new or different —

7. determination to keep trying to achieve smth. in spite of
difficulties —

Match the words. Use them in the sentences of your own:

ultimate children

local public
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4) Translate the following sentences:
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pre-school objective
child care residents
lay facilities

1. U.S. companies fear the red tape will scare off customers.

2. To the lay observer, these technical terms are incomprehensible.
3. Ourmain goal has to be to advance the nation’s economic interests.
4. The captain praised his men’s courage and perseverance in dealing

with a very dangerous situation.

5. We need a catchy advertising slogan.
6. Not one of the customers queried liked the service.

5) Match the words which are close in their meaning:

6)

query amateur
advance remove
endeavor accelerate
delete interrogate
lay strive
Match the words having the opposite meaning:
turn down professional
delete halt

lay laziness
advance insert
perseverance accept

7) Complete the following sentences (endeavor; biographical data; victim;
submitted; red tape; query; gain impact; perseverance):

1. Op-edarticles should be

to the editor of a newspaper.

2. The writer should provide sufficient

3. Anarticle on government bureaucratic
of such practices.
the editor whether the paper would be interested.

when written by a
4. Don’t

could

5. The major attribute leading to success in this is
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8) Insert prepositions, where necessary (on; in; at; for; to; down):

to be an expert smth. to query smb.

to shed new light smth. an article smth.

to lead smth. addition

to turn smth. to take a look smth.
to shift smth. to have some basis _ smth.

9) Write these words with correct negative prefixes (in-; un-; dis-):

sufficient; interested; credible; important; stamped.

10) Answer the following questions:

1. Why should the writer of an op-ed article provide sufficient
biographical data?

2. Who can have good credentials for writing an article on the need
for better child care facilities?

3. How long do newspaper editors usually take to accept or reject an
article?

4. Why shouldn’t the writer query the editor on whether the paper
would be interested?

5. What are the tips for writing an op-ed article?

6. The major attribute leading to success in perseverance, isn’t it? Why?

11) Can you explain the following statements?

1. A well-written piece on any subject will be accepted over the flood
of stuff that editors receive after a major event.
2. Op-ed articles are a means and not an end.

12) Agree or disagree:

1. Write an article on smth. that you are more expert on than anyone
else, sharing with us smth. we don’t already know.

2. If an article is not accepted by one paper, rewrite the article and
submit it to a paper that turned it down before. Shorten a long article
and submit it again. If one subject doesn’t work, shift to another.

13) Translate the following item into Russian:

HOW TO SET THE RECORD STRAIGHT

In an ideal world news coverage would always be objective, factual, and
accurate. Unfortunately, it is not an ideal world, and journalists do make
errors of fact and interpretation.
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It is quite likely that you or your employer will, on occasion, have
complaints about inaccurate and unfair news coverage. If this happens, there
are several steps you can take.

Ascertain the facts

Analyze the offending article or broadcast news segment. What exactly is
inaccurate, incomplete, or unfair about it? If it is a matter of not liking the
tone of a story because it implied (rightly or wrongly) that something was
amiss, there probably isn’t much you can do about it. If it’s a matter of
inaccurate information or something taken out of context that distorts the
truth, you should document the correct facts to make a convincing argument.

Talk to the reporter

Call the reporter to discuss the story. Politely point out the inaccuracies.
The reporter may correct the information in subsequent articles or broadcasts.
A correction may even be printed or broadcast often under the rubric of
a clarification.

Talk to the editor

Ifyou don’t get satisfaction from the reporter and the complaint is a major
one, you may wish to write a letter to the editor. Another solution is to form
a delegation and ask to meet with the editor.

Leaders of arts organizations in one city went to see the editor because
the newspaper’s reviewer consistently ignored local productions and reviewed
performances in a larger city 50 miles away. After the delegation met with the
editor and showed a scrapbook of reviews over a six-month period, the
reviewer was ordered to pay more attention to local events.

Go public

Many companies take the offensive and make every effort to inform the
public about “hatchet jobs” done by the press. One method is to purchase
advertising space to rebut the allegations. Another method is to call a news
conference.

File a lawsuit

This is a last resort, but it should be included in your list of options. If you
feel that a medium has purposely and maliciously distorted the truth, the
threat of legal action may prompt the offender to publish a correction or
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a retraction. A lawsuit also gets media coverage, which gives the company a
chance to let the public know about the inaccuracies in the original story or
broadcast.

Text D
Letter to the Editor

Op-ed articles carry more prestige than letters to the editor. In affect,
publication implies that the opinion expressed deserves attention because it
shows insight into a matter of public concern. You should be familiar with
the expertise of people in your organization. It is your role to encourage and
assist them in writing op-ed articles when news events call for an informed
view-point.

The next best thing to an op-ed article is a published letter. Letters are
generally shorter than op-ed pieces. They focus primarily on rebutting
editorial or clarifying information mentioned in an investigative story or
a column.

The New York Times and The Wall Street Journal are famous for their
letters columns. In addition to letters from ordinary citizens, they also run
letters from former presidents, ambassadors, corporate leaders, and heads of
major labor unions.

On the local level, the titles may not be as exotic. However, you should be
on the alert for opportunities to have letters written by the head of your
organization. A letter can clarify an earlier story in the newspaper or add
information that was not covered. There is limited space for letters, so you
should closely follow any quidelines that the publication has established. It
is important to keep letters short and to the point. In general, letters should
be under 250 words. It’s also wise to keep letters temperate and factual.

Aletter to the editor follows a basic format. The opening paragraph should
identify the subject of the letter. The second paragraph states the author’s
agreement or disagreement. This is followed by one or two paragraphs that
explain the writer’s reasoning, using facts and other pieces of information.
A final paragraph can include information about the company or product
that relates to the subject being discussed. You should sign the letter, giving
your title and company or organization name.

O Vocabulary:
ambassador — mocoJ
corporate leader — pyKoBOOWUTEIbh OpraHU3aLINMHI
deserve attention — 3aciyXXuBaTb BHUMaHUS
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factual — akTyeckmit

former — OBIBIIMIA

guidelines — MHCTPYKIIUU

identify — ompememmThb

imply — monpa3symeBaTh

keep to the point — npuaepKMUBATLCS TEMBI
labor union — mpogcoio3

opening paragraph — HayaabHBIN ab3aly
reasoning — paccy>kKaeHusl, JOBObI

relate to smth. — MMeTb OTHOIIIEHUE K Y.-]1.
subject — Tema

temperate — BbIIEP>KAHHBIA

view-point — TouKa 3peHUSI

Exercises
1) Find the English equivalents in the text:

OOBIUHBIC TpaxkaaHe; MPECTIK; MOOMIPSATh K.-JI.; IIOMOTaTh K.-JI.;
KOHIIEHTPUPOBATHCS Ha Y.-JI.; OTIPOBEPXKEHME; CIAaBUTHCS U.-J1.; ITy0-
JINKOBATh MMChMa; Ha MECTHOM YPOBHE; OBITh HAYEKY; OIPEICTUTD
comepKaHMeE.

2) Find in the text the words which describe or mean the following:

1. tosuggest that smth. is true without saying or showing it directly —
2. the process of thinking carefully about smth. in order to make
ajudgement —

3. tobe concerned with or directly connected to a particular subject —
4. what is being talked about in speech or writing, or represented in
art —

5. calm and sensible —

3) Match the words. Use them in the sentences of your own:

informed concern
letters citizens
public columns
opening view-point
ordinary paragraph
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4) Match the words which are close in their meaning:

factual ascribe
former mean
identify actual
imply preceding
relate recognize

5) Match the words having the opposite meaning:

former hinder
identify imprecise
relate ensuing
factual dissociate
assist mistake

6) Complete the sentences (subject; identify, relates; opening; clarifying;

focus; rebutting):

information

1. The  paragraph should the subject of the letter.

2. A final paragraph can include information about the company or
product that to the being discussed.

3. They  primarily on __ an editorial or

mentioned in an investigative story or a column.

7) Insert prepositions where necessary (in, for; into; to; with; on):

to be the alter smth. to call

addition smth. to mention
to be famous smth. to focus
insight smth. to follow
to be familiar smth. to relate

8) Write down 6 questions covering the contents of the text.

9) Can you explain the following statements?

smth.
smth.
smth.
smth.
smth.

1. Op-ed articles carry more prestige than letters to the editor.

2. On the local level, the titles may not be as exotic.

10) Render the following item in English:

LleHTpanbHBIE Ta3eThl MYOJIUKYIOT TOJBKO OY€Hb MaJIyI0 JOJIIO0
nojyJaeMbIX miceM. OmHAKO OOJBITMHCTBO IMPOBUHIIMAIBHBIX Ta-
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3eT HaIleyaTamT JIF000e MUCHMO, TIPEACTABIISIONICe OOIINA JINOO
pPEeTHOHANIBHBIN MHTepec. Eciin B razere mim IpyroM IepromgmIec-
KOM M3IaHNH TIOSIBJISIETCS 3asiBJICHIE, 3aieBafollee MHTEPECHl opra-
HU3AIWH, JIy4llle BCErO0 HEMEIICHHO ITO3BOHUTH I10 TesehOHY pe-
JAKTOPY JIMOO €ro 3aMECTUTEIO U B pe3KUX BhIPAXKEHUSIX BBIPA3UTh
CBOE HEIOBOJILCTBO OOMIHOM TeMOIi. B OONBIIMHCTBE clTydaeB Mo-
JIOOHOTO XapaKTepa peIaKTOP MPEIJIOKUT HAlleyaTaTb TUCbMO, BbI-
paxkaroIree IIPOTUBOITOIOXHYIO TOUKY 3pEHHUSI, YTO TAPAHTUPYET €r0
MyOJIMKAIIAIO Cpa3y Mocie TToIydeHHs. [a3eThl peaKo MyOIuKyIoT 1o~
MpaBKH, HO OOJIBIIMHCTBO PEIAKTOPOB COTIACUTCS Ha IMyOJIMKAITIIO
MMCHhMa-00BSICHEHMS, TaXe €CJIM OHO BEJIMKO IO 00BEMY U COIEeP-
KHAT TEXHUIECKUI TEKCT.

Kak mmpaBuiio, KOHEYHO, TTMChMa PEIAKTOPY TOJIKHBI COCTABIISATh-
¢4 B KpaTKoi (popMe 1 He OTKIIOHATHCS OT TeMbI. Ecimi mucbMo ITiH-
HOE, TO €CThb PHCK, YTO OHO ITOABEPTHETCS PEIAKTUPOBAHUIO, BIIC-
KyIlIeMy UCKaXXeHNEe er0 OCHOBHBIX ToyioxkeHuit. Ecim Tema mocra-
TOYHO BaXXHasI, Pa3yMHO ITOIIPOCUTH, YTOOBI BCe M3MEHEHUS MU
COKpAIIIeHUs TTPON3BOIMINCH TOJIBKO C COTVIACHS aBTOpa.

Bo3moxxHO 0becrieunTh HAITMOHAIBHBINM MHTEepeC K OOIINM MPO-
6JieMaM, TIPEACTABIISIIONINM OOIIECTBEHHYIO 3HAYNMOCTD, OJ1aroma-
pSI IChbMaM K peIaKTopy, IIPU YCJIOBUM YTO B KAXKIOU ITyOTMKAIIMI
YUHUTHIBAIOTCSI OCOOCHHOCTH COOTBETCTBYIOIINX M3TAHUIA.

[TrceMoO K pemakTopy, OIyOJIMKOBaHHOE B IIEHTPAJIBHOM Tasere,
¢ OOJIBIIION CTEIIEHBIO BEPOSITHOCTH BBI30BET €0 IIMPOKYIO OTJIACKY
¥ ITMPOKUIA OTKJIMK Ha CaMO MMMCHEMO. YUUTHIBAsI 3TO, CJIEAyeT 00ec-
TEYNTh aOCOMIOTHYIO JOCTOBEPHOCTh BCEX M3JIOXKECHHBIX B ITMCHEME
(hakTOB. DTO TaK XK€ BaXXHO, KaK U IMOUIMHHOCTh ITOAITICH B KOHIIE
nmcbMa. [lommuceBaTh MMChMa, TIpeTHa3HAUYCHHEBIE IS ITyOIMKa-
U1, TIPUCBOCHHBEIM MMEHEM HE3TUYHO.



CHAPTER 1
ADVERTINING

UNIT9
ADVANTAGES AND DISADVANTAGES
OF ADVERTISING

Text A

Advertising, as a tool of marketing, is used to increase the sale of goods or
services of an organization. Public relations uses advertising as a tool to help
sell the policies and actions of an organization. Success in marketing is shown
by increased income. Success in public relations, which indirectly affects
the economic success of the organization, is shown by increased public regard
for the organization.

There are five basic types of public relations advertising.

Image-building advertising is designed to convince the public that the
organization is a good citizen and a desirable part of the community.

Financial advertising may be placed to meet SEC requirements or to
convince investors that the company’s management is sound and that the
stock is a good investment.

Public service advertising supplies information that helps or assists the
public in some way.

Advocacy advertising allows an organization to explain its stand on a
particular issue and to try to change public opinion.

Announcement advertising focuses on distributing important news
promptly so that the public has current information.
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O Notes:

SEC = Securities and Exchange Commission — Komuccus 110 11eH-
HBIM OymaraM 1 OupxkeBbIM orepaivsM. HezaBucumoe denepanb-
HOE BEIOMCTBO, cO31aHO B 1934 T. ¢ 1Lie/IbIO peryJupoBaHUs orepa-
Ui ¢ IEHHBIMM OyMaraMu, KOHTPOJIS 3a COOTIONeHUEM 3aKOHOB U
MpaBUJI AEITEIbHOCTY OMPXU 1 (GDUHAHCOBOIO PhIHKA, 3A1LUThl MH-
BECTOPOB OT MOILICHHUYECTBA.

Vocabulary:

advertising — pexkjama

tool — cpencTBo, MyThb, OPyIUE, UHCTPYMEHT

marketing — MapKeTUHT; CObIT

sale — mponaxa

goods (pl.) — ToBap, TOBapHI

increase — yBeJWYMBAaTh, ITOBHIIIAThH

services — yciyru

policy — moimTHKa; JMHHS TTOBEACHMS

success — ycIex

income — 10Xon

indirectly — KOCBEeHHO

affect — oka3bIBaTh BO3IEHCTBUE, BIUSITh

public relations — o611IeCTBEHHBIE OTHOLLIEHUS, CBSI3b C OOIIIECTBEH-
HOCTbBIO

public regard for smb. — oTHoIlIeHHE 0OIIeCTBa K K.-JI.

basic types — OCHOBHbIE BUIbI

image-building advertising — gopmMupoBaHue 6IaTONIPUITHOTO
MMMIXA; MIPEeCTUXKHAS peKiaaMa; IponaraHaucTcKass KaMIaHUs
(pexytaMa 110 CO3MaHUI0 PEeTyTalliy OpraHu3allvK, TapTUX, TTOJTH-
THYECKOMY JIESITEITIO)

financial advertising — (puHaHCOBasg peKyiama; peKjaMa 1o IIpuBJIe-
YEHUIO CIIOHCOPOB

public service advertising — pekjamMa o pacrpocTpaHeHUI0 NH(OP-
MaIliK, MOTYIIEeH 3aMHTepeCcoBaTh HaceJICHUE B TOI M MHOI Mepe;
pekiiaMa TuIla «o0pallieHre K 001leCTBEHHOCTI»

advocacy advertising — pa3bICHUTEILHO-IIPOIIaraHANUCTCKAasT PeK-
JlaMa; peKJiaMa, IoMelaeMasi OpraHu3aus My JUIsl COOOIICHUST O
CBOEH ITO3UIINH, TIPOAYKIIUY U T.II. B CBSI3U C KPUTUKOI OIIpeaeieH-
HOI1 9acTH HaceJICHUs, HAaIlpUMep 9KOJIOTOB

announcement advertising — pekjiama 1o ObICTPOMY pacIpoCTpa-
HEHUIO BaXXHOU MH(MOPMAIIUN B TTOIH3Y (PUPMEI
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be designed — OBITH IpeTHA3HAYCHHBIM
convince — yoexaaTb

a citizen — rpaxxgaHuH

desirable — mpuBIIeKaTeIbHBIN, XXeTaHHBIN
community — oOILeCTBO

place — pa3memmarh

meet requirements — oTBeYaTb TPeOOBAHUSIM
management — IIpaBJICHHE

sound — KpenKuii, 3M0pOBbIi1; 3APaBOMBICIISIIITAI
supply — mpemocTaBiIsITh, 00CCIIEYNBATh

assist — rmomorarb

the stock — doHIBI

a particular issue — OTHETBHBIN BOIIPOC

public opinion — o0IIeCTBeHHOE MHEHNE

focus on smth. — cocpemoraumBath(cs) Ha 4.-]1.
stand — ToYKa 3peHMSI, TTO3UITUS

distribute — pacnpenensaTb

promptly — GBICTPO, HEMEIJICHHO, TOTYAC
current — TeKyIIMUiA, COBPEMEHHBII

Exercises

D

own:

2)

Find the English equivalents in the text. Use them in sentences of your

KOTOPBIA KOCBEHHO BIIMSIET Ha 9KOHOMWYECKHIT yCIieX OpraHu3a-
LMY, TIpeTHa3HayeHa yoeauTh 0OIIeCTBO B TOM, YTO...; peKjiama
MOKET OBITh TIOMEIEeHa; OTBeYaTh TPeOOBAHUSIM; aIMUHHUCTPALIVST
KOMITaHUM; TAeT CBEACHMSI, KOTOPBIE...; OOBSICHUTH CBOIO MTO3UITUIO
10; COCPEAOTOYMBAETCS Ha; OBICTPOE PacIpOCTpPaHEHHME BaXKHBIX
COOOLIEHMI; TeKyluass MHGopMalusl.

Find the words in the text which describe or mean the following:

1. instrument or person or skill that is helpful for doing your job —
2. actorprocess of calling the attention of the public to goods, services
or organizations —

3. smth. that has the result that you intended usually so that it earns
a lot of money, is popular, etc. —

4. facts or details that tell you smth. about a situation, person, event
etc. —
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5. togive smth. such as food, medicine, or information to each person
in a group —

6. the activity of deciding how to advertise a product, what price to
charge for it etc., or the type of job in which you do this —

3) Translate the following word-combinations into Russian. Use them in
sentences of your own:

1. atool of marketing
success in marketing
to do the marketing

2. increased public regard for
increased income

3. public relations advertising
image-building advertising
public service advertising
advocacy advertising
announcement advertising

4. to require (money, patience, time, calmness)
to meet smb.’s requirement
daily requirements

5. to inform smb. about/of smth.
to supply information
to gather information
a piece of information
further/additional information
current information
inside/outside information
for your information

4) Match the words, some of them can be used more than once:

favorable relations
public requirements
to meet information
to supply news
to distribute opinion
social welfare
financialad advancement
structure
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5) Match the words which are close in their meaning:
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promptly position

to design to account for
to focus progress
sound to influence
to explain quickly
success to persuade
stand stable

to convince

to concentrate

to affect

to aim

6) Match the words having the opposite meaning:

to increase

commercial

sale to decrease
success purchase
nonprofit failure

7) Make the words negative by using prefixes (un; in; dis):

regard; desirable; sound; important; applicable; favorable;
competence.

8) Insert prepositions where necessary (in; of; by; for, on):

1. Success public relations, which indirectly affects
the economic success the organization, is

shown increased public regard the organization.

2. Financial advertising may be placed to meet SEC

requirements.

3. Announcement advertising focuses

important news.

distributing

9) Complete the sentences with the following words (supplies; income;
financial; advertising; distributing; the organization; public opinion;
information):

1. Public relations uses

and actions of an organization.
2. Public service advertising
public in some way.

as a tool to help sell the policies

information that helps the
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3. Announcement advertising focuses on important
news promptly.

4. Success in marketing is shown by increased

3. advertising may be placed to convince mvestors that
the company’s management is sound.

6. Success in public relations is shown by increased public regard for

7. Announcement advertising focuses on distributing important news
promptly so that the public has current

8. Advocacy advertising allows an organization to explam its stand
on a particular issue and to try to change

10) Answer the following questions:

1. How is advertising used in public relations?

2. Inwhat way does the success in public relations affect the economic
success of the organization?

‘What are the five types of public relations advertising?

What is image-building advertising designed for?

What can you say about financial advertising?

‘What sort of information does public service advertising supply?
‘What is the purpose of advocacy advertising?

What does announcement advertising focus on?

i A e

11) Explain the following:

Success in public relations, which indirectly affects the economic
success of the organization, is shown by increased public regard for
the organization.

12) Sum up the contents of the text in one or two sentences.

13) Render the following item in English:

Dyuxuuu pexiamot

1. MapkeTtuHroBas (IIpoABMXEHUE TOBapa K MOTPEOUTENIO).

2. WNHdbopmatuBHasg (MHOOPMUPYET MOTpedUTEIEN O TOBapax).

3. DKoHOMUYECKAsT (CTUMYJIUPYET IIPOMAKH).

4. Oo0pazoBaTenabHas (YCKOPSIET TEMITBl HAyYHO-TEXHUIECKOIO IPO-
rpecca).

5. CoumanbHas (aneaaupyeT K o011eueI0BeYeCKUM LIEHHOCTSIM: CO-
XpaHEHHIO OKPYKAFOIIIEH Cpebl, 3I0POBBIO, 3a00Te 0 OJIVIKHIX 1 T.IL.).
6. Tlomuruyeckasi.
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Ob6wue mpebosanus k pexiame

1. Pexsiama poskHa OBITH pacrio3HaBaeMa 0e3 crielMaJbHBIX 3Ha-
HU WM 0e3 TIPUMEHEHNST TEXHUIECKNX CPEICTB.

2. Pexmama Ha Tepputopun Poccuiickoit @enmepaiiny pacpocTpa-
HSIETCS Ha PYCCKOM SI3bIKE U IO YCMOTPEHMIO peKJiamoaaTesield 10-
MOJTHUTEJIPHO Ha TOCYIAapPCTBEHHBIX SI3BIKAX PECITYOJIMK M POTHBIX
sI3bIKax HapomoB Poccuiickoii Penepanmnu.

3. He momyckaeTcsl pekjiama TOBapoOB, 3allpellieHHbIX K MTPOU3BO/I -
CTBY U peajlM3alivu.

4. Pexiama o caMOM peKJiaMojaaresie, He MMEIOIIeM CIeIINaJTbHOTO
paspelreHrs (JIMIIEH3UM) Ha IeATeILHOCTD, HE TOITyCKAeTCs.

5. Pekyiama ToBapoB, Momiexaniux oosizareIbHON cepTUdUKaIu,
JIOJIKHA COMPOBOKIATHCS TOMETKOM «IOUIEXKUT 00s13aTeIbHOM cep-
THDUKALII».

6. Hcronb3oBaHue B peKiaMe 0ObEKTOB MHTEILICKTYaJIbHOM OG-
CTBEHHOCTU JIOMYCKaeTcsl B MOpPsIKe, MPeIyCMOTPEHHOM 3aKOHO-
JaTETbCTBOM.

7. Pexiiama He goJKHA MOOYKAATh IT'paKJ1aH K HACUJINIO, arpeCcCUH,
BO30YXIaTh ITAHUKY, a TAKKE ITOOYXKIATh K OIACHBIM ACHCTBUSIM.
8. Pekiama He noyxHaA MOOYXIaTh K NEUCTBUSIM, HapylIalOUIAM
MPUPOIOOXPAHHOE 3aKOHOAATEIbCTBO.

Text B

The American National Advertisers and Publishers Information Bureau
suggests several characteristics that distinguish public relations advertising.
The following list uses the word “company”, but the concept is applicable to
any organization, including nonprofit, voluntary, and trade groups.

1. It must educate or inform the public regarding the company’s policies,
functions, facilities, objectives, ideals, and standards.

2. It must create a climate of favorable opinion about the company by
stressing the competence of the company’s management, accumulated
scientific knowledge, manufacturing skills, technological progress, and
contribution to social advancement and public welfare.

3. It must build up the investment qualities of the company’s securities
or improve the financial structure of the company.

4. It must sell the company as a good place in which to work, often in a
way designed to appeal to graduates or people with certain skills.
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O Notes:

The American National Advertisers and Publishers Information
Bureau — HaumonanabHoe 010po nHGOpMAaLUM aMEpUKAHCKUX PEK-
JlaMoJaTesie U u3naresieu.

Vocabulary:

distinguish — oTinmyaTh, pa3auyatb

concept — MOHATUE, UOEA

applicable — nmpuMeHUMBIIA

nonprofit — HEKOMMEPUECKH, HePeHTAOETbHBIN, 00IeCTBCHHBIM
voluntary — 100pOBOJIbHBII

trade — TOProBbIil, KOMMEPUYECKUI

regarding — OTHOCUTEIbLHO, KacaTeJbHO

facilities — ycimoBusi, yno0cTBa, CpeacTBa 00CIyKUBAaHUS
objectives — 1ean

create — co3maBaTh

favorable opinion — GylaronpusTHOE MHEHUE

stress — IMOMYEPKUBATh, BBIICISATE

competence — KOMITETEHTHOCTb

manufacturing skills — HaBBIKM TTPOM3BOACTBA
contribution to smth. — BxkJ1ag BO 4.-J1.

social advancement — collMabHBIN IIpOrpece

public welfare — GyrarococrostHue 00IIIeCTBa

build up — cozngaBaTh, MOBBILIATH, HApAILIMBATh
securities — LeHHbIE OymMaru

improve — yay4IiaTh

appeal to smb. — mpuBIeKaTh K.-JI., HDABUTHCS K.-JI., UMIIOHHPO-
BaTh

graduate — BBIITYCKHUK

Exercises

1) Find the English equivalents in the text:

9TO IOHATHE MPUMEHMMO K; MHGOPMUPOBATh OOIECTBEHHOCTD,
MPUHUMAsST BO BHUMaHUE MOJIUTUKY (DUPMBI; CO30aTh KJIMMAT OJia-
TONPUSITHOTO MHEHUS O (hMpMe; BKJIAA B COLMATIBHEIN ITpOTpecc U
6JIarOCOCTOSTHYE HACEJICHUS; YIyJdIaTh (MHAHCOBYIO CTPYKTYPY
(upmBbI.

2) Find the terms in the text which describe or mean the following:
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1. anidea of how smth. is, or how smth. should be done —
2. done willingly, without being forced or without being paid —
3. smth. that you are working hard to achieve —
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4. to recognize or understand the difference between two similar

things, people, etc. —

5. smth. that you give or do in order to help smth. to be successful —
6. condition of having good health, comfortable living and working

conditions, happiness, etc. —

7. views of the public in general —

3) Translate the following words and word-combinations into Russian and

use them in sentences of your own:

1. voluntary organizations
trade organizations

non-governmental organizations

non-profit organizations

2. company’s policies, functions, facilities, objectives, ideals, and

standards

3. build up the investment qualities of the company’s securities

4. designed to appeal to graduates

5. toinvest one’s money (in stocks, in bonds, in land)

the stock is a good investment
investment bank

short-term/long-term investment

investment qualities
investor

6. to sell (dear; cheap; at a loss; well, badly; off, out)

sale of services/goods
goods on sale

cash sale
winter/summer sale

4) Match the words having the opposite meaning:

national to damage
to improve to spend
voluntary negative
favorable poverty

to accumulate global
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welfare forcible

to create to worsen

5) Make up sentences with the following word-combinations and translate
them:

to suggest several characteristics

accumulated scientific knowledge

contribution to social advancement

to build up the investment qualities of the company’s securities
designed to appeal to graduates or people with certain skills

to improve the financial structure of the company

S E L=

6) Complete the sentences with the following words (place; regarding;
distinguish; favorable; applicable):

1. The concept is to any organization.
2. Public relations advertising must sell the company as a good
in which to work.

3. It must create a climate of opinion about the
company.
4. It must educate the public the company’s policy,

functions, facilities, objectives, ideals, and standards.
5. The Bureau suggests several characteristics that
public relations advertising.

7) Complete the following sentences from the text and translate them into
Russian:

1. The American National Advertisers and Publishers Information
Bureau suggests ...

2. It must educate or inform the public regarding ...

3. It must build up the investment qualities ...

4. It must sell the company as a good place ...

8) Insert prepositions where necessary (of; by; with; in; up; about, t0):

1. It must build the investment qualities

the company’s securities.

2. It must create a climate favorable opinion
the company stressing the

competence the company’s management.
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3. It must sell the company as a good place which to
work, often _ a way designed to appeal
graduates or people certain skills.

9) Answer the following questions:

1. What are the characteristics distinguishing public relations advertising?
2. What’s your opinion on them?
3. Can you add any other ideas?

10) Sum up the text in one sentence.

11) Render the following item in English:

OmauqumeasHoiMu Yepmamu peKaamol AGAAIOMCA:

1. HeTMYHOE TpencTaBieHue WHGOpPMALIUK (MCITOIb30BaHUE
CPENCTB peKJIaMbl);

2. TUTaTHOCTh pacipoCcTpaHeHusT MH(popMaInu;

3. 4yeTKOe yKa3aHWe peKjaMoaaTess (3aKka3urkKa);

4. mobyxneHne 00beKTa KOMMYHUKAIIMUA K KOHKPETHBIM JIeii-
CTBUSIM.

OO61re eI peKiIaMbl COBITAAAIOT C MeJIIMA MapKeTHHTA, Ofl-
HaKO KaK 3JIEMEHT CUCTeMbl KOMMYHUKAIIMI peKiiaMa UMEET CBOU
1eJau: MHGOPMUPOBaHNUE, YOeXICHE, HATIOMUHAHUE.

B cBoeii kHure «Pexiiama. Teopust u npaktuka» Y. CoHaumxk,
B. ®paiidykrep u K. PoTmosut mpuBoIsT ClieAyIone OCHOBHBIE 3a-
Jauu PEKJIaMbl;

1) cozmaHue OCBEAOMJIEHHOCTU O CYILIECTBOBAaHUM TOBapa WJu
MapKU;

2) cozpaHue «o0pa3a MapKu» WIU 0J1aronpusiTHON 3MOLIMOHATb-
HOI1 MpenpacoioXXeHHOCTH K MapKe;

3) BHeapeHue MHGMOPMALIUM O BHITOAAX U MPEUMYIIIECTBaX MapKU;

4) yMeHue OTpa3uTh WM MOAOPBaTh YTBEPXKAEHUS KOHKYPEH-
TOB;

5) cIOCOOHOCTh UCIIPABISATh MIPEeBPaTHBIC MIPEICTaBACHUS, pa3-
BESITh HEMPaBUJIbHYIO UH(pOPMALIUIO U YCTPAHATh APYTUe MOMeXu
COBITY;

6) yMeHUE TOOUTHCS IPU3HAHUS CBOMMMU M JIETKOM Y3HaBaeMOC-
T YIIAaKOBKU WA TOPTOBON MapKu;

7) yMeHue co3aaTh 00pa3 hbUpMbl U JOOUTHCS 0JIarOnpUsSITHOTO
OTHOILIEHUS K HEW;
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8) ymMeHue 3aI0KUTh «(yHIAMEHT PEMyTallun» ISl TIOCTIenyIo-
IIIETO BBIXOJIA HA PHIHOK C HOBBIMU MapKaMU WJIA HOBBIMU TOBap-
HBIMU TPYIIIaMU;

9) BHenpeHUE B CO3HaHWE MOTPeOUTENICil YHUKAIBHOTO TOPTO-
BOTO TPEIOKEHUS;

10) moaroToBKa MOTEHIUATBLHBIX TTOTPEOUTENEH K BUSUTY KOM-
MUBOSTKEpA.

Ilo HalmeMy MHECHMUIO, Croda CJI€a0BaJIo OBI I[O6aBI/ITL €1IC TaKu1e
3aga4yu:

® HarnoMuWHaHUue HOTpC6I/ITCI[}O O TOBapeE, COOBITUM M MECTax
Ipozax;

® T[IoAAcpXaHUE B MMaMITU HOTpC6HTCJ’I€I7[ OCBEAOMIIECHHOCTHU
O TOBap€ Ha H€06XOI[I/IMOM YPOBHE.

Text C
Advantages of Advertising

Advertising is paid and controlled mass communication. This means that
the organization completely bypasses the newsroom gatekeepers and places
its messages, exactly as written and formatted, with the medium’s advertising
department. Thus a primary reason for using advertising as a communications
tool is that control of the message remains with the sender.

Some other advantages of advertising are its selectivity and the advertiser’s
control of the impact and timing.

Audience Selection

With advertising, you can reach a very specific audience. For example,
commercials on stations can be find-turned to the audience with litter regard
for any other people. Advertisements in specialized publications can reach
their readers with very little exposure to others. Different ideas can be
conveyed to different groups, and efforts can be concentrated in the most
important areas.

For any public relations program, certain groups or public are more
important than others. Reaching them may be imperative, while reaching
others may be optional. To be sure of reaching your key publics, you can rely
on advertising.

O YVocabulary:
advantages — CUJIBHBIE CTOPOHBI; IPEUMYILECTBA
mass communication — CpeICTBO MacCOBOW KOMMYHMKAIIMU
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bypass — 00X0mHNTh, 00bE3:KaTh; NTHOPUPOBATH

gatekeeper — meH30p

message — COOOIIEHNE; ITOCTaHNe

format — ¢opMaTHpOBaTh; IIPOMU3BOINTH Pa3METKY TEKCTa
medium (pl. media) — cpema; cpencTBo, CIocod

the medium — cpencTBO pacrpocTpaHeHMST peKJIaMbl (HaripuMmep,
pamroCTaHIINS, XXypHall, Ta3eTa)

primary — I1epBOCTEIICHHBIN, IIaBHBINI, TTePBbII

remain — ocTaBaThCs

sender — OTIIPaBUTEIb; SKCITCAUTOP

selectivity — oTOOp; M30MpaTeILHOCTD

impact — Bo3AeiCcTBYE peKiaMbl (Ha ayaUuTOPUIO)

timing — cormacoBaHHOE IEMCTBHE; CPOK, BEIOOP BpeMEHH, pacdeT
BpEeMEHH

audience selection — oT60p/TTOIOOP AyIUTOPUU

commercials — peKJIaMHBIe POJIMKI; peKJIAMHBIE BCTABKH, TIepeaadn
reach — mobmpartbcs 10; IOCTUTATh; OXBaTHIBAaTh, 3aBOSBEIBATH (ayIM-
TOPUIO pEeKJIaMHBIM COOOIIIEHNEM TI0 MEHBIIICH Mepe ONMH pa3 3a
OIIpeNe/ICHHBIN TTepro BpeMEHN)

exposure — BO3IEUCTBHE, KOHTAKT

convey — mepenaBaTh

effort — ycunme

imperative — MUMIICPaTUBHBIN, 00S3aTeIbHBIN, HACTOSITCIIBHBII
optional — HeoOsI3aTeIBHBIN, IPON3BOILHBIN

publics — TpyIIbI ayTuTOPUNA

key — OCHOBHOI4, KJ1I0U€BOI, TJIaBHBIM

rely on smb. — 1oJjaratbcsl Ha K.-J1.; TOBEPSTH K.-JI.

Exercises
1) Find the English equivalents in the text:

IJIATHOE M KOHTPOJIMPYEMOE CPEICTBO CBSI3U; pa3MellaTh CBOM CO-
OOLIEHMSI; OTIEN peKJiaMbl; (O4eHb) CBoeoOpa3Hasl ayauTopusl; 3a-
BOEBaTh, OXBATUThH aydUTOPHIO.

2) Find the words in the text which describe or mean the following:

1. ways of sending information, such as using radio, television, or
computers —
2. an individual who controls the flow of information —
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3. ameasure of the degree to which a receiver differentiates between

signals from two or more broadcast stations —

4. the time, day, etc. when smb. does smth., especially when you are

considering how appropriate this is —

5. to arrange a book, page, etc. according to a particular design or

plan; to layout a document to be printed —
6. to be seen or heard by the audience —

7. if smth. is unimportant, you do not have to do it or use it, but you
can choose to if you want to —

8. extremely important, necessary and urgent —

3) Translate the following word-combinations into Russian. Use them in

sentences of your own:

to bypass the newsroom gatekeepers —

written and formatted message —
a primary reason for —

a communications tool —

control remains with the sender —

the advertiser’s control of the impact and timing —
commercials can be fine-turned to the audience —
with little regard for any other people —

4) Match the words which are close in their meaning:

primary necessary

to remain to win

to reach to stay behind
key important
different voluntary
optional various
imperative main

5) Match the words having the opposite meaning:

imperative worthless
paid to distrust
to expose partially

important voluntary
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to rely on to be doubtful
to be sure of roughly
completely to conceal
exactly free

6) Insert prepositions where necessary (with; in):

1. The organization places its messages the medium’s

advertising department.

2. Control of the message remains the sender.

3. advertising you can reach avery specific

audience.

4. Advertisements specialized publications can reach
their readers very little exposure to others.

7) Complete the sentences with the following words (advantages; reach;
exposure; advertising; imperative; publics;, commercials):

8)

1. is paid and controlled mass communication.

2. Some other of advertising are its selectivity and the
advertiser’s control of the impact and timing.

3. With advertising, you can a very specific audience.
4, on stations can be fine-turned to the audience with
little regard for other people.

5. To be sure of reaching your key , you can rely on
advertising.

6. Reaching certain groups or publics may be

7. Advertisements in specialized publications can reach thelr readers
with very little to others.

Complete the following sentences from the text and translate them into

Russian:

9

Advertising is paid and...

Thus a primary reason for using advertising...

For example, commercials on stations can be fine-tuned to...
Different ideas can be conveyed to...

Reaching them may be imperative, while...

Nk wD =

Make up questions for these answers:

1. ? Advertising is paid and controlled mass
communication.
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2. ? A primary reason for using advertising
as a communications tool is that control of the message remains with
the sender.

3. ? Some other advantages of advertising
are its selectivity and the advertiser’s control of the impact and timing.
4. ? Advertisements in specialized publi-
cations can reach their readers with very little exposure to others.

5. ? To be sure of reaching your key pub-

lics, you can rely advertising.

10) Explain the following:

1. With advertising, you can reach a very specific audience.
2. For any public relations program, certain groups or publics are
more important than others.

11) Explain the grammatical structure of the sentence. Write down two
sentences of your own with the same form:

With advertising, you can reach a very specific audience.

12) Develop the idea of audience selection, begin with the sentence. Use no
more than 80 words:

With advertising, you can reach a very specific audience.
13) Sum up the contents of the text in one sentence.

14) Render the following item in English:

K ocnoenvim NPUHUUNAM PEeKAAMbl MOMCHO OmHecmu.

Ilpunyun nosmopenus — XOpoIlIO 3allOMUHAETCsl Ta UHMOpMa-
us1, KOTopasl TIOBTOPSIETCS; MHOTOKPATHOE ITOBTOPEHME COOOIIE-
HUS aTanTUupyeT K HeMy IICUXHMKY YeJIoBeKa, DOpMUPYET y HETO Tpe-
OyeMble HAKJIOHHOCTH K JIENCTBUIO.

Ilpunyun nenpepvigHoeo ycuaus — TOCTeTIEHHOE HapalllBaHUE
YCUJIMIA B PEKJIAMHOM COOOILIEHUY MOJOXUTEbHO BOCIIPUHUMAET-
¢ moabMU. YeToBeUeCKMiT CEHCOPHBIN ammapaT IIPOTUBUATCS pe3-
KHM BCIUIeCKaM MH(bOPMAaLINH.

Pexaama kax hopma naamnoii u auunoli KoMMyHUKaUUU

Cne)lyeT MMCETDb B BUAY, YTO pEKJIaMa ABJIACTCA TJIATHOW W JINY-
HOCTD IJIaTC/IbIIMKA M3BCCTHA. XOpO]_[IO 9TO WJIM IJIOXO, HO, CTall-
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KUBasICh C OOBSIBJIEHUEM, MBI Cpa3y y3HaeM, KTO UMEHHO ITbITAeTCs
MpoAaTh HaM TOBap UM yciyry. I camo coboit pazymeeTcs, UTo peK-
JlaMOJIaTe]Tb OTLIATUJI BPeMsI U MECTO, MCITOJIb30BaHHBIE TSI OTKPBI-
TO MOMBITKU YroBOpUTh Hac. (Ecu yuecTb, YTO HEKOTOpbIE Bedy-
1ye pexjamoaare M TpaTaT 10 600 MJIH JOJUI. €XeroaHO, CTaHeT
TOHSITHEE, HACKOJIBKO CEPbe3Ha FOHKA 3a YCKOJIb3aloUIMMU TTOTpe-
OUTEISIMU.)

Text D
Control of the Message

Gatekeepers frequently alter or truncate the news or features they receive.
Smth. the changes do little harm, but occasionally the blue pencil ruins an
idea or eliminates an important point. Your communications plan may involve
informing the public about subject A before you say anything about subject B,
but if a gatekeeper changes the order or eliminates one story, the sequence is
destroyed. With advertising, however, you can be sure that your message is
reproduced in the exact words you choose and in the sequence you have
planned.

Control of Impact

‘With advertising, you can make your messages as big, frequent, and powerful
as you choose. The gatekeeper may think your message is worth a 4-inch space
on page 9, but if you think it deserves major treatment, you can buy a whole
page. And if you want the idea repeated, you can buy as many ads as the budget
permits. The broadcast media present similar problems and opportunities. Your
news item or features idea may not be used — or, if used, may be cut to a few
words — but your advertisement will be used without alteration.

Control of Timing

If timing is an important factor, advertising can guarantee that your
message will be timely. Prompt response to a public issue, a fixed sequence
of message, continuity of communication — all can be maintained through
advertising. To the gatekeeper, your message may be just as usable on Tuesday
as on Wednesday; but for your purpose, Tuesday may be a day too early or
Wednesday a day too late. You can’t be sure unless you pay for it. To a magazine
editor, May can be as timely as June, but to you, May can be premature. If
you want your message presented in June, you can guarantee the date by
buying an advertisement.
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O YVocabulary:

alter — MeHSTb, UBMEHSITh

alteration — M3MeHEHUE

truncate (the news) — KCHoJb30BaTh YACTh 1IEJOr0 (HOBOCTEM, CO-
00IIIeHMSI ), COKpalllaTh

do harm — HaHOCUTb Bpes,

feature — 3aHMMaTeIbHAS CTaThsl; 3aHUMATEJbHbBIN 0YepK; pyOpHrKa
(B razeTe WIM XypHale)

eliminate — yHUYTOXMUTb, pa3pyLIUTh, OTMEHUTD

sequence — MOCJIEAOBATEIBHOCTD, ITOPSIIOK

frequent — 4acTblii, TEPUOAUYHBIA

treatment — oOpallieHue, 00XOXIEeHNE; TPAKTOBKA, MOAXOL,
be worth — cTouthb

ads = advertisements — pekiaMHbIe OObSIBIEHUS

item — ra3eTHasl 3aMeTKa, CTaThsI

deserve — 3aciykuBaTh

permit — Mo3BOJISATH

present problems — npeacTaBasITh COO0I MPoOIeMBbI

cut to — cokpaniaTh, ype3aTh 10

timely — cBOeBpeMEHHBII

prompt response to — OBICTPBII OTBET Ha

issue — mpobyemMa, BOIIpoC

fixed — HEM3MEHHBIN, YCTAaHOBJIEHHbIN, TTOCTOSTHHBIN
continuity — IMmociaeao0BaTeIbHOCTb, HEIPEPHIBHOCTD, IIPEEMCTBEH-
HOCTb

maintain — MoJaAepXX1BaTh, COXPaHSITh

purpose — IeJb

unless — eciu He

editor — pemakTop

premature — TIpexneBpeMeHHBII

guarantee — rapaHTHpPOBaTh, OOECIIEYBATh

present a message — 31I. IOMECTUTh COOOIIeHIE

Exercises

1) Find the English equivalents in the text. Use them in sentences of your

own:

M3MEHATh MJIM WCIOJIb30BaTh YACTh COOOIIEHNS; IIPUIUHSITE He-
OOJIBLION BpeI; MOCIEI0BATEILHOCTD HApYIeHa; Tak, Kak BaM aTo
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HAIlO; CTOJIbKO OOBSIBICHUI, CKOJBKO ITO3BOJISIET OIOIKET; MOXKET
OBITh COKpAIIICHO JO HECKOJIBKUX CJIOB; OBICTPBII OTBET Ha; MOXET
OBITH IIPEXKICBPEMEHHBIM; MOXKHO YCTAaHOBUTD JIATy BBIXOAA, KYIIUB.

2) Find the words in the text which describe or mean the following:

1. the removal or destruction of smth. —

2. apiece of writing about a subject in a newspaper or a magazine, or
a special treatment of a subject on television or the radio —

3. aspoken or written piece of information that you send to another
person —

4. aplan of how a person or organization will spend the money that
is available in a particular period of time, or the money itself —

5. to change, or to make smb. or smth. change —

6. the order that events or actions happen in, or are supposed to
happen in —

7. to make it certain that smth. will happen —

8. to include smth. as a necessary part or result —

3) Translate the following word-combinations into Russian and use them
in sentences of your own:

1. to alter smth. or smb.
without alteration
to make alterations

2. to leave a message for smb.
to take a message for smb.
to send a message to smb.
to get the message
a messenger
a bike-messenger
to blame the messenger

3. frequent
a frequent visitor
to frequent (usually passive)
the hotel is frequented by...
frequently
frequency

4. means of communication
communication skills
to be communication with smb.
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a communications plan
a communications satellite

4) Translate the following sentences into Russian:

1. Gatekeepers frequently alter or truncate the news or features they
receive.

2. With advertising, you can make your messages as big, frequent and
powerful as you choose.

3. If you want the idea repeated, you can buy as many ads as the
budget permits.

4. Iftimingis an important factor, advertising can guarantee that your
message will be timely.

5. You can’t be sure unless you pay for it.

5) Match the words which are close in their meaning:

frequently to remove

to alter to be worthy of
harm alike
occasionally to submit

to eliminate appropriate

to deserve regularly

to guarantee from time to time
similar to secure

timely wrong

to present to change

6) Match the words having the opposite meaning:

prompt overdue
powerful to refuse

to maintain incorrect

to involve impotent
harm to exclude
major mess
premature insignificant
to permit to neglect




UNIT 9. ADVANTAGES AND DISADVANTAGES OF ADVERTISING 131

7)

8)

9

order tardy

exact good

Make up 5 questions to the text, beginning with:

why; what; where; how,; when.

Insert prepositions where necessary (fo; in; by; without):

1. You can be sure that your message is reproduced the

exact words you choose and the sequence you have

planned.

2. Your item news may be cut a few words.

3. The broadcast media present similar problems and

opportunities.

4. Your news item or feature idea may or may not be used — but your

advertisement will be used alteration.

5. If you want your message presented in June, you can guarantee

the date buying an advertisement.

Complete the sentences from the text with the following words
(gatekeeper; message; eliminates; guarantee; ads; present):

1. ... occasionally the blue pencil ruins an idea or an

important point.

2. Ifa changes the order or eliminates one story, the

sequence is destroyed.

3. Ifyou think your deserves major treatment, you can

buy a whole page.
4. If you want the idea repeated, you can buy as many
as the budget permits.

5. The broadcast media similar problems and
opportunities.
6. Iftiming is an important factor, advertising can that

your massage will be timely.

10) Can you explain the following?

1. With advertising, you can make your massage as big, frequent, and
powerful as you choose.

2. Iftimingis an important factor, advertising can guarantee that your
message will be timely.
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11) Agree or disagree:

1. The broadcast media present similar problems and opportunities.
2. Prompt response to a public issue, a fixed sequence of message,
continuity of communication — all can be maintained through
advertising.

12) Give the main idea of the text in one sentence.

13) Develop the following statement in writing. Use no more than 80 words:

With advertising, you can be sure that you message is reproduced in
the exact words you choose and in the sequence you have planned.

14) Render the following text in English:

BaxkHbIM acrieKTOM peKJIaMHOM NIESTEIbHOCTH U 3aJI0TOM €€ yC-
rexa SIBJISIeTCST TIpaBMWJIbHOE TTO3UIIMOHMPOBAHKME PEKIaMUPYEMOTO
TOBapa Ha pbIHKE, T.e. 00eCIIeYeHe eMy He BBI3bIBAIOIIEIO COMHE-
HUSI, Y€TKO OTJIMYHOTO OT IPYTUX, KeJIaTeILHOTO MECTa Ha PhIHKE U
B CO3HAHUM 1IEJIEBBIX TTOTPEOUTETICH.

W3BecTHbIi pexitaMucT HaBun Orunsu nucant: «Pe3yabraTsl Ba-
11l KaMIIaHWU B MEHBIILIECH CTEIEeHU 3aBUCST OT TOro, Kak Haruca-
Ha pekjiamMa, 4eM OT TOTO, KaK IO3ULIMOHNPOBAaH TOBap».

Tlo3uyus evibupaemes u popmupyemes Ha basze yuema cAeo0yrRUUX
OCHOBHbIX ee I1eMeHMO08:

1) BbIrOBI KJIMEHTA, T.€. SMOLMOHAJIBHON MPUYUHBI IS TTOKYII-
KJ JaHHOTO TOBapa JaHHOU (DUPMBI;

2) meJIeBOro PhIHKA — YETKO OIIpeAesIeHHBIX, Han0oJIee BHITOI-
HBIX JUTsT (GDUPMBI TTOTEHIIMAIBHBIX TTOKYTATENei;

3) KOHKYPEHTOB — BCeX MPETEHIYIOIINX Ha 3aBOCBaHME AOJIH 11e-
JIEBOTO PBIHKA (DPUPMEL.

Ilpu no3uyuonuposanuu mocym 0vims UCHOAB308AHBL 08a NOOX00aA:

1) mpencTaBUTh TOBap Kak ellle OAWH B PSIy MpeaaraeMbiX TO-
BapoB. B 3ToM ciiyyae OCHOBHOI aKkIIEHT CJIeAyeT JAejiaTh Ha peKia-
Me, 0a3upyIoLIUICS Ha SGMOLIMOHAJIbBHOM BO3JEUCTBUM;

2) MIpeAcTaBUTh TOBAp KaK HOBUHKY, MPUHIMITHAIBHO OTJIMYA-
OIIYIOCSI OT TOBApOB JAHHOI I'PYIITHI (ITO OMHOMY WJIW PSLy Tlapa-
MeTpoB). 3aech 6osee 3(h(PeKTUBHBI APTYMEHTHI PaLIMOHAJIBHOTO Xa-
pakTepa.
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Text E

Disadvantages of Advertising

Although institutional advertising can be effective in getting key messages
to specific audiences, there are some disadvantages.

Cost

Paid space is expensive. Ads in multiple media outlets, which are necessary
for message penetration, can cost thousands of dollars in the trade press and
millions in the consumer press. The most extreme example is the annual
Super Bowl football game, during which a 30-second television commercial
costs about $900,000.

The high cost of buying space for advertising has led many companies to
shift more of their marketing communications budgets to product publicity,
direct mail, and telemarketing.

O Notes:
Super Bowl — Cyrniepky0oK (BCTpeua KOMaHA-Mo0eIUTEeIbHULL aMe-
puKaHcKoro ¢yroosa HarroHanbHoM 1 AMeprMKaHCKOM KOH(bepeH-
1M TTocyie oKoHYaHus ce3oHa). Mrpel Ha CynepKyOoK MpOBOASTCS
c1967r

O YVocabulary:
disadvantages — ciabble CTOPOHbI, HEIOCTATKU
institutional — Ka3eHHBINA, CKYYHbIN, XOJOIHBIA
paid space — ortaueHHoe MecTo (B CMMH)
multiple — MHOXECTBEHHBI, MHOTOKPATHBIA, MHOTOYMCIEHHbIA
outlet — peIHOK COBITA, pHIHOYHBIN KaHaJ, KaHAJ peaan3alun
penetration — MPOHUKHOBEHUE
consumer — IOTPEOUTENb
annual — eXXeroaHbIi
to shift — mepenBUMHYTH, CMECTUTh, CABUHYTH, IIEPEMECTUTD
product publicity — mpormaranga ToBapa
direct mail — mpsiMas MOYTOBAsT PacChUIKA PEKJIaMbl, TUPEKT-ME
telemarketing — TeeMapKeTHHT, Tele(OHHBI MapKETUHT

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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HEIOCTaTKU peKaaMbl; JeMCTBEHHbIN; BaXKHbIE COOOIIECHUS; TUIaT-
HOE MECTO; eXXerogHbIi PyTo0oabHbIN MaTd Ha CymnepKyOoK; Tee-
BU3MOHHBIN PEKJIAMHBIN POJIHK.

2) Find the words in the text which describe or mean the following:

1. the member or type of people who regularly watch or listen to
a particular program —

2. happening once a year —

3. particular, or detailed, or exact —

4. smth. that is not favorable or that causes problems —

5. toenter smth. or pass through it, especially when this is difficult —

3) Translate the following words and word-combinations into Russian. Use
them in sentences of your own:

4

5)

specific audience —

multiple media outlet —

message penetration —

trade press —

consumer press —

a 30-second television commercial —
product publicity —

direct mail —

telemarketing —

Match the words which are close in their meaning:

specific to get through
expensive to purchase
trade particular

to penetrate business

to shift costly

to buy to change

Match the words having opposite meaning:

specific cheap

expensive to remain

trade entertainment
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6)

to penetrate to sell
to shift indefinite
to buy to ricochet

Complete the following sentences from the text and translate them into

Russian:

1.
2.
3.

7)

8)
9

Paid space is
Ads in multiple media outlet can cost
The high cost of buying space for advertising has led

Write down the questions to the following answers:

1. ? Although institutional advertising can
be affective in getting key messages to specific audiences, there are
some disadvantages.

2. ? Paid space is expensive.

3. ? Ads in multiple media outlets are
necessary for message penetration.

4. ? Ads in multiple media outlets can cost

thousands of dollars in the trade press and millions of dollars in the
consumer press.

5. ? The most extreme example is the
annual Super Bowl football game, during which a 30-second television
commercial costs about $900,000.

Give the main idea of the text in one sentence.

Render the following item in English:

[NosurmoHnpoBaHue AaeT BO3MOXHOCTh ONTUMAIBHOTO BHIOO-
pa Takoro BaXKHOTO 3JIEMEHTa JII0OOH peKiaMoii aKIUu, KaK YHU-
KanbHOe ToproBoe npemnoxenue (YTII).

YTII — opurvHaabHbIN MPU3bIB, BbIACSIONIMI TOBAp U3 psiga
eMy ITOI0OHBIX ¥ TTOOYKIAIOIINIA TTOTPEOUTEIST peKIaMbl OCYIIIECTB-
JISITb HY>KHbI€ PEKJIAMOJATETIO NeHCTBUSI.

K. PuBc nomuepkuBaj BaXXHOCTb BbIAEIEHUSI OAHON CUIbHOM
TeMbl KAMIIAHUU Y MOCJIEIYIOLIETO MTOBTOPEHUS €€ Ha BCEM MPOTSI-
KeHUW KaMITaHUM. DTa cuiibHas Tema u ecTb YTTI. YroMsaHyThIi
M3BECTHBIA aMEPUKAHCKUIMA PEKJIAMUCT OTMEYAET, UYTO «IIPEIJIOXKE-
HHE TOJDKHO OBITh TAKUM, KaKOTO KOHKYPEHT JIM00 He MOXKET JIaTh,
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JIM00 TIpocTo He BhiaBUraeT. OHO ITOKHO OBITh YHUKATBHBIM. Ero
YHUKAJIBHOCTh MOXET CBSI3BIBATHCS C YHUKAJIBHOCTHIO TOBapa, HO
3HAYUTEJBbHO Yallle ¢ YTBEPXKICHUEM, KOTOPOTO ellle He JaBajd B
JaHHoO# cepe pexkinambl». OH roBopu, 4To YTII — 3T0 riaBHOe
TOJIOXKUTEJIEHOE OTJIMYME TOBapa HaIlleTo peKIaMOIAaTeNIsl OT KOH-
Kypupytomux. [IpemioxeHue Kak Obl TOBOPUT KaXKIOMY OTAEIHHO-
My yuTaTemio: «Kyrnu uMeHHO 3TOT ToBap M MOJIYUYUIIb 3Ty CIELN-
(bruecKyIo BBITOIY».

IMo namremy mMHenuio, YTTI, Kak mpaBuiio, JODKHO BBIpaXkaTh
¥ IOBOIUTH OO MOTCHIIMAIBHOTO MOTPEONTEIIS TO3UITNIO (PUPMBI
W/WIU TOBapa.

Kak n3BectHO, a3(ppekTrBHOE peKIaMHOE 0OpaIlIEHUE TOIKHO:

1) mpuBJeKaTh M yAepKMBaTh BHUMaHME 1IEJIEBOI ayIUTOPHUU;

2) IpSIMO WJIM KOCBEHHO JOHOCHUTB JI0 ayTUTOPUM HEOOXOIMMOE
TIPEICTaBIEHUE O MPEAMETE PEKIAMBI;

3) BBI3bIBATh MOJOXUTEIBbHYIO OTBETHYIO PEAKIIUIO.

J1s1 AOCTIDKEHUS 3TUX 1iesieil pa3paboTaHbl pa3InyHbIe MOAEIU
PEKJIIAMHOTO BO3IEUCTBUS Ha OOBEKTH pekiiaMbl. C Hallleil TOUKU
3peHMs1, HanboJiee ynauHoii saeisieTcs cxema-dopmyaa AIDA, cMmbic
KOTOPOU 3aKJIF0UAETCs B TOM, YTO JUISI JOCTVKEHUST PeKJIaMHBIX 11e-
JIell y 00beKTa peKiIaMbl HEOOXOMUMO ITOCIeAOBATEIbHO chOpMU-
pOBaTh CJEIYIOIIUE PEaKIN:

1. Buumanue (ATTENTION) — npuBjiecus BHUMaHUE K PEKIIAM-
HOMY COOOIIEHUIO U TIPEIMETY PEKJIaMBbl.

2. Humepec (INTEREST) — npoOyauTe uHTEpeC K MHGbOpMa-
LIMU, COAEpXKAIIUICI B COODILIEHUU.

3. XKenanue (DESIRE) — BbI3BaTh kejaHUE MOCAEI0BaTh COBE-
Ty PEeKJIaMBI.

4. NMeiicmeue (ACTION) — nmoOynuThb K AEHCTBUIO B MHTEPECax
pekiamMonares.

[1nanupys pekiiamMHy10 paboTy, HEOOXOAMMO MTOMHUTb, UTO BCE
peKJIaMHbIe BO3JEHCTBUST TOJZKHBI OCYIIECTBIISITBCS C YIETOM Tpe-
OOBaHMI JAHHOW CXEMBI.

Text F
Credibility

Public relations executives are fond of saying, “Advertising raises
awareness, but publicity published as news stories creates credibility”.
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Because they are controlled messages, advertisements are generally less
believable than publicity that appears in the news columns or on broadcast
news shows. The public perceives that news reports have more credibility
because purportedly objective journalists, who are independent of the
organization, have evaluated the information on the basis of truth and
accuracy.

Indeed, a major value of publicity is the concept that a third party, the
medium, has endorsed the information by printing or broadcasting it.
Advertisements have no such third-party endorsement because anyone with
enough money can place an advertisement, provided that it meets the
acceptance standards of the medium.

O Vocabulary:
credibility — moBepue; TOCTOBEPHOCTD; PEITyTaLIMS
be fond of smb., smth. — 1r00UTH K.-JI., 4.-1I.
publicity — mpomnaraHaa, pekjiamMa, rJJaCHOCTb
awareness — OCBEIOMJICHHOCTh, 3HaHHUE
news story — raseTHoe cooOIIeHne; MHGOPMAITMOHHBIN MaTepra
news column — pasmen HoBocTeit; pyOpuKa, KOJTOHKA
broadcast — BemaTh; pacIpoOCTpaHsITh, BECTU panuornepenady
news show — TporpaMMa HOBOCTEi1; HOBOCTHU
perceive — ITOHMMAaTh; YyBCTBOBATh, OIIYIIATh
news report — ra3eTHoOe COOOIIeHNE
purportedly — HaMepeHHO, C 1LIeJIbI0, HAPOYHO
objective — 0OBEKTUBHBIN
evaluate — OIICHUTH
truth — npaBaa; ucTuHa
accuracy — TOYHOCTb, ITPAaBWJIbHOCTb; TIIATEIbHOCTD
major — KpYITHBII; IJIaBHbII, OCHOBHOI
the medium — cpeacTBO pacIpocTpaHEeHNS PeKJIaMbl, HOCUTEIh PEK-
JTaMBI (HarpuMep, BelllaTeJTbHast CTAHIIMsI, Ta3eTa)
endorse — MOATBEPAUTH, ONOOPUTD; YTBEPANUTD
endorsement — omoOpeHUe, OATBEPXKICHIE
provided that — mpu yciaoBUM, 4TO
meet — yIOBJIETBOPATH, OTBEYATh
standards — HOpMBbI, CTaHAAPTHI
acceptance — NMPUHSATHE, ONOOPEHUE; IPUEMKa; aKIIeNT
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Exercises

D

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

CITEIIMAINCT 10 MAOJUK PWICHIITH3; CO3AaBaTh PEIyTalluio; MEHEee
JIOCTOBEPHBII; 00BEKTUBHEIN XXYPHAINCT; HA OCHOBE U.-JI.; TIOATBEP-
IUTH JOCTOBEPHOCTh MH(POPMAIINN; TIOMECTUTh pEKIaMHOE OOBSIB-
JIEHHE; TIPH YCJIOBUM, YTO; OTBEYaTh HOPMaM IPHUEMIEMOCTH.

Find the words in the text which describe or mean the following:

1. smb. who managers others in an organization, especially a business
or company, or helps decide what the organization will do —

2. the business of making sure that people know about a new product,
movie etc., or about what a particular famous person is doing —

3. the quality of deserving to be believed and trusted —

4. to say in an advertisement that other people should buy particular
product —

5. alevel of quality, skill, ability, or achievement by which smb. or
smth. is judged, that is considered to be necessary or acceptable in a
particular situation —

Translate the following word-combinations into Russian and use them

in sentences of your own:

4

1. to set new standard for smth.
to maintain high standards of smth.
to be up to standard
to meet a standard
to raise/to lower a standard

2. above/below standard
a major value of publicity
a publicity campaign

Match the words which are close in their meaning:
to believe idea

credibility to approve
objective to trust

to endorse free
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5)

6)

concept confidence
independent disinterested
Match the words having the opposite meaning:
to believe to ban
credibility percept
objective biased

to endorse subordinate
concept to doubt
independent mistrust

Complete the sentences from the text with the following words (¢ruth;

publicity; endorsement; concept; credibility; independent):

7

8)

1. Advertising raises awareness, but publicity published as news stories
creates .

2. Advertisements are usually less believable than that
appears in the news columns.

3. Purportedly objective journalists... have evaluated the information

on the basis of and accuracy.

4. Purportedly objective journalists...are __ of the
organization.

5. A major value of publicity is the that a third party, the
medium, has endorsed the information by printing or broadcasting it.
6. Advertisements have no such third-party because

anyone with enough money can place an advertisement.

Insert prepositions where necessary (by; with; on; of):

1. A major value of publicity is the concept that a third party has
endorsed the information printing or broadcasting it.
2. Public relations executives are fond saying it.

3. Purportedly objective journalists are independent the
organization.

4. They have evaluated the information

the basis of truth and accuracy.

5. Anyone enough money can place an advertisement.

Make up 5 questions to the text.
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9) Can you explain the following?

Because they are controlled messages, advertisements are generally
less believable than publicity that appears in the news columns or on
broadcast news shows.

10) Give the main idea of the text in one sentence.

11) Render the following item in English:

HenocToBepHoii siBAsieTCs pekjiama, B KOTOPOU MPUCYTCTBYIOT
HE COOTBETCTBYIOIIUE AEUCTBUTEIBHOCTU CBEICHUSI B OTHOIIEHUU:

® TaKMX XapaKTepUCTUK TOBapa, Kak Mpupoaa, COCTaB, CIIocod
M 1aTa U3rOTOBJIEHMS, HA3HAYEHUE, TOTPEOUTENbCKUE CBOMCTBA, YC-
JIOBUSI IPUMEHEHUS, 3HAKM COOTBETCTBUS TOCYTAPCTBEHHBIM CTaH-
JlapTaM, MECTO TIPOUCXOXICHUS;

® HaJIMYUS TOBApA HA PBIHKE;

® CTOMMOCTHM TOBapa Ha MOMEHT PACIIPOCTPAHEHUS;

® J0CTaBKM, OOMEHa, BO3Bpara, peMOHTA TOBapa;

® rapaHTUMHBIX 00S13aTEIbCTB, CPOKA CITY>KOBI;

® JCIIOJIb30BaHUS TEPMUHOB B IIPEBOCXOHOM CTENIEHU, B TOM
YUCJIe TTyTEM YIIOTPEOJIEHUSI CIIOB «CaMblil», «TOJIbKO», «JTyUIlIUi»,
«abCOMIOTHBIN» , «€IMHCTBEHHBI» U T.11., €CJIN X HEBO3MOXKHO TTOJI-
TBEPAUTH TOKYMEHTAJIBHO,

® CChUJIOK Ha KaKue-TM00 rapaHTUM MOTPEOUTEIO peKJIaMUPY-
€MBbIX TOBapOB.

HenocTtoBepHasi pexjiama He AOyCKaeTcs.

Text G

Timing and Context

“Let’s run an ad in the newspaper” is a frequent reaction to a crisis. This
approach has one major fault. It is usually too late.

This is particularly true when the crisis has already been reported by the
media and the public has already developed strong opinions on the subject.
For example, an organization accused of wrongdoing rarely does a good job
of defending itself by spending a lot of money on advertisements denying
responsibility.

After the Valdez oil spill in Alaska, Exxon placed several ads defending
itself against charges of doing too little to contain the oil spill, but the public
perceived the ads as insincere.
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O Notes:

the Valdez oil spill in Alaska — ogHa 13 KpyITHEUIIINX 9KOJIOTUTICCKIX
KatacTpod — aBapus He(pTeHAJIMBHOTO cynepTaHKepa «DKCoH Ba-
mu3» (Exxon Valdez) kommanuu «Dkcon» (Exxon Corp.) 24 mapra
1986 . y 6eperoB 3anuBa [IpunHc-Yunbsm (Prince William Sound)
Hemajaeko oT mopra Banmms Ha Assicke. M3 mycTepH TaHKepa BbI-
TeKJ10 41,6 MIIH IMTPOB He(PTH, KOTOPAast yHUUYTOXKMIIA BCE XKMBOE Ha
COTHH KMJIOMETPOB BOKPYT.

O Vocabulary:
context — comep:KaHUEe, KOHTEKCT
approach — momxon
fault — HemocTaToK; OIMIMOKa, IIpoMax
develop opinions on smth. — cocTaBJISITH MHEHUS O Y.-JI.
accuse smb. of smth. — 0OBUHSATH K.-JI. B 4.-JI.
wrongdoing — mpaBoHapYyIICHHE
rarely — penko
defend — 3amummars
deny — oTpuIIaTh, OTKA3bIBATHCS, OTIAPATHCS
responsibility — oTBeTCTBEHHOCTD
place an ad/run an ad — MoMeCTUTb OOBSIBIICHIE
charge — oOBMHEHME
contain — yKpoIlaTh; CAEPKUBATh (OT PacIpOCTPaHCHMS)
oil spill — pa3nuB HehTH
insincere — HEMCKPEHHUI

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

ITIOMECTUTD O6’B$[BJ'ICHI/IC; COCTaBUTb MHCHHE O; KpyITHasd OHJI/I6Ka;
OOBUHMUTH K.-JI. B Y.-JI.; TpaTUTb J€HbI'M HA, OTKA3bIBATbCA OT HECC-
HMA OTBETCTBCHHOCTU.

2) Find the words in the text which describe or mean the following:

1. a method of doing smth. or dealing with a problem —

2. smth. that smb. should be blamed for, if smth. bad has happened
because they made a mistake or failed to do smth. —

3. based on facts, and not imagined or invented —
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4. not often —

5. to use arguments to protect smth. or smb. from criticism, or to
prove that smth. is right —

6. a written or spoken statement blaming smb. for doing smth. bad
orillegal —

7. to stop smth. from spreading or escaping —

8. to notice smth., especially smth. that is difficult to notice; to
become aware of smth. —

3) Translate the following words and word-combinations into Russian:

a frequent reaction to —

it’s usually too late —

the crisis has already been reported —
to develop strong opinions on —

to accuse smb. of —

to do a good job of —

to deny smth. —

to run/to place an ad —

to perceive smth./smb. as —

4) Match the words:

to do responsibility
to run a good job

to develop of wrongdoing
to deny strong opinions
to accuse an ad

5) Match the words which are close in their meaning:

frequent to charge
to develop repeated
to accuse authority
to defend to work out
sincere to protect
responsibility genuine

6) Match the words having the opposite meaning:
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to develop to attack
to accuse immunity
to defend dishonest
sincere rare
responsibility to praise
frequent to confine

7) Complete the following sentences from the text and translate them:

1. The approach has one major fault:
2. This is particularly true when the crisis has already been reporter

by .

3. is a frequent reaction to the crisis.

4, by spending a lot of money on advertisements
denying responsibility.

S. , but the public perceived the ads as insincere.

8) Insert prepositions (on; of; by, in; for):

1. Let’s run an ad the newspaper.

2. example, an organization accused

wrongdoing rarely does a goodjob

__________ spending a lot money

advertisements denying responsibility.

3. This is particularly true when the crisis has already been reported
the media and the public has already developed strong

opinions the subject.

9) Answer the following question:

1. How do people frequently reach to a crisis? Why is this approach
wrong?

2. Can you prove that it is usually too late?

3. What do you know about the Valdez oil spill in Alaska?

10) Agree or disagree:

This approach has one major fault. It is usually too late.

11) Give the main idea of the text in one sentence.
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12) Render the following text in English:

Tenepsp, koraa Bel chOpMUPOBAIM CBOE MHEHUE O TOM, UTO Balll
TOBap YHUKAJIEH, OTIPENE/IVIIA, KOMY OH alpecoBaH, U YTO BbI JIy4-
1Ie, YeM Ballld KOHKYPEHThI, [TOAyMaiiTe 0 TOM, YTOOBI Ballla peK-
JlaMHasl IesITeJIbHOCTh HE CMOIJIa HaBpeIUTh BaM U BallleMy YHU-
KaJbHOMY ToproBoMy mpemioxeHuto (YTII).

OcHOBHbIE MpaBWIa PeKJIAMHON AeSITEIbHOCTHU:

a) pekyiama JI0JKHa BbI3bIBaTh UHTEPEC;

0) pexJiama J0JKHA ObITh TTPaBAUBOIA: 0OMaHYB OJWH pa3, MOX-
HO HaBcerna MmoTepsiTb J0BEpUE;

B) pekjiama IOJLKHA ObITh KOPPEKTHOM IO OTHOILEHUIO K ApPY-
ruM ¢upMam;

T) pekjaMa J0JKHa ObITh TAKTUYHOM, HEHaBSI3YMBOM.

CrenoBaTesbHO, peKjJaMa — 3TO OIUIAY€HHOE IMPUCYTCTBUE B
CpeAcTBax MacCoBOI MH(OpMAaLIMU CBeleHUit 0 (prupMe, ToBape (yc-
JIyTe WU uIee), UMeIolliee 1eIbl0 YBEJIMUUTh U3BECTHOCTh (DUPMBI
U ee 000POTHI.

Pexiama npecnenyet 1Be B3aMMOCBSI3aHHBIE LIEJTU: TTI03HAKOMUTh
MOTEHIIMATbHBIX KJTUEHTOB ¢ (GUPMOIA, ITPOTYKTOM, YCIYTOM U CKITO-
HUTB JIIoAel K ONpoOOBaHUIO MPOAYKTa, a B JaJIbHEHIIIEM — K CO-
BEPILIEHUIO TTOBTOPHOI MoKynku. OruiaueHHasl pekjiama — JIYIlb
OIIHO U3 3(PHEKTUBHBIX CPENCTB MAPKETUHIOBOM KOMMYHMKAIIVH.

UNIT 10
TYPES OF PUBLIC RELATIONS ADVERTISING

Text A

The largest percentage of public relations advertising is done in magazines,
with network television and newspapers and Sunday supplements is second
and third place, respectively. The trend is increasingly to target niche
audiences.

Magazines, which are already very specialized, will probably continue to
get the lion’s share of “image” advertising, and network television will lose
ground to cable network.
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There are several types of public relations advertising. At times, the
distinctions between categories can become blurred; however, we will deal
with five basic types: image-building, investor and financial relations
programs, public service messages, advocacy, and announcements.

a

Vocabulary:

percentage — IPOLICHTHOE OTHOIIICHUE

do the advertising — 3aHUMAaTbCS PEKIIaMOIA; TIOMEINATh PeKJIaMHBIC
00BSIBIEHUS

supplements — IPWIOKEHMS;, CIICHIMAIBHBIC BBIITYCKU

respectively — coOOTBeTCTBEHHO

trend — TEHAEHLINA

increasingly — B OCHOBHOM

target — MMETH LIEJIBIO; HALIEJIUTHCS

niche audiences — HyXHbIe (17151 GUPMBI)/«CBON» ayTUTOPUU

the lion’s share — nbpBUHAaA HOId

lose ground to smb. — oTCTaBaTh OT K.-JI.

distinctions — pasnmuus

become blurred — cTUpaThCs; CTaTh pa3MBITBIM, HESICHBIM ; IPUHSTH
HESICHBIE OYepTaHMS

deal with — paccmaTpuBaTh; UIMETh IEJIO C

public service — KOMMYHaJIbHBIE YCIYTM, KOMMYHaJILHOE OOCTYXKM1-
BaHUe; TOCyIapCTBeHHAs CITyxK0a

Exercises

D
own:

2)

Find the English equivalents in the text. Use them in sentences of your

NPpECTUKHaA pe€KJiaMa, BOCKPECHBLIC INPEAIOKCHM A, HYXKHBIC ayan-
TOpUU; CETb TCICBUACHUA, KabenpHOE TCJICBUACHUEC, UMETD ACJIO C;
pacCMaTprBaTh.

Find the words in the text which describe or mean the following:

1. an amount or member that is part of total amount, when the total
is thought of as having 100 parts —

2. agroup of radio and television stations, which broadcast many of
the same programs in different parts of the country —

3. an additional part at the end of the book, or a separate part of a
newspaper, magazine, etc. —
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4. to make smth. have an effect on a limited group or area —

5. ageneral tendency in the way a situation is changing or develop-
ing —

6. the part of smth. that belongs to you, or that should be paid for or
done by you —

3) Translate the following words into Russian and use them in sentences of
you own:

public service messages —

to target niche audiences —
Sunday supplements —

to lose ground to —

to become blurred —

at times —

public relations advertising —

4) Match the words which are close in their meaning:

largest to carry on
basic difference
to continue biggest
blurred to miss
distinction cloudy

to lose fundamental

5) Match the words having the opposite meaning:

largest clear
basic to win

to continue inessential
blurred similarity
distinction smallest
to lose to cease

6) Complete the sentences from the text and translate them into Russian:

1. The trend is increasingly to...
2. Magazines which are already very specialized will probably
continue to get...
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7

8)

9

3. At time, the distinctions between categories can become blurred;
however, ...

Insert prepositions (7o, of; in; with; between):

1. The largest percentage public relations advertising

is done magazines.

2. Magazines will probably continue to get the lion’s share

“image” advertising, and network television will lose ground
cable network.

3. At time, the distinctions

blurred.

4. We will deal five basic types.

categories can become

Answer the following question:

1. In what order is public relations advertising done?

2. What is this trend increasingly to target?

3. Will network television or magazines continue to get the lion’s share
of “image” advertising?

4. What are the basic types of public relations advertising?

Agree or disagree:

Magazines, which are already specialized, will probably continue to
get the lion’s share of “image” advertising, and network television
will lose ground to cable network.

10) Give the main idea of the text in one sentence.

11) Develop the following statement in writing. Use no more than 80 words:

The largest percentage of public relations advertising is done in
magazines.

12) Render the following text in Russian:

Tazemno-xcypnasvhas pexaama

TazeTHas pekiama gBJIsIeTCS caMoii yuTaemoit B Mupe. OOuii
00beM 3aTpaT Ha Hee cocTaBisieT puMepHO 40% Bcex peKJIaMHbBIX
pacxonoB B MUpE.

UTO OOBIYHO YUUTHIBAET peKIaMOAaTe b UM PEKIaMHOE areHT-
CTBO, JaBasi 00bsABIeHUEe B razery? IIpexnae Bcero HarmpaBIeHHOCTh



148 CHAPTER II. ADVERTISING

TeX MWW WHBIX CPEICTB MaccoBoil MHMopMarim. Jlajgee yauThIBa-
IOTCSI CTETIeHb PacIIpOCTPaHEHMS Ta3eThl, YaCTOTA €€ BBIXOIa, BO3-
MOKHOCTB 0(pOpMJICHMSI Ta3eThl, HAIMYKE TIPWIOKEHMS U PSIIa Ipy-
TUX 3JIEMEHTOB M, KOHEUHO, IIEHBI Ha PeKJIaMy, KOTOPBIC 3aBUCAT OT
OYeHb OOJIBIIOrO umnciia (pakTopoB.

B kaxmoii cTpaHe CyIIecTBYIOT Tapru(bl Ha TAKOTO PONIa YCIIyTH,
OHHM KOJICOTIOTCSI B 3aBUCHMOCTH OT IIPECTIKA M MAcIITaboB pac-
MIPOCTPaHEHMST TOM WJIM MHOM Ta3eTH.

HMmeeT 3HaueHUE U MECTO B raseTte, rae ornyoJruKOBaAHO peKJiaM-
HOe OOBSBIICHUE, MCIIOb30BaHUE 1IBeTa, (poTorpaduii, puCyHKOB,
ob1ee oopmiaeHre n300paxeHunii u Tekcta. Kak mpaBuiio, Bce 3T0O
OepyT Ha cebsT peKJIaMHBIC areHTCTBa, AeHCTBYS B KOHTAKTE C OTIE-
JIAMM PEKJIAMBI COOTBETCTBYIOIIIMX Ta3€T.

Pexstama B raseTe oOpaiiieHa K BeChMa 3HAUYNUTEIBHOI, HO BO MHO-
TUX CIyJasix pasHOpOTHOU ayauTopni. CerMeHTaIINs K¢ TOBapHO-
ro pbIHKa, Jiexalass B OCHOBE (pMPMEHHOM acCOPTUMEHTHOM T0-
JIMTUKU, TPEOYET 00Jiee YETKOTO BBIAEIEHMST «CBOETO» TTIOTPEOUTEIS.

B Hacrosiiee BpeMs 9eThIpeXIIBeTHAS TIeYaTh IMMPOKO MCIIOJb-
3yeTcsl OOJIBIMMHCTBOM KPYITHBIX M3TaHWi, HO 00Jiee MEJIKME IO CUX
TOop TIeYaTalTcs B YepHO-0eJI0M BapHaHTe — CTWJIb «KapaHIaI»
(4epHBIC TUHUU T10 OeIoMy (DOHY).

B razeTHoIt pekiamMe ciieayeT yKa3aTh KOHKPETHBIE JaThI IIPOBE-
IEHMST pacIIpoaax, IeHbBI, MECTOPACITOIOKCHIE Mara3Ha, 9achl pa-
OOTHI, TOPTOBBIC MAPKU IIPEACTABICHHBIX TOBAPOB.

B Hecnenman3npoBaHHBIX TIEPUOIMYSCKUX ITEYaTHRIX N3MaH!-
SIX peKjIaMa He JoJ/DKHa IpeBbiaTh 40% o6beMa OMHOro HoMepa Ie-
PUOIMYECKOTO IeYaTHOTO M3IaHus.

Text B
Image-building

Not only can advertising strengthen an organization’s reputation and
image, but it can also contribute to consumer and client acceptance of the
organization’s products and services. Consumers don’t just buy a product;
they also buy the company if it is perceived as being well managed, socially
responsible, environmentally conscious, and willing to stand behind its
products.

A good example of an image-building campaign is one by NYNEX, the
telephone company serving New York State and New England. The company
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decided to put a human face on high technology with a series of ads that
focused on its employees working for and with customers to solve their
telephone problems.

The attempt to humanize and personalize the company came after
research indicated that people were turned off by advertisements that
emphasized the cold, impersonal imagery of fiber-optic networks,
microchips, and other high-technology hardware. Indeed, companies too
often emphasize the wonders of technology without really paying attention
to showing how it improves the quality of life for the consumer.

The NYNEX campaign had an internal component as well. By featuring
typical employees and distributing glossy brochures about the campaign to
the entire stuff, it improved morale among employees.

O Vocabulary:
strengthen — yKpeIwiaTh; yCUIMBATh
contribute to smth. — BHOCUTH BKJIaZl BO 4.-JI., CHOCOOCTBOBATh Y.-JI.
acceptance — IpHUHSTHE, ONOOPEeHIE
consumer — IOTPeOUTENTh
perceive — BOCIIpUMHMUMATh, IIOHMMAaTh, OCO3HABATH
well managed — Xxopolilo ynpaBJisieMblid
responsible — OTBETCTBEHHBIM
be conscious — co3HaBaTh, IOHUMATh, OIIYIIAThH
environment — OKpyKaloIllasi cpenia; yCJIOBUsI, 00CTaHOBKa
be willing — XenaTh, 04eHb XOTETh Y.-JI. IEJIATh
stand behind — 371. mogmepkUBaTh, HE OTKA3LIBATHCS OT
to put a human face on — pumaTh 4eI0BeYSCKUIA BI U.-]1.
high technology — mepemoBasi TeXHOJIOTHS; BEICOKAST TEXHOJIOTHS
focus on smth. — cocpemorounBaTh BHUMaHKE HA Y.-]1.
an employee — ciyxauuit
solve — pemiaTh, pa3pemnaTh (IIpo0IeMBbI)
an attempt — IOnbITKa
humanize — odJe0BeYMBaTD; CMSTIATH
personalize — OJIULIETBOPSITH
research — mcciemoBaTh
turn off — oTBIIeKaTh BHUMaHNE
emphasize — omYepKUBaTh; IIPUIABATh 0CO00E 3HAYCHHE
impersonal — GeCIPUCTPACTHBIN, OOBEKTUBHBIN, O3 TUUHBII
imagery — o0Opa3HOCTb, 00pa3
fiber-optic — cBeTOIPOBOIHBIN
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microchips — MUKpPOYMITBI; MUKPOKPHCTAJUIBI
hardware — TexHu4yeckue cpeacTBa, 000OpyIOBaHUE
improve — yJIy4IiaTh
wonders — 4dyneca
internal — BHYTpeHHMIi; COKPOBEHHbII
feature — m300paxkaTh; MOKA3bIBATh
distribute — pacrpocTpaHsTh
entire — BeCh, MOJIHBIN, LIEJIbII
morale — MopaJIbHOE COCTOSTHUE;, O0eBOM AyX
Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
penyTanus U IpecTUK OpraHu3aIu; TOBaphl U YCIYTW OpraHu3a-
LIVU; TIPUHATHE (TOBapa) MOTPEOUTENSIMU M KITMEHTaMU; TTOHUMATh
00CTaHOBKY; IepeIoBast TEXHOJIOTHST; PeIliaTh IPOOJIEMbI; XOJIOIHBII
0e3nukuii 00pas; u Apyroe odb0pyIoBaHMUE BHICOKUX TEXHOJOTUIA;
VAYYIIATH Ka4eCTBO.
2) Find the words in the text which describe or mean the following:
1. the opinion that people have about a particular person or thing
because of what has happened in the past —
2. to make smth. stronger; to improve —
3. to get smth. by paying money for it —
4. an organization that makes or sells goods or services —
5. aseries of actions intended to achieve a particular result, especially
in politics or business —
6. smb. who buys goods or services from a store, company, etc. —
7. the degree to which your life is good or bad, this is shown by whether
or not you are happy, healthy, able to do things you want to do, etc. —
3) Translate the following words into Russian. Use them in sentences of
your own:

acceptance standards —

to find market acceptance —
to gain public acceptance —
consumer acceptance —
trade acceptance —
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to have a good/bad reputation —
to gain a reputation as smth. —
to live up to one’s reputation —
to improve (the) morale —

to undermine (the) morale —

4) Match the words which are close in their meaning:

5)

6)

to strengthen aware
impersonal consumer
conscious to deal with
customer impartial

to solve effort
attempt to make firm

Match the words having the opposite meaning:

to strengthen

ignorant

impersonal to question
conscious certainty
customer to weaken

to solve seller
attempt friendly
Match the words:

to buy the quality of life
to solve a human face
a series of attention to
to put a product

to be environmentally responsible
to be socially a problem

to improve conscious

to pay ads

7) Complete the sentences with the following words (acceptance; face;
imagery; company; attention):

1. Consumers don’t just buy a product, they also buy the
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2. The company decided to put a human on high
technology with a series of ads.

3. Advertising can also contribute to consumer and client

of the organization’s products and services.

4. ... people were turned off by advertisements that emphasized the
cold, impersonal of fiber-optic network, microchips,

and other high-technology hardware.

5. Companies too often emphasize the wonders of technology without
really paying to showing how it improves the quality of
life for the consumer.

8) Make up 5 special questions to the text and ask your fellow students to
give answers to them.

9) Explain the grammatical structure. Use it in 2 sentences of your own.

Not only can advertising strengthen an organization’s reputation and
image, but it can also contribute to consumer and client acceptance
of the organization’s products and services.

10) Explain the following:

Consumers don’t just buy a product; they also buy the company.
11) Give the main idea of the text in one sentence.

12) Render the following text in English:

«Ilpecmuscnas» pexrama

ITpu coBpeMeHHBIX YCIOBUSIX HEAOCTATOYHO JIMIIb TPOU3BECTU
XOpOUIWA TOBap, paclpeneuTh NPOAYKIIMIO, OOECTIEUNTh MapKe-
THHI, pa3pekiaaMupoBath U 3(hdeKTUBHO Mpoaath ee. Jaxe xopo-
1asi MPOAYKIMS MOXET HE UMETh YCIieXa, eClIv €€ MPOU3BOAUTENb
MPOBOAUT CJIA0YIO MOJUTUKY WIM HE MMOHUMAET MHTEPECOB OO0IIe-
ctBa. HyXHO, 4TOOBI KOMIaHMS SIBJISIaCh TOCTOMHBIM YJIE€HOM 00-
LIECTBA M KaK MOXHO OO0JIbIIIe IEMOHCTPUPOBAIA OOIECTBEHHOCTH
CBOIO TOJIE3HYIO POJIb B HEM. DTO SIBJISIETCS MPUYMHON TaK Ha3bIBa-
€MOi MPECTUKHOM, WK (GPUPMEHHOM, PEKJIaMbl U TAKXKe UMEETCS B
BUJly TEMU, KTO TUIAHUPYET KaKy0-I1100 PeKJIaMHYI0 KOMITaHUIO.

IIpecTikHas pekyiama SIBJIsIeTCS, OXalyid, caMOil TpYAHON U3
BCEX BUJIOB PEKJIAMbI, YeM, CKOpee BCEro, U 00BbICHSETCS TOT (aKT,
YTO OYEHb MHOTY€ BOBMOXXHOCTHU B HEll HE UCTTONIb3YI0TCs. ECTh Ba
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OCHOBHBIX BHIA TIPECTKHOM peKyIaMbl. I1epBBIii CTaBUT Iepen co-
0011 3amaqy MTHGOPMHUPOBATH OOIIIECTBEHHOCTD O TOM OOJIBIIIOM BKJIa-
Iie, KOTOPBIii BHOCUT KOMITAHUS B OJIATOCOCTOSTHME Haluu. Bropoii
BUI TIPECTVKHOM PEKJIAMBI MCTIOb3YeT MEHEe OTKPBITHIN MOIXOI 1
3aKJIFOYAETCS B TOM, YTO OOIIECTBEHHOCTh YTO-TO Y3HACT VUM ITOJTY-
YaeT MHGOPMAIINIO IT0 MHTEPECYIOIINM €€ BOIIpOcaM TP IIPOCTOM
YIIOMUHAHUM KOMITAHMH-CIIOHCOPA.

Ilepen TeM Kak IMPUCTYITATD K IIPECTIDKHOM peKJIaMe, BaxKHO JeT-
KO OIIPEeNeINTh 3aIa9M 1 Ty ayTUTOPUIO, Ha KOTOPYIO OHA paccunTa-
Ha. 31Iech TPYIHO COCTaBUTh YIOBICTBOPUTEIBHBIN CIIMCOK CPEICTB
nHOOPMAIIUN, ITOCKOJIBKY OOBIYHBIN KPUTEPUIA — OTHOIIICHUE CTO-
WMOCTH PeKJIaMBbI K TBICSUE JIFONICH, 10 KOTOPBIX OHA JOIIIa, — MO-
JKeT He UTPaTh 3aMeTHOM poiii. HekoTopsle (hOpMBI ITPECTIDKHOM PeK-
JIaMBI MOTYT OBITh MCITOJTB30BAHbI M IUTSI OYCHb MaJION ayITUTOPHH.

[IpecTmkHas pexiiaMa MMeeT OOJIbIIoe 3HAYCHNE B TOMIEePKKE
SKCHEPTHBIX onepanuii. CymecTByeT CBHIIIE IITUACCITH KPYITHBIX
MEXIYHapOIHBIX XypHAJIOB, TaKuxX Kak «Pumepc Haitmkect» uan
«Taiitm», OObIIAs 9aCTh TUPaKa KOTOPBIX pacIIPOCTPaHSIETCS I10
Bcemy mupy. O0beM peKiIaMbl B 3THUX KypHajaX €XErogHO PacTerT,
MIprYeM HamOOJIBIIYIO €€ YaCTh COCTABIISICT MPECTIDKHAS peKilaMa.
DTO BepHBIN MIPU3HAK TOTO, YTO OHA IIPUHOCUT PE3yJIbTATHI.

Text C

Investor and Financial Relations

A different type of public relations advertising is targeted to the financial
community — individual and institutional investors, stock analysts, invest-
ment bankers, and stockbrokers. The objective is to portray a company’s fi-
nancial strengths and prospects in the most flattering way.

Such advertising is used extensively during proxy fights for control of
companies, when a company is undergoing some major reorganization, or
when the company believes it is being unfairly attacked by consumer groups
or regulatory agencies. A variety of these ads can be seen in financial
publications.

In one instance, Honeywell placed a full-page as in the Wall Street journal
to announce that it had won a major lawsuit against the Minolta Camera
Company for infringing on its patents. The winning of the suit and the
protection of its patents assured the financial community that Honeywell
would continue to make profits on its technology.
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O Notes:

Honeywell — «Xanuyasmi». KoManus mo mMpou3BOACTBY aBUAllU-
OHHOTO U 3JIEKTPOHHOTO 000pYI0BaHMs, a TAKXKe IIPUOOPOB YIIpaB-
JIEHUs1, TTPOMBILIIEHHOTO 000pYIOBAHUSI.

Vocabulary:

community — o0I1IeCTBO, O0IIMHA

institutional — oOmIecTBeHHBIH (OT institute — opraHu3aLus)
stock — aKIMOHEPHBIN KAITUTAJ; aKIMH, (POHIBI

analyst — aHaJIUTUK

stockbroker — OupkeBoii OpoKep

objective — 11eJb

portray — HapKCOBaTh, ITOKa3aTh

strength — cuia; MOIIIb; CTAOMIILHOCTh

prospects — MepCcreKTUBHI, TIJIaH

flattering — JIECTHBIN, THCTUBEII

extensively — IIMPOKO, IPOCTPaHHO

proxy fights — 6opb0a 3a nepenady NOJTHOMOYUI Ha pupMax
undergo — MCIBITBIBATh, IIEPEHOCHUTD, ITOABEPTaThCs
unfairly — HeyecTHO, HecIipaBeIJTUBO

regulatory — HaBOISIIWI MOPSIIOK, YIOPSIOYNBAIOIINIA
variety — pasHooOpa3ue; MHOXECTBO

instance — npumMep

a full-page ad — pekyiaMHOe OOBSIBICHUE Ha BCIO CTPAHUILY
win a lawsuit — BbIMTpBIBaTh €10 (10p.)

infringe — HapymaTh (3aKOH, IIpaBO, OOCIIIAHME)

protection — 3aiuTa

assure smb. — 3aBEpPUTH K.-JI.

make profits — W3BJIeYb BHITOMY, ITOIYIaTh JOXOIbI, IIPUOBLIH

Exercises

1) Find the English equivalents in the text. Use them in sentences of your

own:

HarpaBJIieH Ha; 1IeJIbIO SIBJISIETCST ITOKa3aTh; B HamboJjiee JIECTHOM
BUIe; (hrpMa IToIBepraeTCs; TpyIiia moTpedrTeeii; TOMECTUTh PeK-
JlaMy Ha BCIO CTpPaHUILy; BEIUTpaTh (CyneOHOe) JeI0 TIPOTUB; IPO-
JIOJIKATh MOJIy4aTh MIPUOBLUTb.

2) Find the words in the text which describe or mean the following:
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1. smb. who makes a careful examination of events or materials in
order to make judgements about them —

2. smb. whose job is to buy and sell stocks, etc. for other people —
3. smb. who gives money to a company, business, or bank in order to
get a profit back —

4. to suffer a change, a bad experience, etc. which is done to you or
happens to you —

5. to officially tell people about a decision or smth. that will happen,;
to give information to people —

6. to tell smb. that smth. will definitely happen or is definitely true,
so that they are less worried —

3) Translate the following words into Russian. Use them in sentences of
your own:

4

5)

individual and institutional investors —
stock analysts —

investment bankers —

stockbrokers —

financial strengths and prospects —
proxy fights for control of companies —
regulatory agencies —

Match the words which are close in their meaning:
different to confirm
individual unlike
unfairly to abuse

to make profits exclusive

to assure to gain

to attack dishonestly
Match the words having the opposite meaning:
different justly
individual to lie
unfairly to defend
to make profits common

to assure similar

to attack to lose
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Complete the following sentences from the text and translate them into

Russian:

7)

8)

9)

1. Such advertising is used extensively during proxy fights for control
of companies, when a company...

2. The winning of the suit and the protection of its patients assured
the financial community that...

3. A different type of public relations advertising is targeted to the
financial community — individual and institutional investors...

Insert prepositions (during; on; of; to; against; by; in; for):

1. Adifferent type public relations advertising is targeted
the financial community.

2. Such advertising is used extensively proxy fights
control of companies, when the company believes it is

being unfairly attacked consumer groups.

3. Avariety these ads can be seen financial

publications.

4. Honeywell will continue to make profits its technology.

5. Honeywell announced that it had won a major lawsuit

the Minolta Camera Company for infringing its patients.

Answer the questions:

Who does the financial community involve?

What’s the objective of public relations advertising?

When is such advertising used?

Where can such advertising be seen?

‘What example of public relations advertising can you give?

AR B

Develop the following statement in writing. Use no more than 80 words.

A different type of public relations advertising is targeted to the
financial community...

10) Give the main idea of the text in one sentence.

11) Render the following item in English:

Dunancosasn DPeKaama

WMHorma pexilaMa MOXET ChITpaTh BaXHEHITYIO POJib B (pMHAH-
CcoBoi1 cepe nmadauk pwieiinH3. Ecayu Kakoil-HuOyab KOMIIaHUU
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HY>KHO OBICTPO CBS3aThCSA C IepXKaTeIIMU ¢ aKINi WM IINPOKOM
OOIIIECTBEHHOCTRIO, TO CAaMBIM 3(D(EKTUBHBIM CIIOCOOOM SIBIISICTCST
pa3MeleHre peKJIaMbl B IICHTPAJBHOM IIpecce WM Ha TeJICBUICHNU.
OCco0eHHO 3TO BaXKHO TOTJA, KOTIa HAYMHACTCS COIIEPHUIECTBO 3a
CTaBKM M KOHTPOJIbHBIN nTakeT. Heo0XomMMoCTh B KPYITHOMACIIITA0-
HOI peKJlaMe BO3HMKACET B MPAaBOBBIX BOIIPOCAX, P IIpHUBaTU3A-
IUU U B CJIy4assX IPYIUX 0OCTOSITEIBCTB ITOMOOHOTO POIa.

Text D

Sears had to reassure the financial community after its stock prices
dropped following charges by several state regulatory agencies that the
company defrauded customers at its auto repair centers. In a full-page Wall
Street Journal ad, Sears laid out the steps it was taking to restore consumer
confidence in the company: eliminating incentive compensation and goal-
setting systems for employees, upgrading the company’s quality control
program, cooperating with state attorneys to investigate the charges, and
helping organize a joint industry-government-consumer effort to establish
uniform car repair industry standards.

The Sears ad, like many of these announcements, was writing in the form
of a letter signed by the corporation’s chief executive officer.

Other forms of financial advertising are more routine. You can use an ad
to announce the appointment of a key executive, the acquisition of another
company, or a new stock offering. Some announcements are required by the
SEC or other government regulatory bodies. Releasing news to the media
may be adequate, but many corporations also use advertising to make sure
that there can be no question about disclosure.

O Notes:
Sears = Sears Rent-A-Car — KoMHnaHUS O MPOKATy aBTOMOOWJIEN
ToproBoii pupmsbl Sears, Roebuck and Co. Umeet ¢puiinanbl BO MHO-
rux ropomax CIHIA.

O YVocabulary:
reassure — BHOBb IIOATBEPIUTD
drop — pe3Ko CHMXATbCH, MMafaTh
following — Bcien 3a, Tiocie
defraud — oOMaHBIBaTh
auto repair center — LEHTp 10 PEMOHTY aBTOMOOWIIEi
lay out — rIaHUPOBAThH
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take steps — NMPUHUMATb MEPHI
restore — BOCCTaHaBJIUBATh
confidence — noBepue
eliminate — yHMYTOXWUTb, OTMEHUTH
incentive — moOyXIeHue; IIPOrpecCMBHAsI CUCTeMa 4.-J1.
compensation — kajioBaHue, 3apabotHas Tuiata (B CIIA)
goal — 1enb
upgrade — MOBBILIATh, 3aBbIIIATH
an attorney — mpokypop (amep.)
investigate — paccienoBaTh, BECTH CJICACTBUE
joint — COBMECTHBI1
effort — ycunue
establish — yupenurth, yCTaHOBUTh
uniform — eAuHBIA, eIMHOOOPa3HbIN
executive — MCIOTHUTENbHBIN (adj.); pyKoBoauTtenb (n.), aiMUHU-
cTpaTop
routine — yCTaHOBUBILIMICS, 11a0JTOHHBINA, pyTUHHBIA
acquisition — mpuHsTHE
offering — npemtoxenue
require — TpebOBaTh
release — BBINTYCKaTh, BIXOOUTH (B HOBOCTSIX)
adequate — COOTBETCTBYIOLIMIA
make sure — yoemnThCS, YIOCTOBEPUTHCS
disclosure — packpbITHe, pazobiaueHne
question — cOMHEHUE
Exercises

1) Find the English equivalents in the text. Use them in sentences of your

own:

LIEHTP TEeXO0OCTy>KBaHUSI aBTOMOOWIIEH; BEpHYTh JOBEpUE MOKYTa-
TeJIsl; TPOrpecCUBHAs CCTeMa 3apIliaThl; TporpaMMa KOMITAaHUM IO
KOHTPOJIIO KAYeCTBa; OOLLIKE YCUIIUS TPOMBILIEHHOCTH, IIPaBUTEIIb-
CTBa U TIOTPEOUTEISI; YCTAHOBUTD €AMHBIE HOPMbI B UHAYCTPUU pe-
MOHTa aBTOMOOWJIEN; UCTIOTHUTENbHBIA TUPEKTOP KOPIOPALUHU,
TJ1aBa (pMPMBI; TPABUTEIILCTBEHHBIE PETYISTUBHBIE OPTaHbl; YIIpaB-
JISTIOLIAT.

2) Find the words in the text which describe or mean the following:

1. agroup of people who have the same interests, religion, race, etc. —
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to trick a person or organization in order to get money from them —
to make smth. return to its former level or condition —

smb. who is paid to work for smb. else —

being the same in all its parts or among all its members —
regular and usual; ordinary and boring —

the money smb. is paid to do their job —

Nk LN

3) Translate the following words into Russian. Use them in sentences of
your own:

stock prices —
stockbroker —
stock company —
stock exchange —
stock holder —
stock index —

4) Match the words which are close in their meaning:

question lure
incentive doubt

to investigate acceptable
joint to need

to require collective
adequate to inspect

5) Match the words having the opposite meaning:

question to ignore
incentive to dispense with
to investigate confidence
joint deterrent

to require unsuitable
adequate individual

6) Complete the sentences with the following words and translate them
into Russian (routine; executive; required; question; defrauded; confidence):

1. The company’s stock prices dropped following charges by several
state regulatory agencies that the company customers
at its auto repair centers.
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2. Sears laid out the steps it was taking to restore consumer
in the company.
3. The Sears ad was written in the form of a letter signed by the

corporation’s chief officer.
4. Other forms of financial advertising are more .
5. Some announcements are by the SEC or other

government regulatory bodies.
6. Many corporations also use advertising to make sure that there

can be no about disclosure.

Insert the following prepositions (in; to; out; of; at; by):

1. The company defrauded customers its auto repair
centers.

2. Some announcements are required the SEC or other
government regulatory bodies.

3. Releasing news the media may be adequate.

4. a full-page The Wall Street Journal ad, Sears laid

the steps it was taking to restore consumer confidence
the company.

5. The Sears ad was written the form

a letter signed the corporation’s chief executive officer.
6. You can use an ad to announce the appointment a key
executive.

Write questions to the following sentences from the text:

1. ? Sears had to reassure the financial
community after its stock prices dropped.

2. ? The company defrauded customers at
its auto repair centers.

3. ? Sears laid out the steps it was taking
to restore consumer confidence in the company.

4. ? The Sears ad, like many of these
announcements, was written in the form of a letter.

5. ? Other forms of financial advertising

are more routine.

Explain the following:

Releasing news to the media may be adequate, but many corporations
also use advertising to make sure that there can be no question about
disclosure.
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10) Give the main idea of the text in one sentence.

11) Develop the following statement in writing. Use no more than 50 words.

In a full-page The Wall Street Journal ad, Sears laid out the steps it
was taking to restore consumer confidence in the company.

12) Render the following text in English:

XKypHanbHas pekjiaMa UMeeT LeJIbIi PsiI IPEUMYILECTB IT0 CPaB-
HEHMIO ¢ Ta3eTHOM. OOBIYHBIN MILTIOCTPUPOBAHHBIN XXypHaJ, HE TO-
BOpSI VK€ O CHIEIINAIBHOM, UMEET JOBOJIBHO YETKO OYepUECHHYIO 110
cIIelIMaJIbHBIM ITapaMeTpaM ayauTopuio. M KkpoMe Toro, BO MHOTMX
CJIydasiX YMCTO Mojurpaduueckrie BO3MOXHOCTH KYPHAIOB ropas-
IO IIIMpe, 9eM Ta3eT. Beioupast XKypHaut 1Tl ITyOIMKaIllny PeKJIaMBbl,
YUHUTHIBAIOT HE TOJIBKO ayIUTOPUIO, HO M YACTOTY BBIXOJA KypHaia,
BO3MOXHOCTb IIOTPAHUYHOIO pa3MmelieHuss Matepuana. KoneuHo,
BeJIMYMHA JaXe CAMOro 0OJIbILIOro OObIBIEHHUS B XypHalle HE MO-
KeT COMEePHUYATh C pa3MepaMU Ta3eTHBIX peKjiaM, HO 3aTO CaMo
Ka4yecTBO IOJayl peKJIaMHOIO MaTtepuaja (0T OyMmaru 10 IBeTa)
311eCh, HECOMHEHHO, TOpa3o Bhille. Pekiiama, pa3MmellieHHas B Jie-
JIOBBIX XXYpHaIax, JOJKHA COAepKaTh OOJIbIIOE KOJIUYECTBO IO~
POOHOCTEI O TIPOAYKTE: TEXHNIECKYIO MH(OPMAIINIO, YCIIOBHS ITPO-
JIaXX¥, KOHKPETHBIC TMPOM3BOICTBEHHEBIE MPpo0iaeMbl. Pekiama B
TMOIYJISIPHBIX XKypHaJIax J0J/KHA ObITh BhIIEPXKaHa B 00Jiee IpyxKe-
CTBEHHOM TOHE.

B xauecTBe MUTIOCTpAlIN B XXypHAJIBHON peKyIaMe Jalle BCeTro
HCIIOB3YIOT (poTorpaduio — 4yepHo-0e1yi0 WM LIBETHYIO, TaK KakK
doTorpadus 6osiee 4eTKO rnepesaeT obpas npoaykra. @ortorpapust
JOJDKHA JEMOHCTPUPOBATh IIPEMMYILECTBA TOBApa.

Takke peKOMEHIyeTCsT IPUIOKUTD K XXyPHAJTBHOM peKiaMe 4To-
TO, YTO IIPUBJICUET YNUTATEIIS: PELIENT, B KOTOPOM MCITOJIB3YeTCS TaH-
HBIIA TOBAp, KYIOH Ha CKUJKY, 00pa3iibl IPOAYKTa, KOTOPbIE MOXKHO
rouapanaTh, IIOHIOXaTb, MOLIYIIATh.

Bcio ra3eTHO-XXKYpHAIBHYIO PeKIaMy KJIACCH(UIIUPYIOT MO Clie-
IYIOIINM TPYIIIIaM:

1) pex1ama B TpaAMIIMOHHBIX Ta3eTax;

2) pekiiama B IIBETHBIX WJUTFOCTPHPOBAHHBIX XKypHaJaxX;

3) pexilama B CITeMATbHBIX PEKIIAMHBIX U3IAHUSX;

4) pekjaMa B peTMOHAIBHBIX 1 MECTHBIX M3IAHMIX.
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Text E

Public Service

Public service advertisements provide information, tips, and how-to
suggestions. A number of nonprofit and charitable organizations use such
advertising for public education, for example:

® The American Cancer Society gives information about vegetables and
fruits that can reduce the risk of cancer.

e The American Heart Association informs people about the warning
signs of a heart attack.

® The American Red Cross gives a list of don’ts to prevent the spread of
AIDS.

e The American Lung Association warns people about the dangers of
smoking.

Business also does public service advertising, to generate goodwill. In
most cases, it is related to their products and services, for example:

e The Pacific Gas and Electric Company provide helpful hints on how
to reduce energy costs during the winter months.

e The Shell Oil Company gives motorists hints on how to get better
gasoline mileage.

O Notes:
The American Cancer Society — AMepHUKaHCKOe 00I1IeCTBO OOPHOBI C
pPakoBbIMU 3a00J1€BaHUSIMMU.
The American Heart Association — AMepuUKaHCKas acCoLlMalys 00pb-
OBl ¢ 0OJIE3HSIMMU CepLa.
The American Red Cross — AmepukaHckoe obiiectBo KpacHoro
Kpecra.
AIDS = Acquired Immune Deficiency Syndrome — CIIU/ = cuHz-
POM IIPHUOOPETEHHOTO UMMYHOAC(HUIINTA.
The American Lung Association — AMepuKaHCKas acCollMalus 00pb-
OBl C JIETOYHBIMU 3200JIEBAHUSIMU.
The Pacific Gas and Electric Company — TuxooKeaHCKasl TOILIMBHAS
KOMIIaHMSI.
The Shell Oil Company — «Illenn Oiin», HepTexMMHUUecKast KOMITa-
HUs, OHA U3 KPYITHEUIIUX B MUDE.
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O YVocabulary:
provide — TIpenocTaBUTh, CHAOIUTH
tip — XOpOIIMii, HaIeXKHBIN COBET
how-to — mpakTuyeckuit
nonprofit — HepeHTaOeIbHBIN, HEBBITOMHBIN, HEKOMMEPUECKHUIA
charitable — 61aroTBOPUTEILHbBIN
education — obpa3oBaHue
reduce — cokpaTuTh, CHU3UTh, YMEHBIIIUTH
cancer — pak (00Jyie3Hb)
warning — IpeaynpeaIuTeIbHbINA
sign — 3HaK, MPU3HaK
a heart attack — cepae4HbIif pUCTyN
don’ts — 3ampeTHl; TO, Yero HeJIb3s Oe/IaTh
dos — pacropsckeHusI, IpUKa3aHus; TO, YTO CJIEAYeT AeJIaTh
prevent — IpeIOTBPaTUTh Y.-JI.; IOMEIIaTh Y.-JI.
spread — pacripocTpaHeHue
lung — nerkoe
warn — IpeayIpeXaaTh
danger — omacHOCTb
generate — IMOPOXKIATh
goodwill — nobpas BoJsst
case — cliyyau
relate — onpeaensiTb OTHOIICHUE
related — CBSI3aHHBIN, OTHOCSIIMIACS, KacaloIUiics
helpful — monesHbrit
hint — HaMmeK, TToICcKa3Ka, COBET
energy costs — TOIUIMBHBIE PacXOIbl
motorist — aBTOMOOWJIMCT, BOAUTEb
gasoline — OeH3WH
mileage — paccTOSIHME B MIUISIX; YHCJIO TIPOMIEHHBIX MUJIb (Cp. KH-
JIOMEeTpax)

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

NpeJoCcTaBUTh MHGOPMALIMIO; psl 0J1aroTBOPUTENbHBIX OpraH13a-
LIMI; CHU3UTh PUCK 3a00JIeBaHUSI PAaKOM; CUMIITOMBI CEPIEYHOTO
MPUCTYIIA; CIIUCOK 3aMpPEeTOB; MPEAYNPEIUTh K.-JI. O 4.-JI.; 3TO OT-
HOCHUTCS K Y.-JI.; COKPATUTh TOILUIMBHBIC PACXO/IbI.
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2) Find the words in the text which describe or mean the following:

1. the number of miles has traveled since it was made or since another
particular time —

2. to make smth. smaller or less in size, amount, or price —

3. relation to money or gifts given to people who need help, or

organizations that give this kind of help —

4. to do smth. so that smth. harmful or bad does not happen —

5. to give smth. to smb. or make it available to them, because they
need it or want it —

6. smb. who drives a car —

3) Translate the following words into Russian. Use them in sentences of

your own:

how-to suggestions —

nonprofit and charitable organizations —

warning signs —

to prevent the spread of AIDS —
a list of don’ts —

to generate goodwill —

how to get better gasoline mileage —

4) Match the words which are close in their meaning:

profitable philanthropic
hint to keep from
charitable suggestion

to reduce to equip

to prevent beneficial

to provide to decrease

5) Match the words having the opposite meaning:

profitable to upgrade

hint disadvantageous
charitable to allow

to reduce inhumane

to prevent to deprive

to provide declaration
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6) Complete the following sentences from the text and translate them into
Russian:

1. Public service advertisements provide...
2. A number of nonprofit and charitable organizations use...
3. The American Red Cross gives a list of...
4. Business also does public service advertising, to...
5. The Shell Oil Company gives motorists hints on...

7) Insert prepositions (on; about; of; during; for; to):
1. The American Heart Association informs people the
warning signs a heart attack.
2. The American Lung Association warns people the
dangers smoking.
3. A number of nonprofit and charitable organizations use such
advertising public education.
4. Public service advertising is related their product and
services.
5. The Pacific Gas and Electric Company provides helpful hints

how to reduce energy costs the winter

months.

8) Make up 5 questions to the text.

9) Explain the following:

Public service advertisements provide information, tips, and how-to
suggestions.

10) Give the main idea of the text in one sentence.

11) Render and translate the advertisement into Russian:

Cable contributes to life

The Mobil Corporation has for many years run an advocacy
advertising campaign to express its opinion on a variety of issues that
affect the oil industry. The ads, in the format of editorials, appear on a
regular basis in magazines that have high readership among opinion
leaders and people interested in public policy.

In early 1993, when the Clinton administration was considering
higher taxed on gasoline, Mobil used advocacy ads to let the public



166 CHAPTER II. ADVERTISING

know that “the average tax per gallon for the metropolitan areas listed
was 39.6 cents”. The ad went on to list 18 metropolitan areas and the
total tax per gallon in each area. Chicago, for example, led the list
with 53.91 cents of taxes per gallon.

Mobil’s approach does not directly ask consumers to take action
opposing higher taxed by writing their congressional representative
but merely provides facts and information geared to give citizens
perspective on the issue. In this particular ad, it was also pointed out
that the oil industry should not take all the heat for high gasoline prices.
The ad said, in part: “So, occasionally, we point out that we are not
the only ones profiting from what motorists pay at the pump. In fact,
a constantly larger chuck of what motorists pay at the pump goes
directly to the tax collectors — federal, state, and local”.

Businesses, and trade groups, however, are not the only bodies that
use advocacy advertising. Charitable organizations do a great deal of
public service advertising. But they also do a form of advocacy
advertising when the purpose of the ad is to solicit contributions.

The City of Hope, for example, used a full-page ad in Time
magazine to solicit contributions. The ad said, “You can make sure
patients everywhere continue to benefit from our work by donating
time and money”.

Text F
Advocacy

Although persuasion is an element of all institutional advertising, it is the
primary goal in advocacy advertising. This often means trying to get readers
or viewers to agree with the position of the advertiser on some issue. Ideally,
the advertising campaign will cause people to change attitudes, modify
behavior, and even take steps to influence others about the issue.

A good example of an advocacy campaign designed to achieve a specific
goal was run by The American Association of Railroads. Millions of
Americans watched one of its commercials in which a woman and her two
children are almost run off the road by the impatient driver of a triple-trailer
truck.

‘What the viewers may not have known is that the American Association
of Railroads was waging a campaign to discredit the trucking industry. The
objective was to generate public opposition to congressional legislation that
would allow the trucking industry to use larger and heavier vehicles on the
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nation’s highways. Such legislation would, of course, make the trucking
industry more competitive with the railroad industry.

The National Cable Television Association, facing public pressure for
Congress to pass a bill to regulate cable television rates, also used an extensive
advertising campaign to change public attitudes about the industry. One series
of ads, designed for placement by local cable companies, concentrated on
the multiple benefits of cable television. The ad did not directly discuss the
impending legislation (which ultimately passed); rather, they concentrated
on improving the image of the cable industry. The objective was to mute
public criticism and, ideally, stems the flow of angry letters to legislators about
high rates.

O Notes:
The American Association of Railroads — AMepHKaHCKasI accollma-
LU KEJIE3HOIOPOKHUKOB.
The National Cable Television Association — HarimoHaibHasa accoLm-
anus pabOTHUKOB KaOEIbHOTO TeJIEBUIEHMSI.

O Vocabulary:
persuasion — yoexxaeHue
primary — TepBOCTEIIeHHBIN, TJIaBHbII, OCHOBHOM
get smb. to do smth. — 3acTaBuUTh K.-JI. AeNaTh 4.-J1.
position — Touka 3peHusl, MHEHIE
issue — BoIIpoc, mpobiemMa
ideally — maeaabHO; TIPEBOCXOTHO
cause smb. to do smth. — 3acTaBiIsITh K.-JI. AeJIaTh 9.-J1.
attitude — oTHoOIIIeHUE
modify — n3MeHsTh, TIpeoObpa3oBLIBATH
behavior — nmoBeneHue
influence — BIUATH
designed — mpeaHa3HAYEHHBIN
achieve — moctnyb
run a campaign = wage a campaign — IIpOBOINTh KAMIIaHHUIO
run off — mporHaTb
impatient — HeTepIIeJIUBbII
triple — TpoitHOM
trailer — mpuuen
truck — rpy30Boii aBTOMOOUJIb, IPY30BUK
discredit — omOpPOYNTH, OMO30PUTH, AUCKPEIUTHPOBATH
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objective — 11e7b

opposition — COMPOTUBJICHKE, IIPOTUBOACICTBHE, OIITIO3UIINS
legislation — 3aKOHOAATEIHCTBO

vehicles — MaIlTMHBI; TIEPEBO30YHBIC CPEICTBA

nation’s highways — 1rocceitHble TOpOTH CTpPaHbI

competitive — KOHKYPEHTOCITOCOOHBIM

face smth. — mpencraTh Iepen 4.-JI., BCTPETUTHCS C U.-JI., CTOSITh
JINTIOM K Y.-JI., CTOJIKHYTBCS C U.-]I.

pressure — IaBJICHHE

pass a bill — mpUHSATH 3aKOHOTIPOEKT

rates — pacleHKu

extensive — OOILMPHBINI, TIPOCTPAHHBII

series — psi, cepus, TpyIIIa

placement — pa3mernienne (pekiaambl B CMI)

concentrate on smth. — cocpemoroumBaTth(cs) Ha 9.-J1., KOHIIEHT-
pupoBaTh(CsI) Ha 4.-J1.

multiple — MHOTOYMCIICHHBI, MHOTOKPATHBIIA

benefit — mosb3a, BEITOJA

impending — mpencTosmnii, HEMUHYEMBIN, HaIBUTAIOIITAIICS
ultimately — B KOHEUHOM cUeTe, B KOHIIC KOHIIOB

rather — ckopee, TIPEAMIOYTUTEIbHEE

improve — yJIy4iiaTh

mute — 3aCTaBUTh 3aMOJTYATh, IIPUTIYIINTh, 00€3MOJIBUTh
criticism — KpUTHKa

stem — MCKOPEHHUTh, YHUITOXUTD, IIPEKPATUTh

flow — mmoTok

legislator — 3aKoHOOATENb

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

TJIaBHad 1LICJIb, TOYKa 3pCHUA 110 KaKOMY-TO BOIIPOCY,; IMPOBOAUTH
KaMIIaHUWIO; ITPUHATDH 3aKOHOITPOCKT, OTHOILICHUEC O0IIECTBEHHOCTH.

2) Find the words in the text which describe or mean the following:

1. the act or skill of persuading smb. to do smth. —
2. the way that a person or animal does or says things, or a particular
example of this —
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3. to make small changes to smth. in order to improve it and make it

more appropriate or effective —

4. to make smb. or smth. less respected or trusted —

5. alaw or set of laws —

6. aplan for anew law that is written down for a government to decide

on —

7. smth. that gives you advantages or improves your life in some way —
8. very large in size, amount or degree —

3) Translate the following words into Russian and use them in sentences of
your own:

4) Match the words which are close in their meaning:

5)

to advertising for smth. —
it pays to advertise —
advertiser —
advertisement —
advertising agencies —
institutional advertising —
advertising campaign —
advocacy advertising —

to regulate demanding
impatient profit

to agree to alter

to face boundless
to modify to manage
to mute to meet
extensive to muffle
benefit to admit

Match the words having the opposi

te meaning:

to regulate

to contradict

impatient to withdraw
to agree to disorganize
to face limited

to modify disadvantage
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to mute to leave alone
extensive to provoke
benefit tolerant
6) Match the words:
to generate public pressure
to improve public attitudes
to stem public criticism
to mute public opposition
to discredit goodwill
to wage the image
to regulate somebody off
to run the rates
to design the industry
to face a campaign
the flow
an ad
7) Complete the following sentences from the text and translate them into
Russian:
1. What the viewers may not have known is that the American
Association of Railroad was...
2. The ads did not directly discuss the impending legislation, rather,
they...
3. A good example of an advocacy campaign designed to achieve
a specific goal was run...
4. Although persuasion is an element of all institutional advertising,
it...
5. One series of ads, designed for placement by local cable companies,
concentrated...
6. The objective was to mute public...
8) Insert prepositions where necessary (by; with; on; about; off; for):

1. The ads concentrated improving the image of the
cable industry.
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9

2. Such legislation would make the trucking industry more com-
petitive the railroad industry.

3. A woman and her two children are almost run the
road the impatient driver of a triple-trailer truck.

4. This often means trying to get readers or viewers to agree

the position of the advertiser some issue.

5. The objective was to mute public criticism and stem the flow of
angry letters to legislators high rates.

6. The National Cable Television association, facing

public pressure Congress to pass a bill to regulate cable
television rates, also used an extensive advertising to charge public
attitudes the industry.

Answer the following questions:

1. What is the primary goal in advocacy advertising?

2. What does persuasion mean in advertising?

3. What was one of the commercials about?

4. What kind of campaign was the American Association of Railroads
waging?

5. What was the objective of it?

6. Why did the National Cable Television Association use an extensive
advertising campaign?

10) Agree or disagree with the following:

Ideally, the advertising campaign will cause people to change attitudes,
modify behavior, and even take steps to influence others about the
issue.

11) Give the main idea of the text in one sentence.

12) Render the following item in English:

Teaeeudenue u paduo

AP dexT TeNeBU3MOHHOM peKaaMBbl B LIEJIOM CYIIIECTBEHHO BBIIIIE,
YeM ra3eTHO-XypPHAJIbHOM, B CBSA3U C ITOYTU O€3rpaHMYHbIMU BO3-
MOXHOCTSIMM BUIEO3aIMCU U MOHTaxa. Tak Kak pekjiaMa MOXeT
ObITh BKJIIOYEHA TIOYTH B JIIO0OYIO Iepenady, TO TeJIeBUICHUE COXpa-
HSIET U «BbIOOPOYHbBIE» BOBMOXHOCTU. M KOHEUHO, HUKaKasl, JaxKe
caMasl TIOMyJISIpHAsl Ta3eTa He CPAaBHUTCS IO MAacCOBOCTU ayaUTO-
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PUU C IeCITKAMM, a TO U COTHSIMM MUJUTMOHOB TEJIC3PUTEIICH, «IIpH-
HUKIIIX» K 9KpaHaM BO BpeMsI IOIMYJISIPHOTO (PyTOOIHLHOIO MaTda
WJIN pa3BJIeKaTeIbHOM ITporpaMMbl. PekiiaMa Ha TeJleBUIEHINY BECh-
Ma toporasi, ee 3((HEeKTUBHOCTD CYIIIECTBEHHO 3aBUCUT OT BPEMEHU
CYTOK [IJISI TIOKAa3a PeKJIAMBI, OT yIA9HOI KOMITOHOBKH €€ C OCHOB-
HBIMH TIepegadaMu, OT BO3IEHCTBUSA IPYroil peKiaaMbl U MHOTHX
WHBIX (hakTOpoB. KpoMe Toro, moBOIBHO OCTPOit ITPOOIEMOIA SIBIISI-
€TCsI BpeMsI, OTBOOMMOE Ha caMy pekiiaMy. M 3To Bomipoc He TOJIBKO
IIEHEeT, HO M TOBOJIBHO XEeCTKUX HOPMATUBHBIX COOTHOIIICHUI MEX-
Iy 0ObEMOM OCHOBHBIX M PEKJIAMHBIX Tepeaay.

B pagmo- wim TenerporpaMMax He JOIycKaeTcs IIPePhIBaTh peK-
JIAaMOM IETCKHE U PEINTHO3HEIC Tepeaadn; paTuoIIOCTAHOBKY U Xy-
IOXeCTBeHHBIC (DMIBbMBI Oe3 corylacusl IpaBoodIamaTeseii; TpaHe-
JIMpyeMBIE B ITPSIMOM 3(HUpE Nepeadn, OCBEIIAIOLINE AEITETbHOCTD
OpPTraHOB TOCYIapCTBEHHOM BIACTH; 0O0pa3oBaTelbHBIC MepeIaIn
0oJiee yeM OJMH pa3 B TeUeHUEe 15 MUHYT Ha MEpUO, He MpPeBbIIIa-
o1t 45 ceKyHA; iepeadyu, POIOIXKUTEIbHOCTb TPAHCISILIMU KO-
TOpPBIX OT 15 mo 60 MuHyT, OoJiee YeM IBa pasa.

Text G

Announcement

Announcement can be used for any category of public relations advertis-
ing. Their primary use is to inform the public promptly about something that
affects everyone. Recalling a product, explaining a failure of service, or re-
butting a charge of irresponsibility are appropriate announcements.

Sears used announcement advertisements to tell how auto owners could
apply for rebates if they believed they were charged too much or paid for
replacement parts that were not needed. And Jack-In-The-Box used
announcement ads to reassure consumers that it was taking precautions to
make sure its restaurants met new health standards after an outbreak of food
poisoning at several locations in the Seattle area. Here is the text of one such
advertisement that appeared in the San Francisco Bay Area.

O Vocabulary:
promptly — ObICTpO
affect smb. — BaMATH Ha K.-J1.
recall — mpuHUMAaTL 0OpaTHO
failure — Heynmava, mpoBai
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rebut — oIpoBeprarh, JaBaTh OTIIOP

a charge of — oOBuUHeHME

irresponsibility — 6e30TBeTCTBEHHOCTb

appropriate — COOTBETCTBYIOIINIA, TTOIXOMSIITNIA

owner — BJamesell

apply for smth. — obpamaTbcs 3a 4.-JI.

rebate — CKmMIKa, yCTyIIKa

charge for smth. — B3mMarh IUIaTy 3a 4.-JI.; HA3HAYNUTD IUIATY 34 9.-JL.;
MPOCHUTH 3a 9.-JI.

replacement parts — 3aItacHbIC YacTH

reassure — 3aBEpsITh, YBEPSITh, yOEXKIaTh

take precautions — mMpUHUMAaTh MEPHI TTPEIOCTOPOKHOCTH

meet — COOTBETCTBOBATH, YIOBICTBOPSITH, OTBEYATh

outbreak — BcmbImKa (THEBa, SIMMUAEMHUN); BHe3aITHOe Havdaio (60-
JIe3HU); B3PBIB

food poisoning — muIIeBOe OTpaBICHUE

location — MeCTHOCTb

Exercises

1) Find the English equivalents in the text and use them in sentences of
your own:

MOTYT TIPUMEHSITBCS IS, BIUATH Ha K.-JI.; TIJIOX0€ OOCTy>KUBaHUE;
BITaZie/TbIIBI aBTOMOOMIICH; ¢ HUX 3aIPOCUJIN CIIUIITKOM MHOTO Je-
Her; 3amacHbIe YacTy; 3aBEpPUTh MOTpeOUTeNell B TOM, 4TO...; yoe-
IATHCS; COOTBETCTBOBATh HOBLIM CTaHIAPTaM; HEOXWIAHHBIE CITy-
Yay IMUIIEBOrO0 OTPABJICHMSI.

2) Find the words in the text which describe or mean the following:

1. most important or most basic —

2. correct or right for a particular time, situation, or purpose —

3. smb. who owns smth. —

4. tomake a formal usually written request to be considered for a job,
an opportunity to study at a college, permission to do smth., etc. —

5. quickly, immediately, or at the right time —

6. smth. you do in order to prevent smth. —

7. an official statement telling people that smth. important is going
to happen —

8. to do smth. that produces an affect or charge in smb. or smth. —
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3) Translate the following words into Russian and use them in sentences of
your own:

1. to charge money for smth.
free of charge
at no extra charge

2. to be in charge of smth./smb.
to put smb. in charge of smth.
to take charge of smth.

3. charges against smb.
charges of a crime
murder charges

to face charges for a crime

4) Match the words which are close in their meaning:

announcement paramount
primary to consume
to inform recklessness
failure to brief
irresponsibility declaration
to poison blunder

to use to kill

5) Match the words having the opposite meaning:

announcement to abstain
primary reliability

to inform concealment
failure to sterilize
irresponsibility subordinate
to poison achievement
to use to conceal

6) Complete the following sentences from the text. Translate them into

Russian (failure; affects; precautions; apply; relations):

1. Announcements can be used for any category of public

advertising.
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7)

8)

9

2. Their primary use is to inform the public promptly about smth.
that everyone.

3. Recalling a product, explaininga of service, or
rebutting a charge of irresponsibility are appropriate announcements.
4. Sears used announcement advertisements to tell how auto owners

could for rebates if they believed they were charged too
much.

5. Jack-In-The-Box used announcement ads to reassure consumers
that it was taking to make sure its restaurants met new

health standards after an outbreak of food poisoning at several locations
in the Seattle area.

Insert prepositions where necessary (of; after; in; about; for; at):

1. Announcements can be used any category of public
relations advertising.

2. Their primary use is to inform the public promptly

smth. that affects everyone.

3. Recalling a product, explaining a failure service are
appropriate announcements.

4. Sears used announcement advertisements to tell how auto owners
could apply rebates.

5. Jack-In-The-Box used announcement ads to reassure consumers
that it was taking precautions to make sure its restaurants met new

standards an outbreak of food poisoning
several locations the Seattle area.
Develop the following statement in writing in no more than 50 words.

Announcements can be used for any category of public relations
advertising.

Give the main idea of the text in one sentence.

10) Read the advertisement and translate in into Russian using the
dictionary:

A Message from the Chairman of JACK IN THE BOX

As you may know, there has recently been an outbreak of food-
related illness in the Pacific Northwest. All of us at JACK IN THE
BOX extend our prayers for a complete and speedy recovery to everyone
who has experienced this illness.
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When we first learned of the problem, we immediately recalled all
hamburger meat suspected of contamination and we are no longer
having hamburger meat processed by our former meat supplier.
However, I want to make it clear that no hamburger meat suspected
of contamination was ever shipped to the Greater Bay Area, so no
one here was ever at risk.

And, in an effort to make absolutely certain this never happens
again in any JACK IN THE BOX restaurant, we have increased our
hamburger cooking times to levels above both state and federal
standards. We have also retrained all food preparation staff to ensure
that all new and existing cooking procedures are followed.

At the same time, we have increased our testing procedures on all
hamburger meat now being processed so that we will perform seven
separate quality control checks before it ever gets into our restaurants.

Again, I want to emphasize that the wholesomeness of the
hamburger meat we serve here was never in question. JACK IN THE
BOX has been part of this community for many years and we will do
everything in our power to keep your trust.

Jack Goodall
Chairman
JACK IN THE BOX

Though reassuring to consumers in the San Francisco Bay Area,
this letter appeared only after Jack-In-The-Box had suffered major
damage to its corporate reputation for its handing of the problem in
the first place.

11) Answer the following questions:

1. Is the advertisement effective? Why or why not?
2. Can you cite applicable concepts of persuasion and advertising
copywriting?
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UNIT 11
THE BASICS OF A PRINT AD

Text A

There are several key elements in a print advertisement. They are headline,
text, artwork, and layout.

Headline. Advertising expert John Caples says, “The headline is the most
important element in most ads — and the best headlines appeal to the reader’s
self-interest or give news”.

Headlines should be specific about a benefit, or they can be teasers that
arouse interest. Here is a headline about a specific program: “The Phoenix
Mutual Insurance Retirement Income Plan”. Caples thought this was all
right, but he created a headline that sold much successfully: “To Men Who
Want to Quit Work Some Day”. This was accompanied with an illustration
of a smiling senior citizen fishing in a mountain stream.

Text. The headline is followed by what is known as text or body copy.
This is the words that persuade the reader to do something. In general, copy
should be limited to only one or two major points. Sentences should be short
and punchy. A declarative sentence is much better that one that includes
a dependent or an independent clause.

The copy should invoke emotion, provide information of value to the
reader, and suggest a way that the reader can act on the information. You
might include a toll-free telephone number, an address to write for more
information, or a suggestion that people visit a local dealer.

Artwork. An ad can consist of just a headline and copy, but ads usually
have a strong graphic element. This may be a striking photo, a line drawing,
or a computer-generated design. Artwork attracts the reader to the ad and
breaks up large blocks of type.

Layout. The headline, copy, and graphic elements need to be integrated
into an attractive, easy-to-read advertisement. A layout can be a mock-up of
the planned ad, or it can be a detailed comprehensive that includes the actual
type and artwork that will be used.

O Vocabulary:
print — nevyaTHbIN
headline — 3arojoBok
artwork — XymoxXecTBeHHOe 0(pOpMIICHIE; PUCYHOK
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layout — MakKeT OOBSIBICHUS TTIE€YaTHON PEKIIAMBI

appeal to smb. — oOpaImaTscs K K.-JI., IIPUBJICKATh K.-]I.
self-interest — JMYHAs 3aMHTEPECOBAHHOCTh

benefit — monb3a, BEITOJA

teaser — (sl.) pekimaMHOe OOBSIBIICHNE; TOJIOBOJIOMKA «Ipa3HIIKa»
(mpasHsIee pekiIaMHOe 0ObsSIBJICHHE (3aT0JI0BOK), HE COODIIIaroIee
Bceit HeoOxomuMoit mH(popMaIu, HO cofepkalllee yKasaHHe Ha TO,
YTO OTCYTCTBYIOIINE CBEACHUSI OYIYT TaHBI B ITOCICAYIOIINX ITyOJIH-
KalWSIX WUIM Ha TIOCICAYIOIINX IIINTAX)

arouse interest — BbI3BaTh UHTEPEC

phoenix — ®enuke (Mud.); 9ya0

mutual — B3auMHbBII

insurance — CTpaxoOBaHUE; CTpaxoBas IIPeMUsI

retirement — OTCTaBKa; BBIXO Ha MICHCHIO, B OTCTaBKY

income — JIOXOI

create — co3maBaTh

quit — 6pocatp 4.-JI., YXOAUTh

fish — ynuTh, 10BUTHL PHIOY

a stream — py4den

body copy — OCHOBHOI TEKCT

persuade — yroBOpuThb K.-J1., YOSIUTh

major — KpyIHBINA, BaXKHBIA

sentence — MIpemIoXeHNe (TpaMMaTHIECKOE)

punchy — 3 (peKTUBHBIN, SHePTUUHbBIN

declarative — meKiapaTUBHEII; TTOBECTBOBATEILHOE TIPEIUIOKCHIE
dependent — TOMYMHUTEIBPHOE TIPEITIOXKECHIE

independent — caMOCTOSITETbHBIN, He3aBUCUMBIIA

clause — mpumIaTOYHOE TIPEIIOXKEHIE

involve — B3BIBaTh K

provide — IIpemOCTaBIISITh, 0OECIIEYNBATh

value — LIEHHOCTb

suggest — IIPEIIOXKUTh

toll-free — OecIUIaTHBIN MEXIyrOPOTHUN TeJe(OHHBIN pa3roBOp
dealer — mmitep; OMPKEBOI TOPTOBEIT; TOPTOBELT

graphic — rpapuyeckuit

striking — TropasuTeabHbIN, OLIETOMIISIOIMI

line drawing — IITPUXOBOM PUCYHOK

computer-generated design — KOMIIBIOTEPHBIN PUCYHOK

a block of type — 6110k Habopa
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break up — pa30ouBarh (Ha 4acTH)

integrate into — o0ObEAUHSTH

easy-to-read — JIETKO YMTaeMBIiA; JISTKUI (IIPOCTOI) I MpPOYTE-
HUS

mock-up — opurMHajI-MakeT B HATYpaJbHYIO BEJIUYMHY
comprehensive — YUCTBIN MaKeT (peKIIaMHOE OOBSIBICHIUE)

actual — peanbHBIN, TeICTBUTETLHBIN

Exercises

D

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

MeYaTHbIE PEKIAMHBIE OObABIEHUS; «IPa3HUIKN», BbI3bIBAIOIIIE
HMHTEpeC; KOPOTKUE Y SHEPTUYHBIC MPEIIOXKEHHUs; IIPEAOCTABISATh
uH(oOpMaIno; OeCIIaTHBIM MEXIYTOPOAHUM Teae(OHHBIN pa3-
TOBOP; OCHOBHO# TEKCT PEKJIAMbI; IITPUXOBOM PUCYHOK; KOMIIBIO-
TEPHBIIl PUCYHOK; peKJiaMa, JierKasl IJIsl IPOYTCHUSI.

Find the words in the text which describe or mean the following:

1. the title of a newspaper article, printed in large letters above the
article —

2. the way in which writing and pictures are arranged on a page —
3. astrong human feeling such as love, hate, anger —

4. pictures that are made for a book or magazine, or for another
product such as a computer program —

5. toproduce words, numbers, or pictures on paper or other material,
using a machine which puts ink onto the surface —

6. to make a serious public request for help, money, information,
etc. —

7. including everything that is necessary —

8. a full-size model of smth. that is going to be made or built, which
shows how it will look —

9. smth. that gives you advantages or improves your life in some way —

Translate the following words into Russian and use them in sentences of

your own:

benefaction —
benefactor —
beneficial —
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beneficiary —

to benefit from/by —

to have the benefit of —

for smb.’s benefit —

to reap benefits —

to give smb. the benefit of the doubt —

to take the benefit (of the bankruptcy laws) —

4) Match the words which are close in their meaning:

to persuade to withdraw
punchy to convince to do
to print unpaid

detailed to involve

free accurate

to include energetic

to avoid to publish

5) Match the words having the opposite meaning:

to persuade brief
punchy to neglect
to avoid unenthusiastic
detailed to meet
free to discourage
to include priced
6) Match the words:
to be specific about a headline
a specific the reader
to create clause
a declaration a benefit
an independent the reader
to appeal to sentence
to persuade program
to attract the reader
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7) Complete the following sentences from the text and translate them into
Russian:
1. An ad can consist of just...
2. ... 1s followed by what is known as text or body copy.
3. ... need to be integrated into an attractive, easy-to-read advertise-
ment.
4. Headlines should be specific about...
5. The copy should invoke emotion, provide...
6. A layout can be a mock-up of...
8) Insert prepositions (of; on; by; with; to; up):
1. The headline is followed what is known as text or
body copy.
2. The copy should suggest a way that the reader can act
the information.
3. This was accompanied an illustration of a smiling
senior citizen fishing in a mountain stream.
4. Artwork attracts the reader _~ the ad and breaks
large blocks of type.
5. An ad can consist just a headline and copy.
9) Answer the following questions:

What are the key elements in a print advertisement?
‘What kinds of headlines are considered to be the best?
‘What should the copy be limited to?

‘What should the copy be aimed at?

What graphic elements should be included in an ad?

Nk v =

10) Agree or disagree with the following:

1. Sentences could be short and punchy. A declarative sentence is
much better than one that includes a dependent or an independent
clause.

2. The headline is the most important element in most ads.

11) Give a summary of the text.

12) Render the following item in English:

IIpu pa3paboTke rpauKu peKaaMbl CJIeAyeT PYKOBOACTBOBATh-
cs CIIEOYIOINMHA OOIIETTPUHATEIMA TIpaBUJIaMU, BEIPAOOTaHHBIMU
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B pe3yJbTaTe MpodecCHOHaIbHBIX UCCISI0BAHUI 1 TBOPYECKOTO
TOIX0A CTICIINAIMCTOB B 00IaCTH PeKJIAMEL.

1. Bce aneMeHTHI peKJIaMbl — WJUTIOCTPAIsI, 3aTOJIOBOK, TEKCT,
JIOTOTHUII, BEPCTKa, MIPUMT M 00N 00pa3 — MOKHBI CO3IaBaTh
eIMHBIN 00pa3 1 OIpenesaTh oo 3hdeKT pekinaMbl. CyTb IIpo-
IYKTa W €TO IIPEUMYIIECTBA TOJLKHBI OBITh BUIHBI C TIEPBOTO B3IJISI-
na. Peximama, co3marormast emmHBINA 00pa3, XOpOIIIo 3aIIOMUHACTCS 1
MOHSITHA TOKYMATeIo.

2. Pexitama nomkHa 9eTKO 1 3(pDEKTUBHO ITPEICTaBISATh PeKIIaM-
HYIO UOCI0 M TOHECTH IO ITOKYITaTesIsl IPESUMYIIEeCTBA PEKIaMUPY-
€MOro ToBapa. ¥ IMOKyMaTess JOJKHA BOSHUKHYTh YBEPEHHOCTDH B
TOM, YTO PEKIIAMUPYEMBIil TOBap pa3pellInT BCe €T0 ITPOOIEMBI.

3. Ha pexitaMmy Bo3JtoxXeHa oIIpeie/IcHHAsI STHIeCKast OTBETCTBEH-
HOCTb.

4. BneMeHTBI PEKJIAMBI TOJDKHBI OBITH PACIIOIOXKEHBI OJIM3KO IPYT
OT JpyTa.

5. Jns mmoBeIeHUS 3(PHEKTUBHOTO BO3IECTBUS PEKIIAMBI He-
00X0IMMO yOpaTh U3 Hee TO, UTO He OTHOCHUTCS K OCHOBHOI niee, a
JINIITh OTBJIEKAeT BHUMAaHUE.

6. HeoMOJIBKY 1 IIPOITYCKY MOXKHO MCITI0JIb30BATh C LIEJIbIO ITPHU-
BIICUYCHUS] BHUMAHMS TTOKYTIaTeIICH.

7. PexmamHast nHOpMaIus T0LKHA OBITh BRIpaXKeHa JIETKO BOC-
MIPUHAMAaeMbIM BU3YaJIbHBIM 1 BepOAIbHBIM SI3BIKOM.

Text B
Using an Advertising Agency

Most public relations advertising is prepared and placed by advertising
agencies. The agency has people who are experts in all phases of creating the
ads and getting them published or broadcast in the chosen media.

If your organization has an advertising department, it is likely to be the
prime contact with the agency. However, there are some organizations in
which the public relations department is the contact. In either case, the public
relations people are identified as the “client”, the entity that approves or
disapproves the agency’s recommendations.

This relationship must be one of enthusiastic cooperation. Agency and
client are not adversaries but partners. In general, the public relations role is
to determine broad objectives (“what to do”) while the agency determines
the means (“how to do it”).



UNIT 11. THE BASICS OF A PRINT AD 183

Adbvertising agencies do not normally charge anything for their services.
Their compensation comes from the “agency discount” that is granted by
most media. Normally this discount is 15 percent of the cost of the space or
time, and it is not granted to advertisers. It works this way: if the space or
time costs $1,000, the agency bills the advertiser for the sum but remits $850
to the medium. The $150 difference is retained by the agency as pay for
preparing the ad.

Agencies do bill clients for the cost of materials purchased for use in
preparing the advertising for publication or broadcast.

O YVocabulary:
place an advertisement — OMECTUTb OOBSIBICHUE
phase — cragus, ¢asa
create — co3aaBaTh
broadcast — Bellath, nepeaaBaTh Mo paguo
chosen — BEIOpaHHEBII
prime — o4eHb BaxKHBI, OCHOBHOI1; IEpBOHAYAJILHBII, [IEPBUYHBINA,
MOOXOIALINIA
in either case — B J1t000OM (U3 ABYX) ClIyyaeB
identify — OTOXIECTBIISATHCS, OIMO3HABATH
entity — 31. caMOCTOSITeJIbHOE (XO3SIMICTBEHHOE) Moapa3acieHue
approve — o100psTh
adversary — COITEpHHK, IIPOTUBHUK
determine — onpenensiTh
broad — mmpoxuit
objective — 11eJ1b
means — CpeICTBO; CPelCcTBa
charge — B3uMaTh 1IaTY
discount — cHIDXKeHME 1IeH
grant — IIPeIOCTaBIATh
advertiser — pekJjlamoaaTesib; ra3eTa ¢ OObSIBICHUSIMU
cost — CTOMMOCTh
space — MECTO, IIPOCTPAHCTBO
bill smb. — BBICTaBISITh CUET K.-JI.
remit — mepechuUIaTh (IEHbIU MO TOYTE)
retain — yJaep>KuBaTh

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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peKIIaMHEBIC aTeHTCTBA; PeKJIaMa; ITa0JIMK PYICHIITH3; peKJIaMOIAaTelb;
PEKIIAMHBIN OTHEIN; ONPEICINTh Melb; ONMPEACINTh CPEACTBA; CTO-
MIMOCTb MECTa ¥ BpEMEHM; CTOUMOCTD 3aKYIUICHHBIX MaTepHaJIOB.

2) Find the words in the text which describe or mean the following:

1. toask smb. a certain amount of money for smth. you are selling —
2. tosend smb. a bill —

3. the amount of money that you have to pay in order to buy, do, or
produce smth. —

4. to give smb. smth. that they have asked for, especially official
permission to do smth. —

5. areduction in the usual price of smth. —

6. smth. that exists as a single and complete unit —

7. to buy smth. —

3) Translate the following words into Russian and use them in sentences of
your own:

free of charge —

at no extra charge —

to charge smb. for smth. —
public relations department —
enthusiastic cooperation —

to bill smb. for smth. —

4) Match the words which are close in their meaning:

to purchase social
public restitution
to identify opponent
discount to buy
adversary reduction
comprehension to recognize

5) Match the words having the opposite meaning:

to purchase increase

public to sell

to identify deprivation
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discount to confuse
adversary private
comprehension assistant

6) Match the words:
to bill discount
public media
to determine clients
to grant agency
mass relations
advertising objectives

7) Complete the following sentences from the text and translate them into

Russian:

1. There are some organizations in which the public relations de-
partment...
2. Most public relations advertising is prepared...
3. Advertising agencies do not normally...
4. Agencies do bill clients for...
5. Agency and client are not...
6. ... that is granted by most media.
7. ... and getting them published or broadcast in the chosen media.
8. ... one of enthusiastic cooperation.

8) Inmsert prepositions (for; from; by, of; in; to):

1. general, the public relations role is to determine broad
objectives.

2. Most public relations advertising is prepared and placed
advertising agencies.

3. Theagency bills the advertiser $1,000 but remits $850
to the medium.

4. This relationship must be one enthusiastic coopera-
tion.

5. Their compensation comes the “agency discount”
that is granted most media.

6. This discount is not granted advertisers.
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7. The difference is retained by the agency as pay
preparing the ad.

9) Make up 5 questions about the text.

10) Agree or disagree with the following:

Agency and client are not adversaries but partners.
11) Give a summary of the text.
12) Render the following text in English:

Ilpamas pexaama (Oupexm-meiin)

OCHOBHBEIM CPEACTBOM PAacCIPOCTPAaHECHUS MPSIMOM PEKIIaMbI
CIIY>KWT TIOYTOBOE OTIIPaBieHWE. DTOT B pPeKJIaMbl MHTEPECEH B
MEepBYIO oyepelb CBOEeH aapecHOCThIO. Belb Mpou3BOAUTENb WU
TOProBell MOXET IOCaTh ee B JIID0OH mpuemiaeMoit ¢hopMe He-
TMOCPEICTBEHHO CBOMM ITOTEHIIMAJBHBIM OYIYIIMM ITOKYIATeIISIM.
M B 3aBUCHMOCTU OT TOTO, OYIIET JIU 3TO JUCTOBKA, dosnep, Kara-
JIOT U T.JI., OTIIPaBUTEIb TOYHO 3HAET, YTO ITOCkUIaeMast MM MHDOp-
Malus, 1o KpaifHell Mepe, TonanaeT B Hy>XKHbIe pyku. [Ipsmast mmo-
YyToOBasl pekyiaMa MOoJIXKHa OBITh BBINTOJHEHA B CTUJIE XOpollei
KYPHAIMCTUKU. EMMHCTBEHHOE OrpaHMYeHMe — IpaBuja MOYTO-
BOW CIIyXOBI.

ITouToByI0 peKiIaMy MOXKHO MCIIOJIb30BaTh KaK YTOTHO, €€ MOX-
HO HAYMHATH U MpeKpaliaTh B JII000e BpeMs.

ITpeuMyiiiecTBa AUPEKT-MEILT:

1) onepaTUBHOCTb U Upe3BblYaiiHasi TMOKOCTh;

2) MHAMBUAYAIbHBIN IMOAXOMA K 3aKa3UMKY, HEITOCPEICTBEHHOE
0O0LIEHUE C ayIUTOPUE, BOBJICUEHUE €€ B OOCYKIEHUE;

3) ycTaHOBJICHHE OOPAaTHOI CBSI3U C MOTpeOUTENIeM (OTPHIBHBIC
KYTIOHBI, TAJIOHBI CKUIOK, JJOTEPEH, BUKTOPHHEI);

4) BO3MOXHOCTb PacChLIKM KOHMDUISHIUATBHOU NH(pOopMalnH;

5) OTHOCUTENBHO HEOOJIbIIAas CTOMMOCTB;

6) MCnoIb30BaHME COBPEMEHHBIX CPEICTB CBA3M (KOMITBIOTEp-
Has ceTb Internet u 1.1.);

7) MeXXHALIMOHAJIBHBIN XapaKTep;

8) ToBap, KOTOPBIN PeKIaMUPYETCS C TIOMOIIBIO TUPEKT-MEILT,
MPaKTUYECKHM BCETaa HaXOAUT CBOETO TOKYIIaTesl.

Hawnbonee yacto ucnosb3yoTcst Takue (QOPMbI U TUIIbI TTPSIMOIA
peKJIaMbl, KaK IHAChMa, JINCTOBKH, OPOIIIOPHI, OTKPBITKH, KaTallo-
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ru, OIOJUICTCHU, PEIPOAYKIINY, KaJleHIapu, BU3UTHBIC KapTOUYKH,
OYKJICTBI, XypHAJIBI, IIPEICKYPaHTHI, IPUTJIAIICHUS, TIPOIPAMMEI,
TUTaKaThl, KYITOHBI U T.H.

K gnciry HemocTaTKOB TaHHOM peKJIaMbl OTHOCSITCSI HU3KasI IIpe-
CTIZKHOCTB 3TOTO BUIA PEKJIAMBI 110 CPAaBHEHUIO C paao-, TeJle- WIN
ra3eTHOM peKJIaMOl, OTCYTCTBHE Pa3BUTBIX 0a3 MTaHHBIX, YCTapeB-
€ TIOYTOBBIC CTAHIAPTHI, OTCYTCTBHE TPAIMIINM ITOCHIIKHA OTBET-
HBIX KapTOYEK, OIUIAYMBACMBIX ITOTyJIaTeIICM.

Text C
Other Advertising Channels

Other forms of advertising that have value in public relations programs
are outdoor, transit panels, posters, sponsored books, T-shirts and buttons,
and hot lines and toll-free telephone numbers. Direct mail is also a valuable
channel.

Outdoor

Most outdoor advertising employs paper sheets pasted on a wooden or
metal background. The 24-sheet poster is standard, but there are also painted
bulletins, which use no paper. Outdoor advertising reaches large audiences
in brief exposures. Accordingly, advertising for this medium must be eye-
catching and use few words. Ten words is a rule-of-thumb limit for outdoor
copy. When design and copy are approved, the individual sheets of paper
that will make up the whole advertisement are printed and then pasted to the
background.

Location is vital in this medium — and prices are based on the traffic that
is exposed to the site. Occasionally, nonprofit organizations can obtain free
or heavily discounted usage of outdoor space that is temporarily unsold.
Displays are usually scheduled in monthly units, and occasionally there are
gaps in the schedules, so it may pay to keep in touch with local outdoor
companies.

Transit Panels

This category includes both the small posters placed in subway and
commuter rail stations and the cards used in buses and rail cars. Both types
of transit advertising require eye-catching graphics, but the copy can be longer
than for outdoor posters. The person waiting for a train or holding a strap or
a bar on a bus or rail car has some time to absorb a message. Cards in transit
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vehicles often carry coupons or treat-off notes allowing readers to ask for
more information or respond to some sort of offer.

O Vocabulary:
value — IEHHOCTh, 3HAYNMOCTD, IIeHa
outdoor — HapyXHBI, BHEIITHUI, Ha OTKPHITOM BO3IyXe
transit panel — peKJIaMHBII AT B TOPOACKOM TPAHCIIOPTE, METPO,
3JIEKTPOIIOE3Ie
poster — a¢uima, mIakar, Imocrep
sponsored book — 3akazaHHas1, CyOCUIMpOBaHHAsS] KHHUTA
T-shirt — TeHHMCKa, QyTOONKA (MSTKAS, JIETKO TSHYIIASICSI, OOBIU-
HO XJIOITYaTOOyMakHasI, ¢ KOPOTKMMU pyKaBaMu, 0e3 BOPOTHHKA)
button — myroBuia
hot line — «ropsrdasi» TeseOHHAS TUHUS
toll-free — GeCMONUIMHHBIN, OeCIUIATHBIN
valuable — LIEHHBIH, TTOJIE3HBINA
employ — 311. IpUMEHSITh, HCIIOJIb30BaTh
sheet — nuct 6ymaru
paste — IIPUKJICUBATh
wooden — IepeBIHHBIN
background — ¢on; 3agHuii TUIaH
24-sheet poster — 24-11UCTOBOI IUTaKaT
standard — cTaHgapT, HopMa
reach — mocTurarh, TOOMTHCS, 3. OXBAaTHIBATh
exposure — 3KCITOHMPOBaHNEe, KOHTAKT (C PEeKJIaMOin)
accordingly — cOOTBETCTBEHHO; TaKM 00pa3oM
eye-catching — npuBieKawIInii, Opocaloluiics B I1aza
rule-of-thumb — NpUOIM3UTEILHBIN; TPYOO TOBOPS
vital — CyIIeCTBEHHBIN, HACYIITHBIN
medium — cpefa; cpencTBO MacCOBOM MH(MOPMAIINHI
nonprofit — HEKOMMepPUYECKHUIA
heavily discounted — ¢ OOJBIIIOI CKMAKOI; HAMHOTO HIXXEe HOMMU-
HaJIBHOIT CTOMMOCTH
occasionally — nHoraga, BpemMsi OT BpeMEHMU; CIIy4aiiHO
temporarily — BpeMeHHO
schedule — rpaduk, miaH, pacucanue (1n.); HaMe4aTh, IUIAHUPO-
Bath (V.)
gap — TIpober1, Opelrb, MHTepBaJl, IPOMEXYTOK
keep in touch with — mogmepXxuBaTh CBSI3b C
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subway — (aMep.) MeTpoO; IIoa3eMKa

commuter rail station — MpUropoaHast CTAaHLIMS XKeJIe3HOM JOPOru
card — OusieT (B rOpOACKOM MJIM IIPUTOPOAHOM TPAHCIIOPTE)
graphic — rpaduka (pexiaMHas1), oopMICHIE

strap — peMeHb (B TPaHCIIOPTE)

bar — nmopy4eHb (B TpaHCIIOPTE)

absorb — MoroIAaTh, BIUTHIBATD, 3/. YCIIETh IPOYMTATDH U ITOHSTh
message — COOOlLeHMe

vehicle — TpaHCIIOPT; CpeacTBa MePeABUXKEHNS, MallIMHA

coupon — KYIIOH, CPEICTBO CEilI3 IIPOMOYIIH, IPeAbsBICHHE KO-
TOPOrO TapaHTUPYET IOJIyYeHUE OMpPEAeIeHHBIX JIBIOT (OrOBOPEH-
HasT CKMIIKa)

treat-off note — OTpBIBHOE IMPUIOKEHUE K PEKIAMHOMY OObsIBIIE-
HUIO, 3aII0JIHUB 1 OTOC/IaB KOTOPOE B afpec peKIaMOaaTelist IOKY-
ratejib 3asiBJISIET O CBOEM KeJIaHUU MPUOOPECTH PEKIIAMUPYEMBIii
TOBap JIM0O MPEIbIABUTEIb KOTOPOTO ITOJIy4aeT OTOBOPEHHYIO CKUIKY
IIpY MOKYIIKE TOBapa

offer — npenoxeHue

respond — oTBeYaTh

Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
JIUCTBI OyMaru; 24-1MCTOBOM IJ1aKaT; HapyKHasl peKjiaMa; TeKCT ISt
HapyXXHOI peKJIaMbl; MOAAEPKaHUE CBSI3H C K.-JI. MOXET OKYITUTh-
Csl; IPUTOPOIHBIE KeJIE3HOMOPOXKHBIE CTAHITUI; OTPLIBHBIE TTPUIIO-
JKEHUS K PEKJIAMHOMY OOBSIBIIEHUIO.
2) Find the words in the text which describe or mean the following:

1. to regularly travel by train or car between one’s work in a town and
one’s home in the country or suburbs —

2. existing, happening, or used outside, not inside a building —

3. the pattern or color on top of which smth. has been drawn, printed,
etc. —

4. the way that smth. has been planned and made, including its
appearance, how it works, etc. —

5. to uncover or show smth. that is usually covered or not able to be
seen —
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6. to officially accept a plan, a proposal, etc. —
7. to plan that smth. will happen at a particular time —

3) Translate the following words into Russian. Use them in sentences of
your own:

outdoor advertising —
outdoor copy —
outdoor site —
outdoor space —
outdoor companies —
outdoor poster —

4) Match the words. Use them in sentences of your own:

direct graphics
tear-off advertising
eye-catching organizations
outdoor mail
nonprofit vehicles
transit notes

5) Match the words which are close in their meaning:

temporarily in the open
occasionally to authorize
outdoor commercial
profitable to take in

to absorb briefly

to approve irregularly

6) Match the words having the opposite meaning:

temporarily disadvantageous
occasionally to disperse
outdoor permanently
profitable to reject

to absorb constantly

to approve inside
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7) Complete the following sentences from the text and translate them into
Russian:

1. Most outdoor advertising employs paper sheets pasted on

2. Outdoor advertising reaches large in brief exposure.
3. Ten words is a limit for outdoor copy.

4. Location is vital in this and prices are based on the
traffic that is exposed to the site.

5. Bothtypes of transit advertising require , but the copy
can be longer than for outdoor posters.

6. mail is also a valuable channel.

8) Translate in writing the paragraph from the text concerning transit
panels.

9) Explain the following:

1. Location isvital in this medium — and price are based on the traffic
that is exposed to the site.

2. Bothtypes of transit advertising require eye-catching graphics, but
the copy can be longer than for outdoor posters.

10) Answer the questions:

What are other forms of advertising?

What is a standard outdoor advertisement?

What is the procedure for this type of advertising?

How can nonprofit organizations obtain usage of outdoor space?
What do cards in transit vehicles often carry?

Al S

11) Sum up the contents of the text in one or two sentences.

12) Develop the following statement from the text in no more than 100
words:

Most outdoor advertising employs paper sheets pasted on a wooden
or metal background.

13) Render the following text in English:
Hapyxcnasa pexaama

Hapyx#nas pexiiama (aHri. outdoor advertising) — MenuakaHall,
KOTODBIIA JOHOCUT peKJIAMHbIE OOpAaLLeHHs 10 MOoJIydaTe el TPy Io-
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MOIIM OTII€YaTaHHBIX THIIOTPa(pCKUM CIIOCOOOM IIIaKaTOB, PHCO-
BaHHBIX IINTOB WJIM CBETOBBIX TA0JIO, YCTAHABIMBAEMBIX B MECTax
HaunOoJIee OKMBIICHHOTO YIIMYHOTO ABVKEHMS, 4 TAKKE BIOJIb ITOC-
CEeUWHBIX M XKeJIE3HBIX JOPOT.

OCHOBHBIMHM HOCUTEIISIMUA Hapy>XHOM peKJIaMBbl CieayeT Ha3BaTh
peKJIaMHbIe IUTHI (aHT. billboard), BEIBECKM Ha OCTAaHOBKAX (aHIJL.
bus shelter), >IEKTPOHHO-MEXaHUICCKHE IIUTHI C TIEPUOINICCKU
CMEHSIOIINMUCS M300paXeHUSIMH (aHTIL. prismavision), CBETOBBIE
Kopoba (aHTI. city light), cBeTOBBIE KOpoOa Ha ortope (aHTIL. city light
on pole), cTallmoHapHbBIC ITAHHO Ha 3TaHUSIX — OpaHIMay>pHhl, IIPO-
CTPaHCTBEHHBIC KOHCTPYKIIMU (HAIIpHMEpP, OTPOMHEIE 00beMHEBIE
MakeThl: ynakoBkM TuieHKkrn Kodak, oyteinkn Coca-Cola, mauku
curapet Marlboro u T.11.), TpaHCTIapaHTbI-PACTSIKKY (aHTIL. banner),
«Oeryiast CTpoka» U JIp.

PexitaMHBII KOHTaKT TOCTUATAECTCS BO BpPeMSI TMIEPEIBIDKEHUS 110
TOPOIICKUM YJIUIIAM M aBTOCTPAIaM M IIO3TOMY SIBJISIETCSI O9eHB KpaT-
KMM MO BpeMeHU. B cBsI3u ¢ 3TUM oOpallleHUe TOIKHO ObITh JaKO-
HUYIHBIM, TEKCTBI — KPAaTKUMU, a N300pakeHIEe — IPUBJICKAIOITM
HEIIPOM3BOJIbHOEC BHUMAaHKE M BBIPA3UTEIbHBIM 110 (DopMe.

[TpenmytiiecTBaMU HAPYKHOM PEKIJIAMBI SIBJISTIOTCS: IITMPOKMUIA OX-
BaT ayIUTOPUH, YACTOTHOCTh, TMOKOCTh, OTHOCUTEILHO HEBBICOKAST
CTOMMOCTB OTHOTO KOHTAKTa 1 JOJITOBPEMEHHOCTh BO3ICHCTBHS Ha
ayIUTOPHIO.

Hapyx#nas pekirama Hapsioy ¢ IIpeUMYIIeCTBAMU UMEET U Hello-
cratku. K HUM HEOOXOAUMO OTHECTU OOJIbILIME CPOKU, HEOOXOAM-
MBbIe Ha ITPOBEIeHNE KaMITAHWUH C MCITOIb30BaHIEM JTaHHOTO MeIMa-
KkaHaia. [Tox BimstHuEM aTMOC(EpPHBIX SIBICHUH (T0XIb, MOPO3, BE-
Tep U T.I.) Pe3KO CHIIXAETCS KauyeCTBO M300pakeHUs Ha IIMUTaX.
Hocurenu HapyXHOI peKIaMbl TPeOYIOT IOCTOSTHHOTO KOHTPOJIS
HaIl UX COCTOSTHMEM. Pekiamomaresio, OCyIIeCTBISIONEMY O0IIe-
HAIIMOHAJbHYIO KaMIIaHWUIO, TIPOKOHTPOJIMPOBATH 3T MOMEHTHI
MPaKTUYECKA HEBO3MOXKHO.

Text D

Posters

Posters are used in a variety of setting to create awareness and remind
people of something. Many companies use posters on bulletin boards to
remind employees about basic company policies and safety precautions.
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A good example is the Nissan Motor Company’s poster campaign to
remind employees at various U.S. offices to buckle up when driving. Nissan
used a series of posters with a lighthearted touch, using famous artwork and
personalities. One poster draped a seat belt over a stock movie photo of
Sherlock Holmes with the caption, “It’s Elementary, Buckle Up Now”.

Government agencies often use posters as part of public information
campaign about preventing AIDS, getting flu shots, or having pets neutered.
The government of New Zealand used an extensive poster campaign to warn
returning citizens from abroad about the dangers of bringing fruit and other
banned products into the island nation. The large poster, in full color, carried
the headline “Lethal Weapon” and showed a collage of banned food products
in the shape of a machine gun. The copy below the picture was simple and
brief:

Don’t Bring One Home

The everyday items you bring back from overseas could contain
pests and diseases with a more lethal effect than any weapon:
e Devastating our economy.

e Destroying our environment.

Just ask you travel agent for a brochure on what you can and
can’t bring back. And if you’re in doubt, leave it behind.

Museum exhibits and art shows lend themselves to poster treatments.
The poster, often a piece of art itself, can promote attendance and can also
be sold as a souvenir of the show.

Posters can also be used as mailers to business prospects and key opinion
leaders. The American Management Association regularly sends posters to
businesses promoting its services and conferences; they are mailed in the
hope that the recipients will display them on bulletin boards so that additional
people are informed.

To be effective, a poster must be attractively designed and have strong
visual elements. It should be relatively large, convey only one basic idea, and
use only a few words to relate basic information. A poster is a small billboard.

Posters, if done properly, can be expensive to design and produce.
Therefore, you need to assess how the posters will be used and displayed.
Costs can be controlled, often by buying ready-to-use posters from printers
and having the organization’s name or logo printed to them. Local chapters
of national organizations, such as the American Cancer Society, also get
posters from the national organization that can be easily localized.
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O Notes:
The American Management Association — AMeprUKaHCKast Accolya-
g MeHemkMeHTa. OcHoBaHa B 1923 1. IlITa6-kBapTtupa B I. Hblo-
Hopke.
O Vocabulary:

poster — a¢uiia, mIakar, Imocrep

variety — pa3HooOpa3ue

setting — OKpyXeHHe; OKpyKalolasi 00CTaHOBKa

create — co3maBaTh

awareness — OCO3HaHHE, OCBEIOMJICHHOCTh, 3HAHHE
remind smb. of smth. — HaTTOMHUTB K.-JI. O 4.-JI.
bulletin board — mocka 0ObSABIECHUN

employee — cayXarmmit

precaution — TpemocTepexeHue; IPeIOCTOPOKHOCTD
buckle up — npuCTErHyTh PEMHU

lighthearted — 6e33a00THBIN, BeCeIbIiA, OECIICUHBII
drape — mpammpoBaTh; HAKWHYTH (4.-JI. CBEPXY)

stock movie photo — kanp u3 ¢punbpma

caption — monmucsk (rmox dhoTtorpaducii); TUTP
campaign — KaMITaHUsI, MEPOITPUSITHE

prevent AIDS — nmomemats pacripoctpanennio CITW/Ia
get flu shots — OIYYNUTH JIEKApCTBO OT TPUIINA B BUIEC MHBEKIINHI
have pets neutered — KacTpupoBaTh, CTEPMIM30BATh TOMAITHUX
KMBOTHBIX

lethal — neTanbHBIN, CMEPTENbHBIN

collage — komIax

banned — 3ampelieHHbII

item — TpeaMeT

overseas — couepKaTh

pests — mapa3uThl, BPEIUTEIIN

disease — 0oJIe3HB

devastate — OIycTOIIATb, pa30PsITh

destroy — yHHUYTOXATh

environment — OKpyKalolas cpena

be in doubt — coMHeBaTHCSA

exhibits — 3KCITOHATHI

art shows — BBICTaBKa, ITOKa3bl IIPOU3BEICHMIT NCKYCCTBA
treatment — 1oaxoa, o6paboTKa
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promote — CIT0OCOOCTBOBATh

attendance — mocelieHue, IoceaeMocThb, ITyoJInKa
mailers — pekaMHO-MH(GOPMaIMOHHbIE MaTepUabl, pacChlIacMble
10 TI0UTE

recipient — nosay4Jaresib

display — BBICTaBJIATh, TOKAa3bIBATh

attractively — mpuBieKaTeJIbHO

visual — HarAsIAHBIA, BUAUMBIA, 3pUTETbHBII

convey — mepenaBaTh

relatively — oTHOCUTEBLHO

relate — u3iararhb, rnepegaBaTh

properly — Kak Hao; JOJKHBIM 00pa30M; Kak CJIeAyeT
assess — OLICHUTH

ready-to-use — roTOBBII K YIIOTPEOJICHUIO

logo — norotumn; ¢pUPMEHHBIN 3HAK

localize — orpaHWYUTH pacIpPOCTpPaHEHNE; TIOKAIN30BaTh

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

OCHOBHAa$ MOJIMTUKA KOMITAHWW; MIPUCTETHYTh PEMHU; OCTPOBHOE
roCyJ1apCTBO; MOJHOLBETHBIN; TOMECTUTD 3ar0JIOBOK; aBTOPUTET,
JIUAEP MHEHMIA; TOTOBBII K YIIOTPEOIEHUIO.

2) Find the words in the text which describe or mean the following:

1. alarge printed notice, picture, etc., used to advertise smth. or as a
decoration —

2. athin book giving information or advertising smth. —

3. an occasion when a lot of similar things are brought together in
one place so that people can come and look at them —

4. aboard on the wall that you put information or pictures on —

5. alarge sing used for advertising —

6. words printed above or below the picture in a book or newspaper
or on a television screen to explain what the picture is showing —

7. asmall design or way of writing a name that is the official sign of
a company or organization —

3) Translate the following words into Russian. Use them in sentences of
your own:
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to get flu shots —

to prevent AIDS —

to have pets neutered —

collage of banned fruit products —
in the shape of —

to promote attendance —

to have strong visual elements —
lethal weapon —

4) Match the words. Use them in sentences of your own:

machine campaign
opinion posters
ready-to-use settings
local belt
variety of chapters
seat gun
public leader
relatively large

5) Translate the following sentences into Russian:

1. That cocktail looks lethal.

2. Lara plans to study overseas.

3. Many historians were stunned by the book’s inaccurate treatment
of the event.

4. Miss Morton gets an employee discount at Carson’s.

5. A campaign against the death penalty was waged in the country.
6. Attendance at Central park was down last year.

6) Complete the following sentences from the text and translate them into
Russian:

Posters are used in a variety of settings to create...

...as mailers to business prospects and key opinion leaders.
Museum exhibits and art shows lend themselves to...

To be effective, a poster ... and have strong visual elements.
Posters, if done properly, can be expensive to ...

The poster, often a piece of art itself, can promote attendance
and ...

ANl
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7) Match the words which are close in the meaning:
island receiver
to promote to exhibit
recipient appealingly
to display isle
attractively competently
properly to encourage
8) Match the words having the opposite meaning:
island to prevent
to promote unacceptably
recipient repulsively
to display sender
attractively to conceal
properly mainland
9) Write questions to the following answer:
1. ? Many companies use posters on

bulletin boards to remind employees about basic company policies
and safety precautions.

2. ? Government agencies often use
posters as part of public information campaigns about preventing
AIDS, getting flu shots, or having pets neutered.

3. ? The poster, often a piece of art itself,
can promote attendance and can also be sold as a souvenir of the show.
4. ? Posters can also be used as mailers to
business prospects and key opinion leaders.

S. ? A poster should be relatively large,
convey only one basic idea, and use only a few words to relate basic
information.

6. ? Costs can be controlled, often by
buying ready-to-use posters from printers and having the organiza-
tion’s name or logo printed on them.

10) Explain the following:

1. Museum exhibits and art shows lend themselves to poster
treatment.
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2. To be effective, a poster must be attractively designed and have
strong visual elements.
3. Posters, if done properly, can be expensive to design and produce.

11) Sum up the text. Write down one sentence.

12) Render the following text in English:
Caoean

OCHOBHOI PEKJIAMHOTO OOpaIeHMs Jallle BCETO CIYKUT CJIOTaH
(«cmoran» — ranbCKOE CIOBO, 0003HAUAIOIIEE «00EBOU KITUU»).
ViauyHble CIOraHbl CTAHOBSTCS «KPbLIAThIMU (hpa3aMu» M HaYMHA-
IOT «CaMOCTOSITEJIBHYIO K13Hb». CJIOTaH MOXET OTpaxkaTb LI U
HaTIpaBJIeHUS JeITeIbHOCTA (GUPMEI, prtocoduio ee Ou3Heca, Ka-
YECTBO €€ TOBApOB, IPUHIIUIILI OTHOIICHUS C KIMEHTYPOIi, ydacTue
(bupMBI B 001IIECTBEHHOM KU3HM U T.1I.

ITo ¢opmMe — 3TO KpaTKag 3arioMuHalomasics ¢ppasa, u3JIoKeH-
Hasl IPSIMO, MHOCKA3aTeIbHO WX a0CTPaKTHO.

OCHOBHBIMHM 3aJa9aMU CJIOTaHA SIBIISIIOTCS:

® [IpUBJICYCHNEC BHUMAHUS ITOTPEOUTEIS;

® (hopMHUpOBaHNE U 3aKperuieHne MMO3UTUBHOTO MMUIXKa (pup-
MBI,

® Cco3maHKe Y3HABaeMOCTU (DUPMBI;

® CII0COOCTBOBaHME 3aIIOMUHAHUIO TOPTOBO MapKH.

OtmenbHBIE CIIOTaHBI ((hpMa MOXKET IPUMEHSITh HECKOJIBKO CJIO-
TaHOB) MOT'YT MCIOJIb30BaThCS OTASIBHBIMUA PEKJIAMHBIMU KaMIla-
HUSMU GUPMBI U SIBJISITHCS UX IEBU30M.

CroraH DOKeH OBITh:

1) mo BO3MOXHOCTU KpPaTKUM,;

2) COOTBETCTBYIOLIMM UMUIKY (DUPMBI;

3) OpUTHHAJIBLHBIM M 3aIIOMUHAIOIIEMCSI;

4) 10 BO3MOXKHOCTH C IOMOPOM;

5) paccyMTaHHBIM Ha IJIATEIbHOE UCIIOJb30BaHNE;,

6) moMelnaeMbIM, KaK IPaBUJIO, B OMHOM M TOM K€ MECTe MaKeTa
Pa3IMYIHBIX PEKJIAMHBIX COOOIIECHMIA;

7) IOCTOSTHHO B OTHOM rpachrIeCcKOM MCIIOJTHEHUM.

MoxHo 11 060iTHCH B pekiame 6e3 cioraHa? MoxHo. Yacto
peKJIaMHOE COODIIIEHIE COCTOUT TOJIBKO 13 MH(MOPMALIMOHHOTO 0J10-
Ka ¥ CIIPaBOYHBIX cBeneHMi. Ho MMEeHHO cj1oTaH 1aeT BO3MOXHOCTh
BBIPA3UTh UL PEKJIAMHOM KaMIIaHWH, KOTOPast MOJKHA aCCOLIMM-
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POBaThCS ¢ TOBApOM MJIM Ha3BaHHEM DupMbI. TBOpUYEeCKIe HAXOIKU
B 00JIaCTH CO3IaHMsS CJIOTAaHOB TasIT B ceOe¢ BBHICOKUIT ITOTCHIIMAI
9 GEeKTUBHOTO BO3IECHCTBYS Ha TTOTPEOUTES. YCIICIITHBIM SIBIISICT-
csI TIpUMEHEHME B pa3pabOTKe CIIOTAaHOB TEXHOJIOTUI MOIEINpPOBa-
HHUS Ha OCHOBE HCIIOJIb30BaHUSI CUCTEMHOIO OIlepaTropa, pecypcoB
(ToBapoB, PUPMBI, MOTPEOUTEIIST), CTEPEOTUIIOB MBIIIIJICHMS.

Text E

Sponsored Books

Sponsored books may be written by anyone on your organization’s staff.
They may also be put together by freelance writers. If you should become
involved in engaging such a writer, be sure that you read some of his or her
work. One large national corporation once hired a famous writer to put
together a biography of the founder. It was so bad that extensive rewriting
had to be done by a member of the company’s staff.

A sponsored book can be published by the organization. In fact, most
such books are produced in this way. It is simply a matter of hiring a printer
to print and bind the necessary number of copies.

If the book is of such importance that is should be produced by an
established book publisher, the usual procedure is to guarantee the purchase
of a sufficient number of books to give the publisher a profit. After the sponsor
buys the guaranteed number, the publisher is free to market the book through
its regular channels.

From Three Cents a Week is the official history of the Prudential Life
Insurance Company, and The Truth About Energy was written by the staff of
the Mobil Oil Corporation.

Books that relate directly to a company’s product are also often
underwritten by the company. General Mills has long been producing Betty
Crocker cookbooks for Random House.

Corporate histories are often commissioned as part of an anniversary
celebration. How-to books can be published whenever there is a potential
audience. Some may actually produce a net return for the publishers. In many
cases, however, such books are planned for free distribution only, accordingly,
the entire cost must be included in the budget as an item of expense.

O Notes:
The Prudential (Life) Insurance Company — onHa U3 KPYIHEHIINX
crpaxoBbix kommanuit CILA, ocHoBana B 1875 1. «IIpymeHmut (Jraiid)
MHIIYpAaHC KOMITaHW».
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The Mobil Oil Corporation — HedTexuMuIecKast KOMITaHUS «MoO1II»,
BIIAZICET CEThIO 3aIIPAaBOYHBIX CTAHIIMIA.

General Mills — KoMITaHUS TI0 IPOU3BOACTBY M IiepepaboTKe THIIIe-
BBIX IIPOAYKTOB «/I>keHepan Muic», BiaaaeeT CeThbl0 TOCTUHMIL U
PECTOPAHOB.

Betty Crocker packaged food — monydabpuKaTsl 1 KOHIICHTPATHI
«bertu Kpokep».

Random House — n3naTeTbCKUii oM «PaHIOM», OHA U3 KPYITHEH-
IINX B MUPE M3AATETbCKIX KOMITAHUIA.

Vocabulary:

Sponsor — CIOHCOP, (PMHAHCHCT, TUIATEJIBIINK, 3aKa34rK (n.); opra-
HU30BBIBaTh, MOANEPKUBATh, CYOCUANPOBATH (V.)

be on the staff — OBITH INTATHBIM COTPYTHUKOM

freelance — BHeIITaTHBIN (COTPYIHUK)

put together — cocTaBiIsATh, KOMIIUJIUPOBATH

hire — HaHuMaTh, OpaTh Ha paboTy

engage — JIaBaTh pabOTy, HAHUMATh

writer — mcareIb, TCKCTOBUK

founder — yupenuTesib, OCHOBOIIOJIOKHMK, OCHOBATEIb

extensive — JJIUTENbHBINA, IPOCTPAHHBINA, OOLIMPHBIN

bind — meperieTaTh; CKpEIIIsITh

be of importance — UMeTh 3HaUYEeHUE

established book publisher — aBTOpPUTETHBII KHUTOU3IATEIb
purchase — TTOKyTIKa

sufficient — mOCTaTOYHBIN

market — TIpomaBaTh

underwrite — rapaHTPOBATh, CTPAXOBaTh, ITOMICPKUBATH; ITOATBEP-
KIATh

relate to smth. — OTHOCHTBCS K U.-JI.

corporate — KOpHopaTUBHBIN, OO

corporate history — ucropust Gupmbl

commission — ITOpy4aTh, 3aKOHTPAKTOBAaTh, IaBaTh 3aKa3 (XymOX-
HUKY)

anniversary celebration — npazgHoBaHME TOAOBIIWHBL; IOOUIEH
how-to book — mpakTHYecKoe pyKOBOACTBO; YIeOHO-MHCTPYKTHUB-
Hasl KHUTa

a net (cash) return — 9mcroe (IeHEKHOE) IMTOCTYIICHUE

free — OecruIaTHBIN
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distribution — pacnpocTpaHeHue, pacnpenesieHre
accordingly — cOOTBETCTBEHHO; TAKMM 00pa3oM
entire — TIOJIHBIN, LIEIbIN

an item of expense — CTaThbsI PaCcXOIOB

Exercises

D

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

COTPYIHMK Hallleil OpraHu3alliy; BHEIITaTHBIN MUcaTesb (TEKCTO-
BMK); Hamucatb Ouorpaduio yupeauTesisi; HareyaraTb U reperiec-
TH; UMETh 3HaYCHUE; TOCTATOYHOE KOJUUYECTBO KHUT; UCTOPUSI (hUp-
MBI; F0OWJIEH; MPAKTUYECKOE PYKOBOICTBO; YMCTOE MTOCTYTUIEHUE.

Find the words in the text which describe or mean the following:

1. the people who work for an organization, especially a school or
business —

2. doing work for companies without being employed by a particular
company —

3. abig company or a group of companies acting together as a single
organization —

4. as much as needed for a particular purpose; enough —

5. to make it certain that smth. will happen —

6. adate on which smth. special or important happened in a previous
year —

7. belonging or relating to a corporation —

Translate the following words into Russian. Use them in sentences of

your own:

4

to become involved in engaging —
to do extensive rewriting —

a sponsored book —

the necessary number of copies —
an established book publisher —

a sufficient number of books —
regular channels —

a potential audience —

Match the words which are close in their meaning:



202 CHAPTER II. ADVERTISING

famous secured
extensive ordinary
entire distinguished
corporate to engage
guaranteed widespread
to hire collective
regular whole

5) Match the words having the opposite meaning:

famous to dismiss
extensive uncertain
entire unusual
corporate partial
guaranteed unknown
to hire individual
regular limited

6) Match the words. Give as many variants as possible. Use them in
sentences of your own:

guaranteed celebration
necessary distribution
sufficient purchase
anniversary audience
free books
potential number
sponsored market

7) Insert prepositions where necessary (on; for; to; after, through; by;
in):
1. Books that relate directly a company’s product are
also often underwritten the company.
2. . the sponsor buys the guaranteed number, the
publisher is free to market the book its regular channels.
3. many cases such books are planned

free distribution only.
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8)

4. How-to books can be published whenever there is a
potential audience.
5. Sponsored books may be written anyone

your organization’s staff.

Complete the sentences with the following words (budget; staff;

commissioned; hiring; return):

9

1. Corporate histories are often as part of an anniversary
celebration.
2. Itissimply a matter of a printer to print and bind the

necessary number of books.
3. Sponsored books may be written by anyone on your organization’s

4. Some may actually produce a net for the publisher.
5. The entire cost must be included in the as an item of
expense.

Agree or disagree with the following statements:

1. After the sponsor buys the guaranteed number of books, the
publisher is free to market the book through its regular channels.

2. Some how-to books may actually produce a net return for the
publisher.

3. If you should become involved in engaging a freelance writer, be
sure that you read some of his or her work.

10) Develop the following statement in writing. Use no more than 50 words.

Sponsored books may also be put together by freelance writers.

11) Explain the grammatical structure of the sentences:

1. ...extensive rewriting had to be done...
2. If you should be involved in engaging such a writer...
3. It is simply a matter of hiring a printer...

Write down 6 sentences of your own with the same structures.

12) Make up 5 questions about the text.

13) Sum up the text, write down one sentence.

14) Render the following text in English:
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ToBapHast MapKa B CTPYKTYPe PEKJIAMHOIO COOOLIEHUS BBIITOJI-
HSIET POJIb OIIO3HABATE/IBHOIO 3HAKa, OHA ITO3BOJISIET BbIACIUTD TO-
Bap U3 psfa eMy HOJOOHBIX, CBSI3BIBATh B COZHAHUU ITOTPEOUTE]IS
peKJIaMUpPYEeMBIid TOBap U €ro MPOM3BOAUTE]IA.

CoBpeMeHHasl TOBaApHO-3HAKOBAs IIPAKTUKA OIEPUPYET CICIY-
IOLIMMUY OCHOBHBIMU TOHSTUSIMH.

Tosapnas mapka — 3TO UMsI, 3HaK, CUMBOJI WJIM MX COYETaHUSI,
MpeaHa3HauYeHHbIE IS UACHTU(MUKALIMA TOBAPOB U YCIYT OJHOTO
MpoJaBLIa WK TPYII IPOdaBLOB U auddepeHIai ux oT ToBa-
POB U YCIYT KOHKYPEHTOB.

Mapounoe nazeanue — 4aCTb MapKH, KOTOpasi MOXET OBITh TIPO-
HM3HEeCeHa.

Mapounsiii 3nak (3mbaema) — 4acTb MapKu, KOTOPYIO MOXHO
OIIO3HATh, HO HEBO3MOXHO IIPOM3HECTH.

Topeoewiii 06pa3z — 310 TIepcOHU(ULIMPOBAHHAS TOBapHas MapKa.

Tosapnuiit 3Hak (3HaK obcAyICUBAHUS) — 3aPETUCTPUPOBAHHbBIE B
YCTaHOBJICHHOM IOPsIIKE 0003HAYEHUS, CIYXKAILKE IUIS1 OTIMYCHUSI
TOBAPOB WIH YCIYT OTHUX IPEATIPUSITHIL OT TOBAPOB U YCIIYT IPYTUX
npeanpuaTuii. Perucrpaiys ToBapHOTO 3HaKa B YyCTAaHOBJIEHHOM
3aKOHE TMOPSIIKE 00EeCTIEYMBAET BJIAAEIbILY UCKITIOUUTETbHOE TPABO
Ha ero Kcrojb3oBaHue. MaKT perucTpaliy TOBAPHOIO 3HAKa yI0C-
TOBepsIeTCS ITOMEIIEHNEM PSIOM ¢ HUM OYKBEI R B kpyre: ®.

Cyl111ecTBYIOT CeAyIoIIe BUAbl TOBAPHBIX MAPOK:

1) mapka npousBoauTens (OOLIEHALIMOHATbHAS MapKa);

2) Mapka nocpenHuka (Mapka IuCTpUObIOTOpa WM AWepa);
3) Mapka ToBapa.

ITpucyrcTBre MapKu B peKJIaMHOM COOOIIEHU U 00JIer4yaeT Ono3-
HaBaHUE TOBapa, MPOU3BOAUTENST WM MPOMAABLIA; CIYXUT ONpe/ie-
JICHHOI rapaHTUEl KayecTBa PeKJIaMUPYEeMOTO TOBapa; MO3BOJISIET
TOJTY4UTh OOIIIECTBEHHOE MpU3HaHUE U C(HOPMUPOBATH MO3UTUB-
HbIA UMUK,

IMpu pa3paboTKe TOBapHOI MapKM YYUTHIBAIOTCS CIIEAYIOIINE
TIpENbSIBISIEMbIE K HEll OCOOEHHOCTH:

1) accolMaTUBHOCTD, JIOTUYECKas CBSI3b MapKu U UMUIXKa
CyOBeKTa, KOTOPOMY OHA CIIYXKHT;

2) OpUTMHAJIBHOCTh, HOBU3HA UEU, CITOCOOHOCTh OTJIMYATHCS
OT CYIIECTBYIOIIMX MapoK;
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3) TaKOHUYHOCTb, IPOCTOTA, BBIPA3UTETBHOCTb, JIETKAsI 3aITOMU -
HaeMOCTb;

4) BO3BMOXHOCTh pa3HOOOPA3HOTO MPUMEHEHUST, U3TOTOBICHMS
13 pa3IMYHBIX MATEPUAJIOB, peajn3aliis Ha TUIOCKOCTH, B TIPOCTPaH-
CTBe, UCIOJIb30BaHNUE B PA3IMYHBIX MacllTabax;

5) HEU3MEHHOCTb, PUCTIOCOBISIEMOCTb, TOJTOBEYHOCTh, COBPE-
MEHHOCTB;

6) coluoieHe BCeX OrpaHNYUTEbHBIX TpeOOBaHWIA, comepxka-
IUXCS B 3aKOHOMATEIbCTBE U MEXIYHAPOIHBIX TOTOBOPAX;

7) 3CTETUIHOCTbD.

Text F
T-Shirts and Buttons

T-shirts have been described as “walking billboards”, and some people,
including sociologists, lament the fact that people are so materialistic that
they willingly become walking ads for products, service, and social or political
issues. Why people do this remains unresolved, but the fact is that they do
spend their own money to advertise things with they may or may not have
any direct connection.

Because so many people are willing to serve as billboards, you may find
an opportunity to use this medium, which is particularly convenient for causes
such as environmental protection. Often such groups make sizable income
from the sale of T-shirts.

Corporations don’t usually sell T-shirts, but they do distribute them to
attendees at conferences, sales meeting, picnics, and other events. In these
situations, the T-shirts contribute to a feeling of belonging to a team.

Almost every town and city in America has at least one shop where you
can order T-shirts. You can specify just about anything your mind suggests —
slogans, corporate logos, symbols, and so on. The process is simple and fast,
and the costs are low. At some time, almost any organization may find T-
shirts ads useful.

O YVocabulary:
billboard — pekJTaMHBII IIUAT
lament — mevyayuThCs, COXaAIETh
willingly — oxoTHO
issue — mpooJieMa, BOIIpoc
remain unresolved — ocTaBaTbCsl HEPEIIEHHBIM
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be willing to do smth. — xoTeTb 4.-JI. caenaThb
opportunity — BO3MOXHOCTb, IIIaHC

particularly — ocobeHHO

convenient — ygqoOHbBIN, MOAXOMSILIMI

cause — JIeJIo

environment protection — oxpaHa OKPYKalOILI1ii Cpeibl
sizable — OOJIBIION, OPSIIOYHOTO pa3Mepa

make incomes — IoJy4aTh JOXOAbI

corporation — Koprniopalusi, 001IECTBO, 00beIUHEHNE
distribute — pacrpocTpaHsITh

attendee — IPUCYTCTBYIOIINIA, YIaCTHUK

contribute to smth. — BHOCUTb BKJ1aJ BO 4.-J1.; CLHIOCOOCTBOBATh, CO-
JIEUCTBOBATH Y.-JI.

specify — TOYHO OIpenesaTh; CIIeIINAIbHO YIIOMIUHATD
mind — ym

slogan — meBu3, cioraH

corporate logo — (pUpMEeHHBIN JTOTOTHUII

symbol — cuMBOJ

fast — OBICTPBII

Exercises

D

own:

2)

Find the English equivalents in the text. Use them in sentences of your

X0oJs4asl pekjiama; IeJIo B TOM, YTO; MPSIMOE OTHOILLIEHUE; CIYXKUTb
peKJIaMoli; 3alllMTa OKpYXKalollleil cpeabl; MmoayJyaTh OOJbIION 10-
XOJ; YYACTHUKU KOH(EpeHIM; TOProBble COBEIaHUSI; YYBCTBO
MPUHAIJIEXXHOCTH; TI0 KpaiiHel mepe.

Find the words in the text which describe or mean the following:

1. alarge sing used for advertising —

2. to express disappointment about smth. you think is unsatisfactory
or unfair —

3. caring only about money and possessions rather than things relating
to the mind and soul, such as art or religion —

4. smth. concerning or relating to smth. —

5. fairly large —

6. a group of people who have been chosen to work together to do
a particular job —
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7. to be a member of a group or organization —

3) Translate the following sentences into Russian:

1. Yellow fever contributed to his early death at 19.

207

2. All attendees at the meeting should give their names to the

coordinator.

3. Is Friday convenient for you?

4. The company is moving its corporate headquarters from St. Louis

to Atlanta.

5. The Red Cross is distributing food and clothing to the refugees.
6. He didn’t specify what surgery was required.

4) Match the words:

T-shirts logos

walking unresolved
corporate protection

to make billboards

to remain advertisements
environmental incomes

5) Match the words which are close in their meaning:

including to spread

to lament readily

to distribute involving

to attend helpful
willingly to be present
convenient to mourn

6) Match the words having the opposi

te meaning:

including to celebrate
to lament to be absent
to distribute reluctantly
to attend un useful
willingly neglecting
convenient to collect
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Insert prepositions or adverbs if necessary (of; at; from; in; with; as;

1. some time, almost any organization may find T-shirt

ads useful.

2. In these situations, the T-shirts contribute a feeling

of belonging a team.

3. Often such groups make sizable income the sale
T-shirts.

4. T-shirts have been described “walking billboards”.

5. Almost every town and city America has

least one shop where you can order T-shirts.

6. The fact is that people do spend their own money to advertise
things which they may or may not have

any direct connection.

Explain the grammatical structure of the sentences:

1. The fact is that they do spend their own money to advertising
things...
2. ...but they do distribute them to attendees at conferences,...

Write down 5 sentences of your own with the same structure.

Write questions to the following answers:

1. ? Sociologists lament the fact that
people are so materialistic.

2. ? It is particularly convenient for causes
such as environmental protection.

3. ? Corporations distribute T-shirts to
attendees at conferences, sales meetings, picnics.

4. ? You can specify just about anything

your mind suggests — slogan, corporate logos, symbols, and so on.

10) Explain how T-shirts can be used as billboards.

11) Sum up the text. Write down one sentence.

12) Translate in writing the first paragraph from the text.

13) Render the following text in English:
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Toeapnuuii 3nax

®DupMeHHbBII CTUIb (MMMIIXK) CKJIAAbIBAETCS U3 MHOTMX KOMITO-
HEHTOB, IJIaBHBIM U3 KOTOPbIX SIBJsSETCs ToBapHbIi 3HaK (T3).
CMBICJI TOBAPHOI'0 3HaKa MPEKIe BCEro B TOM, YTOOBI HE ITyTaTh OAHY
¢upMy ¢ apyroii. ToBapHbBIil 3HaK OTJIMYAETCS COAEPXKATEIbHOI U
€MKOI, OUeHb JJAKOHUUHOI (hOpMOit, 001LIeTOCTYITHOM AJIS1 BOCIIPU-
arust. Kaxnpiit T3 3aperucTpupoBaH U I0pUINYECKHU 3aLIUIICH.

ToBapHbIe 3HAKU MOT'YT OBITh B BUJE OYKB, YMCE, CJIOB, PUCYH-
KOB, M300paxallIuX peaJbHble OOBEKTHI WU UX T€OMETPUYECKIE
abCTpaKIUM, a TaKXKe COCTOSITh U3 KOMOMHAIIMI Ha3BaHHBIX 3Je-
MeHTOB. ToBapHbIe 3HaKM MOSIBWIKCH ellie B KoHIle XIX Beka.

Jlocomun

Jlorotun (JIT) — 3T0 «(upMeHHass» MOANUCH MPEANPUITUS.
JIOroTHIT MOKET OBITh ITOJTHBIM, COKPAIlleHHBIM WJIH Ja3Ke BEITyMaH-
HBIM cJIoBoM. MMeHHO cIoBOM! A TTOTOMY HEJTb3sT BEpUTh TEM, KTO
Bce «DUPMEHHOE» Ha3bIBAET JIOTOTUIIOM.

ToBapHBIi 3HaK 1 JIOTOTHUIT MHOTA TTOJTHOCTHIO COBITAAIOT, MHOT -
na JIT osiBaeT coctaBHOI yacThio T3. BMecTe ¢ TeM 3TO pa3Hbie
Beuu. JIT MoxeT «OpaTb» Ha ce0s LieukoM poJib T3, Ho T3 B Buze
0eCcCI0BeCHOrO pUCYHKA He MOXKET UMEHOBAThCS JIOTOTUIIOM.

T3 u JIT BMecTe 1 110 OTAETBHOCTH TOSBJISIOTCS KaK MapKUPOB-
Ka caMoro ToBapa WIM ero yrnakoBku. OHM HCIOJIb3YIOTCS TaKXKe B
JIEJIOBOM JOKYMEHTAlMM, Ha GUPMEHHBIX KOHBEpTaxX, OJJaHKax, BU-
3UTHBIX KapTOUYKaxX M JII0OOH IeYaTHOM MPOMYKIINU, BEITYCKAaeMOM
UX COOCTBEHHMKOM ISl peKyambl. JIOTOTUIT 3alUIleH CTaThbeil §
IMapmKCcKOi KOHBEHIIMH IO OXpaHe MTPOMBIILIEHHON COOCTBEHHO-
CTH.

Dupmennstii 610K

T3 u JIT BMecTe coctaBisiioT pupMeHHbIi 670K (PB), B KoTO-
DBl TOTIOJTHUTEIBHO BXOAST pa3jIMUHbIe TOSICHEHMS. 3pUTeIbHAasK
cornacoBaHHocTh T3 u JIT npocro Heooxonuma. pudt mig JIT
CIIelIMaIbHO pa3pabdaThiBaeTCs XyJOXHUKOM WU TIOA0UpAeTCsT U3
WMEIOIIMXCS IPUGDTOB, YTO MO3BOJISIET YCUIIMTD BIiedaTyieHue ot T3
u JIT.
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Text G

Akin to T-shirts are buttons. They are widely used in political campaigns
and at special events. They are also useful in fund-raising, when they are
distributed to people who make donations. In San Francisco one year, money
was raised for the ballet by selling SOB (“Save Our Ballet”) buttons to
pedestrians in the downtown area.

Buttons in general have a short life span. They are worn by convention
delegates for a few days or by sales representatives during a trade show. Outside
of these areas, people don’t generally wear buttons unless they are highly
committed to a particular cause.

Buttons call for some creative thinking in terms of expressing your message
in one or two words. Advertising specialty firms can make buttons for you.
The most expensive part is making the original plate or die; after that, buttons
in bulk cost only pennies apiece to produce.

They don’t walk but they do roll — bumper stickers. This once ubiquitous
medium is still used to some extent. Most late-model cars have bumpers that
are faced with rubber; neither this surface nor that of the car’s body is a good
place to attach a sticker. There are, however, a few places available on some
cars, and there are some opportunities for the placement of stickers. As with
posters, the prescription is brevity. Five or six words is about right.

O Notes:
neither this surface nor that of the car’s body — H1 3Ta NOBEPXHOCTD,
HM TTIOBEPXHOCTh KOPITYCa MAIlIMHBI.

O YVocabulary:
akin to smth. — cpomHM 4.-JI.; OIM3KMIL K Y.-JI., IIOXOXUA Ha 9.-JI.
button — myroBuia, KHOMKa, 3HA4YOK (aM.)
fund-raising — cOop MoxkepTBOBaHUI B MOJbL3Y hoHIA
make donations — BHOCHUTb TTOKEPTBOBAHUS
raise money — cooOupaTh JeHbI'M, TOOBIBATh ACHBIU
ballet — OGajeT; CIIleKTaKJIb
pedestrian — IIPOXOXKUIA
downtown (am.) — LIeHTp ropoja, AeJIoBasl 4acTh ropoja
span — TepuoI BpeMeHU; KOPOTKUI TTPOMEXKYTOK BpeMEeHH
convention — cobpaHue, Che3, CoBelllaHWe, BCTpeya
outside — 3a npeaenamMu
be committed to smth. — OBITh CBSI3aHHBIM C Y.-JI.
call for smth. — TpeGoBaTh 4.-J1. MPU3bIBATH K Y.-JI.
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in terms of — ¢ TOYKU 3peHUS

specialty — crenaabHBIA aCCOPTUMEHT
plate — TuTacTMHKA, KJIUIIIE

die (pl. dice) — mrramm, MaTpuiia

in bulk — HaBajoM, onToM; B 00IIIeit Macce
apiece — MOINTYYHO, 3a IITYKY

bumper — 6ammep (y MaIlIiHBI)

sticker — aTMKeTKa, HaKJIeiKa, CTUKED
ubiquitous — Be3mecymmii, TOBCEMECTHBIM
face with — otnenniBaTh, OOJIUIIOBHIBATh
rubber — pe3uHa

attach — TIpUKpenuTh, MPUKIENTD
available — TOCTYITHBIN, UMEIONIUIICS B HAJTUINU
prescription — 3/1. COBET; MpeAnrucaHue
brevity — KpaTKOCTb

Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
cOOp MOXEePTBOBAaHMIA B TTOJIB3Y (POHIIA; BHOCUTH ITOXKEPTBOBAHNSI;
B IIEHTPAJIbHOM YaCcTH Topoja; KOPOTKUI ITeproJ BpeMEeHU; TOPTO-
BbIE MPEICTABUTENN; CIIEIMAIM3UPOBaHHAas BbICTaBKa; AeJeraThbl Ha
COBENIaHUM;, (DUPMBI TT0 M3TOTOBJICHUIO CIIEIMAIBHOTO PEKIaAMHO-
IO aCCOPTMMEHTA; OOJIBIIMHCTBO MAIIIMH MOCAEIHUX MOJENeH.
2) Find the words in the text which describe or mean the following:

1. very similar to smth. —

2. what you earn by working and use in order to buy things usually in
the form of coins or pieces of paper with their value printed on them —
3. asmall metal or plastic pin with a message or picture on it —

4. able to be used or bought or found easily —

5. existing or happening first; not copied from smth. else —

6. to collect money, support, etc. so that you can use it to help
people —

7. asmall piece of paper or plastic with a picture or writing on it that
you can stick on to smth. —

8. an event that is held to collect money for a specific purpose such
as a charity or political party —
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3) Translate the following sentences into Russian:

1. Oranges are twenty sents apiece.

The die is cast.

The issue will be voted on at the annual convention.
I have to go downtown later.

Is it profitable to buy goods in bulk?

bl

4) Match the words. Use them in sentences of your own:

political stickers
to make money
downtown donations
to raise thinking
bumper areas
creative campaign

5) Match the words which are close in their meaning:

special convenient
generally to spread
available costly

to distribute to fix
expensive distinguished
to attach commonly

6) Match the words having the opposite meaning:

special cheap
generally common
available to remove

to distribute extraordinarily
expensive unobtainable
to attach to collect

7) Insert preposition or adverbs (fo; in; by; at; for; about; during):

1. Buttons call some creative thinking
terms of expressing your message in one or two words.
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2. They are worn convention delegates

a few days or sales representatives a trade show.

3. Akin T-shirts are buttons.

4. They are widely used political campaign and
special events.

5. Five or six words is right.

8) Complete the following sentences from the text and translate them into
Russian:

1. Advertising special firms can make for you.

2. Buttons in general have a short span.

3. They don’t walk but they do roll .

4. They are also used in , When they are distributed to
people who make .

5. As with , the prescription is brevity.

9) Explain the following grammatical structure of the sentences:

1. They are widely used in political campaigns...
2. They are distributed to people...
3. They are worn by convention delegates...

Write down 5 sentences of your own with the same structure.
10) Make up 5 questions about the text.

11) Explain the following:

1. As with posters, the prescriptions are brevity.
2. They don’t walk but they do roll-bumper stickers.

12) Sum up the text. Write down one or two sentences.
13) Translate the last paragraph in writing.

14) Render the following text in English:
Jlpyeue cpedcmea pexaamot

Peknama Ha TpaHCHopTe SIBJISIETCS] BHICOKOA(M(MEKTUBHBIM Cpel-
CTBOM BO3/IEUCTBMSI HA MAacCOBBIE ayJUTOPWU, KOT/IAa U30MpaTEb-
HOCTb HE UTPAeT 3HAYNTENBHON POJu. BhIIensioTcs Takue TUTTBI ee
OCHOBHBIX HOCUTEJIEIA:
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® BHYTPUCAJIOHHBIE pEKIAMHBIE TUIAHIIETHI,

® HapyxXHas peKjlaMa Ha TpaHCIopTe (IToMeIIaeTcss Ha 0opTax
TPAHCITOPTHBIX CPENCTB);

® cTralMOHapHas pekjiama, pa3MellleHHas Ha CTaHLUSIX METPO,
BOK3aJIaX, OCTAHOBKAX 1 T.I.

OCHOBHBIMU XapaKTepPUCTUKAMM PEKJIaMbl Ha TPAHCIIOPTE SIB-
JISTIOTCSI:

® [IIMPOKUI OXBarT;

® MOOMJIBHOCTD (€CIM PEKJIAMHBIN IIUT KECTKO «IIPUBSI3aH» K
OIHOMY MECTY, TO M300paXeHre, HaHeCeHHOe Ha OOPT TPaHCITOPT-
HOTO CPEICTBA, LEJBII AeHb «ITyTEIIECTBYET» IO TOPOLY);

® BBHICOKUI YPOBEHb BO3ACUCTBUS (ITacCaXXuUp, SAYIIUI 10 Me-
CTa Ha3HavyeHUs OoJsiee MmojyJyaca, HEBOJIbLHO MPOUTET BCE PEKIIaM-
HBIE OOBSIBIICHUS B CAJIOHE TPAHCIIOPTA).

CyBeHupHas peKkjiaMa MCITOJIb3YeTCs JIJIS OXBaTa 3apaHee Hame-
YEHHOU aynuTOpUU ITyTeM OecIIaTHOM pa3aaynd CyBEeHUPOB 0e3 Ka-
KHX-JTU00 00513aTeJIbCTB CO CTOPOHBI IosTyvatoiiero. CyBeHUPHI ITpU
9TOM CJTyKaT 3HaKaMU PaACITOJIOKEHMST peKJIaMOIaTe sl K TOTCHIIM -
aJIbHOMY TIOKYITIATeJI0 1 HATIOMUHAIOT €My 00 OTITpaBUTEIE.

BbiensioT Tpu OCHOBHbBIE KaTerOprM PeKJIaMHBIX CYBEHUPOB:

1) xaneHgapu (HaCTeHHBIC M KapMaHHBIC);

2) U3mers ¢ HaATIeyaTKoM (KapaHmalln, pydKy, TMHEHKHI, OJI0K-
HOTBI, TIANTK1, OPEJIOKU, MeTeTbHULIbI, 3KUTATKU U T.I1.);

3) neyoBbie TTOMAPKM WJIM MOAAPKU JUISI OTBETCTBEHHBIX paboT-
HUKOB (KeIChbl, HACTOJIbHBIE TeJe(POHbBI, OM3HEC-MAIKH U T.I1.).

Ecnu miepBhIe aBa BUIa CyBEHMPHOM peKJIaMbl pacCUYMTAaHBI Ha
IIMPOKYIO ayJUTOPUIO, TO TIOCJENHUI TMpeaHa3HaYeH ISl U30paH-
HBIX JIMII, 3aHUMAIOIIMX JOCTaTOYHO BBICOKOE MOJIOXKEeHUE B (pup-
M€ — ajapecaTre peKJIaMHOTo OOpallleHMs, M BpyJ9aeTcsl JIMYHO.

B mocienHee BpeMs IIMPOKOE pacIIpocTpaHeHe KaK HOCHUTEIhb
peKJIaMBbl ITOTyYWJIV U 1IBETHBIE HAKJIeWKH (cTUKephl). Eciin ypoBeHb
VICTIOJTHEHMST BBICOK C TOUKM 3PEHUSI 3CTETUKHY U TEXHOJIOTUH, TO ECTh
BEPOSITHOCTh TOTO, YTO CaM MOTCHLUMAIbHBIN ITOTPEOUTEI> HAHECET
ee Ha cBoe pabodee MeCTO (KOMITBIOTEP, CTOJI, CTCHY M T.I1.), aBTOMO-
OwIb (MMePCOHATBHBINA WU CITY>KEOHBIN), BXOTHYIO JBEPH U T.1I.



UNIT 11. THE BASICS OF A PRINT AD 215

Text H
Hot Lines and Toll-Free Numbers

A number of businesses, charitable organizations, and trade groups have
set up hot lines and toll-free numbers that let the public contact them directly.
Usually the purpose is to help people request information or ask questions.
Here are some examples:

e The American Plastics Council will gladly send you a brochure
describing how plastics make a contribution to the quality of our lives if you
call its toll-free number.

e The National Turkey Association establishes a turkey hot line every
Thanksgiving to advise anxious cooks on how to prepare the bird. The hot
line receives thousands of calls every year.

e (Credit card companies like Visa and MasterCard have free numbers
for cardholders to inquire about the status of their accounts or to ask questions
about billing.

e Companies that sell goods and services by telephone have toll-free
numbers for consumers to order merchandise.

Other phone lines require that user pay a free for each call placed. The
phone company takes a service charge from this fee, and the remainder goes
to the party being called. Charitable organizations are increasingly using such
numbers to reduce their fund-raising costs.

Most organizations promote their use through advertising, direct mail,
and media publicity.

O Notes:
The American Plastics Council — AMepukaHckuii Komurer no pac-
MIPOCTPAHCHMIO M3ICIIMIT U3 IIACTMACCHL.
The National Turkey Association — HartmoHanbHast accormuanmst AMe-
PUKM TI0 BhIpalllMBaHUIO MHAIOKOB (HalimoHanbHast accouuanus
«Anpeiika»).
Thanksgiving Day — Jennb brnarogapenus. HanmoHanpHBIN TIpa3m-
HUK, exxeromHo otMedaeMbiii B CILIA B 4eTBepThIii 4eTBEpT HOSIOPS.
IMocBsieH nepBoMy ypokaio, cCoOpaHHOMY MUIMrpumamu u3 Ilnu-
MYTCKO#1 KosioHuu B 1621 1. mocie romoBoii 3umbl B HoBom Caere.
KooHMCeTH BEDKIIM BO MHOTOM OJ1arofgapsi ITIOMOIIK MHICHIICB.
VisaCard — xpeautHas KapTouyka KoMrnaHum «Busza», ogHa u3 ca-
MBIX PaCIIpOCTPaHEHHBIX CpeIv aMepuKaHIIEeB. BbigaeTcst 00JbIIMH-
CTBOM 0aHKOB.
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MasterCard — «Mactepxapay. [Tonynsapnas B CILIA kpenuTHas Kap-
TOYKA, YYpeXAeHHasl IPyIIoil 6aHKOB. BXoaUT B MeXIyHAPOIHYIO
CUCTEMY PacCueTOB.

Vocabulary:

hot line — ropstyas TUHUS

toll-free — GecrIaTHBIN (3BOHOK 10 TesIe(hOHY)

request — mpock0a, 3asIBKa

make a contribution to smth. — BHOCUTb BKJ1aJ BO 4.-JI.; JOTTOJTHSTh
q.-JI.

quality — KayecTBO

anxious — 03a004YEHHbIN

cook — Kyxapka, rmosap

turkey — mHpaeliKa

cardholder — Biagesel KapTOYKU

inquire — paccrpalirBaTh

account — cuet (B 0aHKe)

billing — odopMIleHIIEe CUETOB

consumer — MOTPEOUTEIb

merchandise — ToBap, ToBaphI

require — TpeOOBaTh

user — I0JIb30BaTelIh

fee — maTa, ToHOpPap; B3HOC

place a call — 3aka3aTh pa3roBop 1o TejaedOHY; ITO3BOHUTH
charge — cbop, miara

remainder — ocTaToK

charitable — 61arOTBOPUTENLHBIN

increasingly — Bce 0OJIbllIe; BCe Yalle

reduce — COKpaTUTh

fund-raising costs — pacxoabl, HAyIIXe Ha cOOp IMTOXKEPTBOBAHUIA B
noab3y poHIa

promote — comeiicTBOBaTh

Exercises

1) Find the English equivalents in the text. Use them in sentences of your

own:

BHOCHUTb BKJIaz B; 0JJarOTBOPUTEJbHbIE OpraHU3alMK; KpEeAUTHAs
KapTo4Ka; 3aKa3aTh TeJe(OHHBIN pa3roBop; B3UMaTh ILIATy 3a 00-
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2)

3)

4

3)

CIIy>KMBaHUE; OPraHM30BaTh FOPSIYYIO JMHUIO; 3aKa3aTh TOBAp; pac-
XO[IbI, MAYIIKE Ha cOOp MOXEPTBOBAHMUI B ITOJIB3Y (DOHIA.

Find the words in the text which describe or mean the following:

1. relating to money or gifts given to people who need help, or
organizations that give this kind of help —

2. thething that an event, process, or activity is supposed to achieve —
3. goodsthat are produced to be sold, especially goods that are shown
in a store for people to buy —

4. very worried about smth. —

5. the part of smth. that is left after everything else is gone or has
been dealt with —

6. more and more all the time —

7. an act of asking for smth. politely or formally —

8. smb. who has a credit card —

Translate the following sentences into Russian:

1. He was feeling anxious and depressed.

2. The rebel group’s actions have become increasingly violent.
3. They have made an urgent request for international aid.
4. Consumers will soon be paying higher bus fares.

5. Contributions to charities are tax deductible.

Match the words:

charitable a contribution

to ask numbers

to make a call

hot organizations

toll-free lines

to place questions

Match the words which are close in their meaning:

charitable ordinarily

to establish straight

to request to accept

directly to set up
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commonly to ask for
anxious generous
to receive eager
Match the words having the opposite meaning:
charitable deviatingly
to establish unusually
to request to reject
directly unwilling
commonly to reply
anxious mean

to receive to destroy

7) Complete the following sentences from the text. Translate them into
Russian:

8

1. Anumber of businesses, charitable organizations, and trade groups

have set up

that let the public contact them directly.

2. Usually the purpose is to help people request
3. Other phone lines require that users

placed.
4. The phone company takes a se

rvice

for each call

5. Charitable organizations are increasingly using such numbers to

reduce

6. The National Turkey Association establishes a turkey hot line every

Thanksgiving to advise

Insert preposition if necessary (through; about; by; for; up; of):

1. Credit card companies have free numbers

cardholders to inquire

direct mail, and media publicity.

the status of their accounts.
2. Most organizations promote their use

3. Companies that sell goods and services

have toll-free numbers

advertising,

telephone

consumers to order merchandise.

4. The hot line receives thousands

every year.
5. A number
trade groups have set

calls

businesses, charitable organizations, and

hot lines and toll-free numbers.
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9) Explain the grammatical structure of the sentence:
Other phone lines require that users pay a fee...

Write down 5 sentences of your own with the same structure.

10) Answer the following questions:

1. Why have some organizations set up hot lines and toll-free
numbers?

2. Can you give examples of toll-free numbers?

3. When does the telephone company take a service charge from the
fee?

4. Why do charitable organizations use such numbers?

5. How do most organizations promote their use?

11) Sum up the text. Write down one sentence.

12) Render the following text in English:

Pexknama B cetu VIHTepHET CTAaHOBUTCS BCe OoJiee MOIMYJISIPHONT Yy
poccuiickux pekiaamonareneit. O60poT ycJIyr Mo opraHu3aluu 10c-
Tyna B UHTepHeT B Poccuu B IpoIIUIoM rofy 10 HEKOTOPBIM OLICH-
kaM npeBsicit 50 MtH gojut. M mpomomkaer pactu. [IpumepHo Ta-
KVMH Xe TEMITAMHU PacTyT ¥ pacxolsl Ha pekiamy B MHTepHeTe. Pex-
JlaMopaTtesieil Mpexae BCEro MOXeT MPUBJICYb:

® 0XBaT MOTEHUUAJbHOU ayTUTOPUH;

®  MyJBTUMEIUIHBIE BOBMOXHOCTU M TUIIEPCCHUIKM, TTO3BOJISI -
FOIIIME TTOCIIeI0BATEIBHO, IIIAT 3a IIIarOM BECTH IIOTPEOUTEIIS IO CBO-
el BUPTyaJbHOW 3KCIO3ULIMU, TIPUTOM YTO CTOMMOCTh PEKJIaMbl B
cety UHTEepHET MOpoii 3HaYMTEIbHO HUXE, YeM B oTaeabHbIX CMU;

® BO3MOXHOCTH MHTEPHET-TEXHOJIOTHI MO3BOJISIIOT KaXKIOMY
peKIIaMOIaTeTIo Y3HATh pealIbHOE YMCIIO TTOCETUTEICH eT0 CTPAaHWIKI.

CaMBbIM MOTMYJISIPHBIM CLIOCOOOM TIpecTaBIeHUs pekiaambl B H-
TepHeTe sIBJIsIeTCs COOCTBEHHAs CTpaHUIIA.

Ho cama o cebe gaxke mpodeccHOHAILHO CAeIaHHasI CTpaHUIIa
HEe MOXET TapaHTHPOBaTh IIPUBJICUCHC BHUMAHUS ITOTPEOUTEICH,
€CJIM OHa pa3MellleHa He Ha «pacKpydyeHHOM» cepBepe. Heobxomu-
MO BO BCEX PEKJIaMHO-MH(GOPMaLlMOHHBIX MaTepuasiax NMpeanpus-
TSI 00513aTEIbHO YKa3bIBaTh aipec CTpaHUllbl B UHTEpHETE 1 yallie
OOHOBJISITh MH(POPMAIIHIO HA HEL.
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Ectb u npyroii BapuaHT pa3MeIIeH!s peKJIaMbl — B BUIIE CBOCTO
pona oOBSIBICHHS B paMKe, KOTOpOEe Ha3bIBaIOT OAHHEPOM, PacIio-
JIOXKUTB €T0 Ha MOMYJISIPHOM CepBepe, HallpuMep TTOMCKOBOM.

Takum obpaszom, pexiamy B cetu MIHTepHeT Hamo paccMaTpu-
BaTh HE KaK HEYTO SK30THUECKOE MJIM BUPTYaJIbHOE, a KAK OMHO U3
3(hGEKTUBHBIX CPEICTB MIPUBICYCHUS TIOTPEOUTEIICH.

Eme onna xmaccudukanys npeajaraeT paccMaTpuBaTh peKiia-
MY C TOYKHM 3pESHHUS MHOTOTPaHHBIX ITPO0JIeM 3aKa3a, UCTIOJTHEHUS U
pacIipocTpaHeHU.



CHAPTER 111
SPEAKERS AND SPEECHES

UNIT 12
SPEAKERS

Text A

The United States is a society of speakers and audiences. It was estimated
that companies and associations convene close to a million meetings annually,
all of them focusing on speakers in endless succession.

Today the public is demanding more open corporate disclosure, and this
is encouraging many executives to mount the speaker’s rostrum. As
a consequence, more executives are taking courses designed to improve their
public speaking skills. Companies have rushed into speech training for
executives, creating a major boom for consultants who train employees at all
levels to represent their firms in public forums or television interviews.

It was once said that any chief executive officer who does not devote a
third of his or her time to public relations should be fired, and that chief
executive officers used to spend three-fourths of their time running the
organization and now spend almost the same amount of time on public affairs,
including a lot of personal appearances.

PR Reporter, a weekly newsletter, does an annual survey of how much
time top management spends on public affairs, and the percentage goes up
every year. For example, in one survey it was found that over half the surveyed
executives spent ten or more hours each month meeting with outside groups,
the majority average 20 speeches a year, and about two-thirds of CEOs spend
time on press conferences and another third appear on radio and TV.
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Finding Speakers

In most organizations there are people who are able and willing to make
speeches. Some of the would-be speakers will be known, others may need to
be found. This can be done by recruiting volunteers or by asking people to
suggest the names of individuals who might be willing to serve. If the
organization is some sort of nonprofit group, the membership at large may
contain a number of potential speakers. In any organization, the employees
may be a good source of speakers.

O Vocabulary:
convene — CO3BIBaTh
succession — IOCIeI0BaTeIbHOCTh
mount the rostrum — MOAHATHCS Ha TPUOYHY
consequence — ITOCJIEICTBUE
fire — yBOJIbHATH
CEO = chief executive officer — reHepaJbHBII TUPEKTOP, TIpeace-
JaTesb IpaBIeHUs
run the organization — ynpaBisiTb OpraHu3aluen
annual survey — exXerogHbIii 0630p
would-be — (adj.) BO3MOXHBII, MOTeHLMATbHbI
recruit volunteers — HaOupaTh 100POBOJIBLIEB
newsletter — MHGOPMaLIMOHHBIN OIOJIETEHD

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

YACTATh BpEMA 4.-JI.; TO KE CaMO€ KOJIMYECTBO BPEMCHMU, BBICIIICC
PYKOBOICTBO, BBICTYIIATh ITO paanio W TCICBUIACHUIO, IMTOACYUTATD,
Ha BCEX YPOBHAX; NMPCIACTABIATH CBOIO OpTaHU3AlNIO, YIYYIINTH
HaBbIKU, HeKOMMep‘IeCKI/Iﬁ.

2) Find the words in the text which describe or mean the following:

1. to call smb. for a formal meeting —

2. anumber of people or things of the same type that happen or follow
one after another —

3. smb. who hopes to have a particular job or intends to do a particular
thing —

4. to force smb. to leave their job —
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5. raised area that you stand on when you are making a speech —
6. smth. that happens as a result of a particular action or situation —

3) Translate the following words and word-combinations into Russian. Use
them in sentences of your own:

1. succession
in succession
to succeed smb.
to succeed in doing smth.
success
successful
successive
successor

2. to volunteer (v.)
to volunteer one’s services
a volunteer
voluntary

4) Match the words. Use them in your own sentences:

weekly succession
speaking group
endless officers
nonprofit newsletter
executive skills

5) Translate the following sentences into Russian:

1. A board was convened to judge the design competition.

2. I heard a succession of loud bangs outside.

3. The company fired a top executive for his role in improper financial
dealings.

4. Reporters shouted questions as the Major mounted the steps of
City Hall.

5. We are very much aware of the consequences our actions will have.

6) Match the words having the opposite meaning:

fire hinder

boom descend
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encourage harm

mount collapse

improve engage

Complete the following sentences from the text and translate them into

Russian:

8)

9

This is encouraging many executives...

More executives are taking course...

It was once said that any chief executive officer...
This can be done by recruiting volunteers...

el

Explain the grammatical structure of the sentences:

1. ...chief executive officer used to spend three-fourths of their time
running the organization.

2. ...others may need to be found.

3. ...who might be willing to serve.

Write down sentences of your own with the same structures.

Insert prepositions where necessary (as; on; at; to):

to focus smth. to spend time smth.
a consequence to appear vV
all levels large

to mount a rostrum to devote time smb.

10) Write questions to the following answers:

1. ? Companies and associations convene
close to a million meeting annually.

2. ? Today the public is demanding more
open corporate disclosure.

3. ? Yes, PR Reporter does an annual
survey of how much time top management spends on public affairs.
4. ? In most organization there are people
who are able and willing to make speeches.

3. ? Yes, the employees may be a good

source of speakers.

11) Paraphrase the following sentences:
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1. Companies and associations convene close to a million meeting
annually.

2. This is encouraging many executives to mount the speaker’s
rostrum.

3. ...creating a major boom for consultants.

4. Percentage goes up every year.

5. Some of the would-be speakers will be known.

12) Can you explain the following:

1. The United States is a society of speakers and audiences.

2. Today the public is demanding more open corporate disclosure.
3. Companies rushed into speech training for executives.

4. Ifthe organization is some sort of nonprofit group, the membership
at large may contain a number of potential speakers.

13) Sum up the text. Write down one sentence.

14) Render the following text in English:

Bxopasiiye B KOMILIEKC CPEACTB MabaUK pUJICHIITH3 pa3IMYHOIO
pofa JOKJaabl U BBICTYIUICHUS MPU HaAJeXkalleM WX MPOBeACHUN
He TOJIbKO MOTYT PEIINTh Y3KHE JAeIOBbIE 3a1a4, HO U CTaTh CPel-
CTBOM KOMMYHUKAIITMOHHOU MOMUTUKU. B HUX mpeacTaButesb pup-
MblI (coTpynHuK [TP-ciry>k0b1) yoexxaaeT ciryiiareseid B JOCTOMHCTBAX
CBOEro MpOEeKTa WM MPOMyKTa, CBOei yciayru, popMupyer K cebe
0J1aronpusITHOE OTHOLIEHUE.

YcTHOe BhICTyIUIEHME, pedb, AOKJIAI, Aaxe TeJeOHHbI 3BO-
HOK — 3TO BaXXKHEWIIINe CPeACTBA, OT UCTIOIb30BaHUS KOTOPBIX HE-
PeaKo 3aBUCAT UMUK (DUPMBI, OTHOIIIEHUE TTAapTHEPOB, MOTPEOU -
TeJiel, cynpba 3aKoHa, BHUMaHUE K OTPaciu, MPeAnpUsITUIO, TOBa-
Py, HAKOHEILl, caMOMy opaTopy. I B MUpOBOIi ITpakTUKe OM3HECA 3TU
CPENCTBA IMPOKO UCIOIb3YIOTCH.

BricTyrmneHust, oOpanieHus MOTYT MCTOJb30BaThCsl HE TOJIBKO 3a
npeaeaamMu GUPMbI, HO U BHYTPU Hee, Bellb eMMHCTBEHHBIN CITOCOO
HacTpauBaTh JIIOACH Ha DHEPTUYHYIO ACATEIBHOCTh — 3TO OOIIEHUE
C HUMMU.

HecMoTps Ha KaxXylrytocs IpOCTOTY, YCTHOE BBICTYIJIEHHE KaK
CPEICTBO HaJlaXXMBaHUS CBsI3€l C 0011IeCTBEHHOCThIO, MAPTHEPAMMU,
KJIMEeHTaMU, MOTPeOUTENISIMU SIBJISIETCSI BeCbMa CJIOXKHOM 3ajaueit u
TpeOyeT HEOOXOMUMBIX 3HAHWUM, YMEHUI U HABBIKOB.
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Text B

Selecting Speakers

It is imperative to select speakers who can convey ideas and information
effectively. In some cases the chief executive officer is the only possibility. If
reporters demand a statement from the president, their request must be granted,
but if circumstances permit, it may be better to choose somebody else.

J. L. Kraft was the founder of Kraft Cheese Co. He was a very able man
but had a voice like a rock crusher. He was a very poor speaker. Both he and
his people knew this, so Kraft made very few public speeches. This is not to
say that speakers should be selected for their dulcet voice or attractive faces,
but the possible public reaction to any speaker should be considered.

Another factor in choosing a speaker is expertise. The speaker will be
expected to have considerable knowledge of the subject to be discussed. If
there is one person in the organization who is familiar with the subject, that
person is the logical candidate, but if there are several who are knowledgeable
it may be advisable to choose the one who will make the best impression.

The ideal speaker is one who knows much about the subject, whose voice
and appearance will help make a good impression, and who is a polished
public speaker. You won’t always find ideal speakers, but if you consider the
desirable characteristics and make reasoned selections, your speakers should
be effective.

Preparing Speakers

No one should ever make a public appearance without preparation. Even
if a hostile reporter is sitting in the reception room and demanding an
immediate hearing, the spokesperson must take time to prepare for the
session. On most occasions there will be enough time to do the job thoroughly,
but even when time is at a premium, a few minutes must be set aside for at
least a minimum of preparation. Preparation include providing information,
determining the key points to be made, coaching to training, and giving
suggestions on grooming and personal mannerisms.

Informing Speakers

The speaker must know the nature of the session. If it is a panel, a debate,
or an interview, the speaker must know what procedures will be followed.
Most of these are similar, but there may be slight differences, and you should
warn the speaker of any deviations from the norm. Ifthere is to be an interview
at a radio station, the speaker should first watch at least one episode.
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A session on home ground will be in familiar surroundings, but if the
appearance is to occur at a station, the speaker must know where to sit, where
to look, and to whom to talk. Placement of cameras, microphones, and lights
is important, your speaker should be familiarized with the setup well before
the program is to start. This means early arrival.

Ifthe appearance is a panel, your speaker must know who the other people
are and what they are likely to say. This will enable your speaker to avoid
echoing others and to supplement their remarks rather than repeating them.

If the appearance is a debate, it is imperative to know the arguments of
the opposition. If the speaker knows what the other side is going to claim, it
may be possible to demolish erroneous statements and to present more
effective arguments. Debating coaches often start their teams by having them
present the opposition’s arguments. A team that is to argue in favor of the
value-added tax might start by preparing a strong case against it. In this way
the debaters will be prepared for the arguments they are likely to face.

O Notes:
Kraft Cheese Co. — KoMITaHUs 1O TIPOM3BOJCTBY ITPOIYKTOB MUTA-
Hus. [Ipon3BOINT CHIPEI ¢ TOBapHBIM 3HaKOM «KpadT», TpOIyKTEI
nepepadOTKN PaCTUTENBHBIX Macesl — MalioHe3, MaprapuH M T.1I.
PacnonoxkeHa B r. IlleHBbI0, TaT MnnmmuHoiic.

O Vocabulary:
imperative — HEOOXOIUMBI
grand a request — yIOBJIETBOPUTh ITPOCLOY
permit — Mo3BOJISITh
dulcet — cmankuit, HeKHBII
at a premium — OBITH B Ie(ULINTE
groom — IIOATOTaBIINBATh
panel — Tpyrmnmna 3KCIepToB; XIOpU; CEMUHAP, «KPYIJIbIA CTOJI»
deviation — OTKJIOHEHUE
demolish — ompoBepraTh, yHUUTOXATh
erroneous — OLIMOOYHBIM
value-added tax (VAT) — Hajor Ha 100aBJIEeHHYIO CTOUMOCTb
present an argument — BBIIBUHYTb apTyMEHT
supplement — 100aBISATh, JOMOJHSTh

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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n30€exKaTh 4.-J1.; XapaKTep BCTPEeUYM; IPEAYIPEAUTH K.-JI. O U.-JI.; BbI-
CTYIJICHUE TI0 TeJIEBUACHUIO; 3HAKOMasi 00OCTAHOBKA; PaCIIOIOXe-
HME KaMep U MUKPOGOHOB; B MOJIb3Y Y.-JI.; TIIATEJBHO CIeIaTh pa-
00TY; OCHOBHBIE BOIIPOCHI; IIPOU3BECTH XOPOIilee BIIeUaTICHUE.

2) Find the words in the text which describe or mean the following:

b s

5.

extremely important, necessary, and urgent —

a noticeable difference from what is expected or normal —
incorrect or wrong —

soft and pleasant to hear —

to prepare smb. for an important job or position in society by

training them over a long period —

6.

a group of people with skills or special knowledge who have been

chosen to give advice or opinions on a particular subject —

3) Translate the following word-combinations into Russian. Think of your
own sentences with them:

to convey

to grant

ideas
4 information
? meaning

greetings

a request
4 a consent
~—_—— afavor

permission

4) Translate the following sentences into Russian:

1.
2.

Hotel rooms are at a premium during the summer.
It’s imperative that you leave immediately.

3. At least 15 million Americans still hold the erroneous view that
cancer is contagious.

4.

His son was being groomed to take over the business.

5. A panel of scientists met to discuss the issue of nuclear safety.

6.

She refused to grant our request for an interview.

5) Match the words which are close in their meaning:

attractive coach

imperative productive
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only (adj.) urgent
effective appealing
groom singular

6) Match the words having the opposite meaning:

permit friendly
attractive fruitless
poor repulsive
effective refuse
hostile superior

7) Complete the sentences with the following words (af a premium; granted;
expertise; imperative; deviations; permit; convey). Translate them into Russian:

1. Itis
and information effectively.

to select speakers who can

ideas

2. You should warn the speaker of any

from the norm.

3. Another factor is choosing a speaker is .

4. Even when time is a few minutes must be set aside
for at least a minimum of preparation.

5. Ifreporters demand a statement from the president, their request

must be

, but if circumstances

better to choose smb. else.

, it may be

8) Write these words with correct negative prefixes (un; in):

effectively; able; attractive; possible; considerable; familiar; desirable.

9) Insert the prepositions where necessary (on; for; with; of; to):

reaction smth. most occasions

to be familiar smth. to include smth.

to demand smth. to give suggestions smth.
to prepare smth. to warm smb. smth.

10) Make up 10 questions to the text. Begin them with:

who; how; when; where; in what way; what.

11) Paraphrase the italicised words:
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1. ...the spokesperson must fake time to prepare for the session.

2. ...if the appearance is 7o occur at a station,...

3. ...your speaker should be familiarized with the set up will before
the program is to start.

4. Preparation including giving suggestions on grooming and personal
mannerisms.

12) Can you explain the following:

1. ...who is a polished public speaker.

2. A session on home ground will be in familiar surroundings.

3. If the speaker knows what the other side is going to claim, it may
be possible to demolish erroneous statements and to present more
effective arguments.

13) In every paragraph find one sentence showing the main idea of it.

Text C

The value of knowing the answer to oppositions point was proved in a
series of debates conducted during an election campaign to pass a law affecting
farm labor. One side repeatedly charged that the opposition was financed
primarily by the oil companies. The public relation director for the opposition
tried repeatedly to get the facts but didn’t succeed until the campaign was
almost over. The facts showed that the oil companies had given about 0.5
percent, but the information came almost too late to use.

It is particularly important to know who is going to ask questions. If it is
a moderator, the speaker should know something about the way in which
that moderator conducts a session. If it is a reporter, the speaker needs to
know as much as possible about that person’s style or approach. A friendly
reporter may be after facts, but a hostile reporter may be hunting for something
to confirm previously established convictions.

A hostile reporter might open an interview by asking. “Does your product
contain a substance that can cause cancer?” The respondent might truthfully
answer yes and never get a chance to explain that the quantity of the
carcinogen is so low as to be insignificant. (Many natural foods containing
no additives whatever contain minute quantities of substances that have, when
given in enormous quantities, caused cancer in laboratory animals. Even
peanut butter comes under this cloud.)

By studying the reporter or interviewer and the publication or program
that he or she represents, you may be able to make some informed guesses as
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to the kind of questions that are likely to be asked. Anticipating questions
and preparing answers is a vital part of an interview. Fortunately for the person
to be interviewed, many such sessions are devoted purely to fact-gathering.
In such instances, the speaker merely needs to know what information is
wanted and to have it ready. Your responsibility here is, insofar as possible, to
find out before the interview just what the reporter wants.

O YVocabulary:

pass a low — mmpoBecTH 3aKOH

affective — kacaromuiicsi, 3aTparuBarommi
charge — 0OBUHSTH

primarily — B OCHOBHOM

succeed — IpeycCIIeTh B Y.-]1.

approach — 1To3uIINsI, TOYKA 3PEHUS

hunt for smth. — oxoTuUTbCs 3a 4.-JI.
confirm — moATBepXaaTh

conviction — yoexneHue

substance — BEIIIECTBO

cause — BBI3BIBATh

cancer — pakK

quantity — KoJIM4eCTBO

carcinogen — KaHIIEpOT€HHOE BEIeCTBO
additive — gob6aBka

minute — MUHUMAaJIbHBIN

enormous — OrpPOMHBII

peanut butter — apaxmucoBoe Macyo

guess — TIPeATIoIOKEeHIE

anticipate — mpeanoJiaraTb

devote — mocBsIIaTh

moderator — MOCPEIHUK; MpeceaTeNb
conduct a session — IIPOBOIUTH 3acCeIaHIE
insofar as — MOCKOJIbKY, HACTOJILKO, B TOI1 Mepe, B KaKOIA...

Exercises

1) Find the English equivalents in the text. Use them in sentences of your

own:

HavaTh MHTEPBbBIO; IIPEIBAPUTEIBHO; K CYACTHIO IJIST K.-JI.; PSIT IVC-
KYCCHI1; HEOTHOKPATHO; YeCTHO; HE MMETh BO3MOXHOCTH; HEe3Ha-
YUTEIBHBIN; B OTPOMHBIX KOJIMYECTBAX; B TAKMX CIyJasix.
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2) Find the words in the text which describe or mean the following:

1. smb. whose job is to control a discussion or argument and to help

people reach an agreement —

2. to say publicly that you think smb. has done smth. wrong —

3. atype of solid, liquid, or gas that has particular qualities —

4. to make smth. happen, especially smth. bad —

5. asubstance that can cause cancer —

6. a substance, especially a chemical, that is added to smth. such as
food, to preserve it, give it color, improve it etc. —

3) Match the words. Think of your own sentences with them:

oil foods

fact campaign
natural labor
election companies
farm gathering

4) Translate the following sentences into Russian:

1. Hundreds have charged that police used excessive force during the

demonstration.

2. Our advertising campaign has succeeded in attracting more

customers.

The transportation of flammable substances is tightly regulated.
Heavy traffic is causing long delays on the freeway.

Foods sold under this label are guaranteed to be free from additives.
Sales are better than anticipated.

. He agreed to assist us with moving and other expenses, insofar as
he was able to do so.

Nk w

5) Match the words which are close in their meaning:

opposing generate
succeed predict
cause (V.) antagonistic
enormous achieve
anticipate gigantic
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6) Match the words having the opposite meaning:

cause (V.) similar
enormous fail
opposing deny
succeed prevent
confirm minute

7) Find in the text sentences with the modal verbs may, might, should and
the verb 70 need. Translate them into Russian and explain the usage of these
verbs. Think of your own sentences with them.

8) Complete the sentences with the following words (primarily; charged;
convictions; succeed; hunting; confirm). Translate them into Russian:

1. Oneside repeatedly that the opposition was financed
by the oil companies.

2. The public director for the opposition tried repeatedly to get the

facts but didn’t until the campaign was almost over.

3. A hostile reporter may be for smth. to

previously established

9) Insert prepositions where necessary (for; to, in):

an answer smth. to be devoted smth.
to affect smth. to cause smth.
to hunt smth. some instances

10) Write questions for the following answers:

1. ? One side repeatedly charged that the
opposition was financed primarily by the oil companies.

2. ? The facts showed that the oil companies
had given about 0.5 percent.

3. ? No, the information came almost too
late to use.

11) Can you explain the following:

1. A friendly reporter may be after facts.
2. Even peanut butter comes under this cloud.
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12) Develop the following statements:

1. It is particularly to know who is going to ask questions.
2. Anticipating questions and preparing answers is a vital part of an
interview.

13) Translate in writing the paragraph beginning with the words: “A Kostile
reporter...”

14) Render the following text in English:

BrisicHuTe 3apaHee, KaKve TeMbl WUIM BOITPOCHI SKYPHAJICT XO-
YeT OXBATUTh, Y TIOTOBOPUTE C HUM KaK MOXXHO PaHbIIE 10 UHTEP-
BBIO.

B ciyyae MHTEPBBIO € XXYypHAIMCTOM M3 TIEYaTHOTO OpraHa Io-
3HAKOMBTECh C HUM U €T0 CTaThsMU. BhIBaeT mojie3HO HeOObIIOe
pacciieloBaHNe B OTHOLUEHNUU OPYTUX CTaTeil Mo JaHHOW TeMe WU
CBSI3aHHBIM C 3TUM MECTHBIMU IIPOOIEMaMMU.

OO6mIasICh ¢ IEKTPOHHOM IMPEeCCoii, pacCIPOCUTE XXKyPHAIIICTOB,
TEJICeBU3MOHHBIX pamropekuccepoB 00 ux ayautopuu. Ecim Mox-
HO, TTocMOTpuUTe (IocylaiTe) mporpaMmy uin ee 3anucu. Korga
MHTEPBBIO IIPEICTOUT JaBaTh MECTHBIM XXyPHAJINCTaM, a KyJIBTypa 1
HPAaBBI 9TUX MECT BaM HE3HAKOMBI, TO CYIIIECTBEHHYIO TTIOMOIIb MO-
TYT OKa3aTh MECTHBIC XKUTENIM, Ta3eThl M CIIPaBOYHAs JIMTEpaTypa.

YacTo xKypHaJIMCThI HE TOBOPSAT 3apaHee O TOM, UTO MOTYT CITpO-
CUTH B UHTEPBBIO. ByIbTe rOTOBHI K CIOPIIPU3aM, IIEKOTIMBBIM BOII-
pocaM U OOCYKIIEHUIO CTIOPHBIX TTPOOJIEM.

XoTs Ballla IJlaBHas 3afadya COCTOUT B COOCTBEHHOM TOATrOTOB-
K€, BbI YCIICIIIHEE OXBAaTUTE TEMY, €CIU IMOMOXETE M XKYPHAJIUCTY
JIy4IIie TIOATOTOBUTHCS K MHTEPBBIO. HexBaTKa BpeMeHH Y TOTO BO
MHOTOM OOBSCHSICT HeyIadyHBIe ITPOTPaMMEI, KOTOPHEIC BOCIIPUHM-
MaloTCs KaK HeOpexkHoe, HETOUHOe M HecOaJlaHCMpOBaHHOE OCBe-
1eHue npoobsaemel. [loaTomy, momorasi XXypHaJIucTaMm, Bbl TIOMOrae-
Te U camoMy cebe.

IMoaroroBka K MHTEPBBIO MOXET BKJIIOYATh pabOTy COTPYIHUKA
10 CBSI3SIM C OOIIECTBEHHOCTBIO C XKYPHAIMCTOM M O3HAKOMJICHUE
€ro C COOTBETCTBYIOIIEH CIpaBOYHOM JuTeparypoii. Ho mobas nH-
(hopmaiusi, KOTOpyIO BBl TIPENOCTABISIETE 3apaHee, NOKHA ObITh
KpaTKO.
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Text D
Coaching Speakers

The great increase in investigative reporting and the bad impressions made
by some people in responding to questions has led to the creation of special
training courses for people who may have to face these reporters.

In these courses, the students (who may be chief executives of major
corporations) are grilled by reporters. Frequently the interviews are taped
and then played back to the students. Witnessing oneself blushing,
floundering, mumbling, or seeming incompetent is powerful stimulus to do
better the next time. Results of these sessions have been excellent, and they
are attracting an ever-growing number of executives.

Because the costs of such training sessions often run into thousands of
dollars, organizations with limited budgets may not able to afford them. If
you find yourselfin such a situation, it is still possible to train the spokespeople
of your organization.

First, you must get a commitment from the interviewee to spend some
time learning how to give effective interviews. You can teach the person many
of the basics that have been discussed here. You can also play the role of the
reporter and ask questions. Expected questions should be supplemented by
others, such as “trick and trap” questions. You should heckle, storm, charge
the respondent with ducking the questions, and try in every way possible to
make your student lose his or her temper.

Although your student may become somewhat irritated with you, such a
session will build confidence in handling a real question-and-answer situation.
Another thing you can do is to hire a local reporter or editor as a consultant
to spend an hour or two in a simulated interview with your spokesperson.
This will give your student a chance to meet a real reporter in a controlled
situation. Mistakes here will be much easier to bear than that might occur on
live show being broadcast to thousands.

O YVocabulary:
grill — (col.) yauHSATH AOTIpPOC
tape — 3anmuchIBaTh Ha IJICHKY
witness — SIBJISITBCSI OYEBUILIEM; BUIETh BOOUUIO
blush — kpacHeTb
flounder — myTaTbcsl B clioBax
mumble — 6opMoTaTh
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stimulus — cTuMyn
afford — mo3BouTh cebe
limited budget — orpaHMYeHHbBI OIOIKET
commitment — 00s13aTeJIbHO
interviewee — MHTEPBBIOMPYEMBII
basic — OCHOBBI
hackle — mpepbIBaTh OpaTopa KaBep3HBIMHU BOIIPOCAMHU
storm — HaItagaTh, OyIIeBaTh
duck a question — yBepTBIBaThbCSI OT OTBETA
lose one’s temper — BBIATH U3 CeOs
handle smth. — cripaBUTHCS € Y.-JI.
hire — HaHSITH
bear — OTHOCHUTBCS TEPITUMO K U.-JI.
live show — miepemaya B mpsiMOM dpupe
Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
MPOU3BOIUTE TIJIOXO€ BIeYaT/ICHUE; OTBEYaTh Ha BOIIPOCHI; KPYII-
HBbIC OpraHM3aluy; TPUBJIEKATh BCE BO3pacTalollee KOJIMIECTBO
JTIOJICIA; 3aCTaBUTh K.-JI. BEIUTH U3 ceOsT; IPUBECTH K U.-JI.; CTAJTKM-
BaThCH C 4.-J1.; Ka3aThCsl HEKOMITETEHTHBIM; OOBUHSTH K.-JI. B 4.-JI.
2) Find the words in the text which describe or mean the following:
1. smth. that help a process to develop more quickly or more
strongly —
2. to have great difficulty saying smth., especially because you are
not sure what to say —
3. tosay smth. too quietly and not clearly enough, so that other people
cannot understand you —
4. toasksmb. alot of difficult questions in order to make them explain
their actions, opinions etc. —
5. to see smth. happen —
6. a promise to do smth. or to behave in a particular way —
7. the most important and necessary facts about smth., from which
other possibilities and ideas may develop —
3) Match the words. Think of your own sentences with them:
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chief corporations

simulated courses

training executives

major budget

limited interview

Translate the following sentences into Russian:

1. Tax cuts provided the stimulus the slow economy needed.
Several resident claim to have witnessed the attack.

Our company has a commitment to equal pay and opportunities.
She stormed into his office for an explanation.

He ducked a question about his involvement in the bank scandal.
6. She doesn’t want anyone to think she can’t handle the pressure.

ANl ol

Complete the following sentences (mumbling; stimulus; effective; grilled;

Sfloundering; witnessing; commitment; irritated; build confidence; handling).
Translate them into Russian:

6)

7

1. In these courses, the students are by reporters.

2. oneself blushing, , , or
seeming incompetent is a powerful to do better the next
time.

3. You must get a from the interviewee to spend more
time learning how to give interviews.

4. Although your student may become somewhat with
you, such a session will in areal question-
and-answer situation.

Insert the prepositions where necessary (by; with; to, in; t0):

an increase smth. to face smth.
to respond smth. to be supplemented smth.
to lead smth. to be irritated smb.

Match the words which are close in their meaning:

blush confront

mumble observe

face floundering
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witness flush
incompetent mutter
Match the words having the opposite meaning:
mumble dexterous
witness pale
incompetent enunciate
face overlook
blush evade

Paraphrase the following sentences using synonyms of the underlined

1. The students are grilled by reporters.

2. You should heckle, storm, charge the respondent with ducking the
questions.

3. Witnessing oneself blushing, floundering, mumbling, or seeming
incompetent is a powerful stimulus to do better the next time.

10) Answer the following questions:

1. What has the great increase in investigative reporting led to?

2. What does the coaching of speakers in special training courses
consist in?

3. Why are these courses attracting an ever-growing number of
executives?

4. What sort of commitment should be obtained from the interviewee?
5. How can a role-play be used in teaching speakers?

11) Agree or disagree:
Start with the following phrases:
Well, that’s the thing I don’t entirely agree with...
I can’t agree more I see the point, but...
I’m of exactly the same opinion To a certain extent, yes, but...
True enough That’s one way of looking at it, but...
Oh, definitely Yes, but on the other hand...

1. Witnessing oneself blushing, floundering, mumbling, or seeming
incompetent is a powerful stimulus to do better the next time.
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2. Although your student may become somewhat irritated with you,
such a session will build confidence in handling a real question-and-
answer situation.

12) Can you explain the following:

1. Expected questions should be supplemented by others, such as
“trick and trap” questions.

2. Mistakes here will be much easier to bear than those that might
occur on a live show being broadcast to thousands.

13) Write down one sentence summing up the contents of the text.

14) Render the following text in English:

Ilybauunste 6vicmynienus — 3mo npe0CmMasaenus:
colepaiime c600 poab

Te, KTO MOIXOISAT K CBOEMY BBICTYIUIEHUIO Tepe/l MyOIuKOMi nin
WHTEPBBIO Mpecce KaK K MPEeNCTaBICHUI0, TOCTUTAIOT HAWTYy4YIIAX
pe3yJIbTaToB.

ITy6nnyHoe BhICTyTUIEHUE TpeOyeT hU3NYecKoi U MCUXOJIOTH -
YECKOUW IHEPTUH, COCPENOTOYCHHOCTA U Pa3MEPEeHHOCTH. UTOOBI
00ecTeynuTh HEOOXOIUMYIO SHEPTUIO U TPU 3TOM BHITJISIIETh HOP-
MaJIbHO, TOBOPUTE SHEPTUIHEE M OKMBJIEHHEE OOBIYHOTO, OCOOEH-
HO €C/IM HaXOAUTECh Ha yAAlEeHUU OT ayAUTOPHHU.

KecTtukynsaiusg 1 MUMKUKA TOOABJISIOT SHEPTUYHOCTH BalllUM
cioBaM. UToObl o0ecrieunTh yCIieX BHICTYIUICHUIO nepel MyOoanKoi
WJIX UHTEPBBIO Mpecce, TpeOYIOTCS 3HaUUTeIbHbIE DU3NYECKUE YCU-
JIVIsT; HAKJIOHUBIIKCH BMEPE U XKECTUKYJIMPYSI, BBl CMOXETE JTydIle
MOAAECPXKUBATh SHEPTETUUECKUI1 ypOBEHb M KOMIIEHCUPOBATh HeO1a-
TONPUSITHBINA 2(PDEKT cTpeccoBOi CUTyallUU.

KonueHTpaiius Ha ayIUTOPUU MOMOXKET MPOSICHUTD BaIlIN MbIC-
JI1 U c(pOKyCUpOBaTh BHUMAHUE.

PazMmepeHHOCTb 0COOEHHO HYXKHA U1 TPOIOIKUTEILHBIX peueit
U UHTEPBBIO.

EcTb BaxkHOE pasnmyre MEXIy «BBICTYIUICHHEM» U «UTPOU», U
aynuTOpUsi HEMEIJIEHHO 3TO MOYyBCTBYET. [1oBbIlLIEHHASI SHEPTUS U
OXXUBJIEHHOCTh MOMOTYT 6€3YKOPU3HEHHO MPOU3HECTU Pedb, a XKe-
JIaHVIE ¥ CTPEMJICHUE YCTAHOBUTH KOHTAKT C ayIUTOPUEil — MOOUTHCS
ee 01o0peHus, a MOXKET, M MOJIEPKKU, U HE TTO3BOJISIT CYUUTATD Ballie
BBICTYILJIEHUE TTPOCTOM UTPOIA.
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Text E
Key Point

People remember only a small part of what they see and even less of what
they hear. Out of several thousand words in a speech, listeners may remember
only a few. If the entire speech is published, most readers still won’t remember
much of what they read. Therefore, every speech should contain at least one
memorable key point. In a debate or on a panel, the same rule applies. Be
sure that the most important ideas are stated in a clear and memorable way.
With interviews this is doubly important, because an interviewer from a
publication may rely on notes, taking down only the highlights. Ifthe interview
is for a radio or television program, a large part of a what is recorded may not
be used. People frequently complain that after they have given an hour-long
interview, only a minute or two is actually broadcast.

Determining the key points requires a thorough study of the subject to be
covered. Among all the ideas that might be pertinent, there are always a few
that are vitally important. A good way to find them is to try to boil everything
down into a few brief sentences. Each of these sentences should be a clear
and positive statement covering one of the main ideas.

Grooming

If the person to make an appearance is a celebrity or performer, the choice
of what to wear won’t be a problem. On shows being broadcast from Las
Vegas or Hollywood, men commonly wear casual clothing. Women may wear
flamboyant outfits that expose legs. This is part of the image they are trying
to project, but these are “personality” shows whose sole purpose is to
entertain.

To get a serious message across to an audience, there is a different set of
rules. The speaker must dress conservatively and show or do nothing that
might distract attention from the message.

Men should wear conservative suits. A sports jacket might be permissible
in some cases, but it most not be loud. Violent colors won’t do. Suits should
be dark, if there is a pattern, it should be so subdued as to be almost invisible.
White reflects light, so it should be avoided. Your speakers should oven avoid
white shirts. Pale blue, gray, or tan with no noticeable pattern is best.

Flashy rings, large cuff links, and big belt buckles are unacceptable. If a
man has a dark beard, a shave just before the appearance is good idea. For
any television appearance, the producer may suggest some makeup. This
should not be resisted, even the nation’s presidents have used it.
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Women should dress conservatively in dresses or suits. Makeup should be
the kind that is normally worn for business. Any jewelry that dangles, jingles,
or flashes is taboo.

Another important point is that the speaker is “on stage” at all times.
A surreptitious scratch or adjustment of clothing may be seen by some
members of the audience or picked up by a TV camera. No speaker should
assume that an inelegant gesture will not be seen.

O Vocabulary:

memorable — 3aITOMIHAIOIITUIACS
highlight — ocHOBHOI1 MOMEHT, (haKT
pertinent — yMeCTHBIN, MOAXOSIIAI
casual — TTOBCeTHEBHO

flamboyant — OpocKuii, MoOKa3HOI

outfit — KocTIOM

€Xpose — BBICTABJISITh HAITOKa3

get a message across — JIOHECTH UICI0
distract attention from smb., smth. — oTBieYh BHMMaHUE OT K.-II.,
q.-J1.

permissible — momycTUMBIiA

loud — xpuyaimit, SpKuit

pattern — puCyHOK

subdued — mpuUTITYIIEHHBII

surreptitious — caeTaHHBIA MCTIOATHUIITKA
celebrity — 3HaMeHUTOCTH

performer — MCIIOTHUTENH

Exercises
1) Find the English equivalent in the text. Use them in sentences of your
own:
KJIFOUEBOM MOMEHT; BIBOITHE; 1TOJIaraThCsl Ha 3aIlMCH; XKaJloBaThCs;
MoIpoOHOE U3yUYeHKE BOMPOCa; eAMHCTBEHHAS 11€/1b; HAOOP MPaBuI;
n30erarth 4.-J1.; 3alIOHKM; OVIKYTepHsl; BBICTYIUICHMS TI0 TeJIeBU/Ie-
HMUIO.
2) Find the words in the text which describe or mean the following:

1. the most important, interesting, or enjoyable part of an activity,
movie, sports event etc. —
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directly relating to smth. that is being considered —

not formal, or not for a formal situation —

allowed by law or by the rules —

to uncover or show smth. that is usually covered or not able to be
seen —

Nk L

3) Match the words. Use them in sentences of your own:
television interview
sports buckle
hour-long jacket
casual appearance
belt clothing

4

3)

Translate the following sentences into Russian:

The weekend in Venice was definitely the highlight of our trip.
The information is not pertinent to this study.

The use of racial preferences is not permissible under the new law.
Two boys were smoking cigarettes surreptitiously behind the bushes.
Events in Europe must not distract attention from problems in the
thlrd world.

- SR

Complete the following sentences (audience; surreptitious; casual;

applies; thorough; determining):

1. In a debate or on a panel, the same rule
2. On shows being broadcast from Las Vegas or Hollywood men

commonly wear clothing.
3. A scratch or adjustment of clothing may be seen by
some members of the or picked up by a TV camera.

4. the key points requires a
subject to be covered.

study of the

6) Match the words which are close in their meaning:
flamboyant quiet
permissible suitable
pertinent extravagant
subdued admissible
loud gaudy
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7) Match the words having the opposite meaning:

pertinent subdued
permissible open

loud irrelevant
flamboyant prohibited
surreptitious conservative

8) Discuss the functions of the infinitive in the following sentences. Think
of your own sentences with these and some other functions.

1.
2.

If the person to make an appearance is a celebrity or performer.
...it should be so subdued as to be almost invisible...

9) Write these words with correct negative prefixes (in/un; in; un/im; un;

dis):

memorable, important, elegant, clear, appearance, permissible, visible,
noticeable, acceptable.

10) Answer the following questions:

el S

S.

Why should every speech contain at least one memorable key point?
In what way should the most important ideas be stated?

‘What do interviewed people often complain of?

What does determining the key points require?

Why isn’t the choice of what to wear a problem for a celebrity or

performer?

6.

What set of rules is there to get a serious message across to an

audience?

7.

What sort of clothes are advisable for men who are to make an

appearance?

8.

‘What rules are there for women?

11) Can you explain the following:

1.

A good way to find them is to try to boil everything down into a

few brief sentences.

2.

Violent colors won’t do.

3. Any jewelry that dangles, jingles, or flashes is taboo.

4.

These are “personality” shows whose sole purpose is to entertain.
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12) Agree or disagree:

1. People remember only a small part of what they see and even less
of what they hear.

2. The speaker must dress conservatively and show or do nothing that
might distract attention from the message.

13) Give a summary of the unit.

14) Translate the following text into Russian:
Speaker’s Bureau Reaches a Diverse Audience

An effective tool for community outreach is a speaker’s bureau.
Employees, who are often volunteers, are trained to present the
company or organization’s story to a variety of audiences.

An outstanding example of a speaker’s bureau is one organized by
Southern California Edison, which saw a vital need for company
speakers with multilingual ability. For example, the utility serves
3 million Hispanic customers. One-fourth of them do not speak any
English, and more than three-fourths speak their native language at
home. It also serves 600,000 Asians customers; 16 percent do not speak
English, and 70 percent speak their native language at home.

The speaker’s bureau has 11 company employees who are fluent
in English and one other language — Spanish, Mandarin, Cantonese,
Cambodian, or Vietnamese. They are available to community groups,
neighborhood associations, schools, churches, and various civic groups
free of charge... The most frequent topics requested from groups
include energy conservation, earthquake preparedness, electric safety,
and consumer service.

Southern California Edison promotes its speaker’s bureau with
advertisements in ethnic newspapers, flyers, and public service
announcements on ethnic radio stations.

O Notes:
Mandarin — MaHgapuHCKOE Hapeure KMTaCKOro si3bika. Oduim-
anbHbIN 1361K KHP, Ha KoTopoM roBopuT 00JIBIIIMHCTBO 00pa30BaH-
HBIX KUTal1LEeB.
Cantonese — KaHTOHCKUWIA OUaneKT KuTaiickoro s3bika (Canton —
KanroH, [yaHuxoy).
Hispanic — naTuHoaMepUKaHCKUIA.

15) Render the following text in English:
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YacTUYHO HAIIW PEIICHUST OTHOCUTENIBHO OHECXKIBI 3aBUCSIT OT
TOTO OOIIIETO BITIEUATIEHMsI, KOTOPOE MBI KeJlaeM Ipon3BecTh. Bara
LIeJIb KaK MpeACcTaBUTENIs] OpraHU3aly — BBITJISIAETh aBTOPUTETHO
¥ BBI3BIBATh IOBEPUE.

ITpu BBIOOpPE OAEKIBI AT TEASUHTEPBLIO TTOMHUTE O JAPYroi
LeJIn — 3pUTEITIO Halo He CMOTPETh Ha Bac; eMy Hallo CJIyIIaTh Bac.

Opexxaa 1oaKHA ObITh KOHCEpBAaTUBHOM U Y10OHOI U HE OTBJIE-
KaTh BHMMaHWe ayaAuTOPUM OT BalllMX CJIOB, a IPUBJIEKATh €ro K Ba-
L€ BHEIIHOCTHU.

brnarogapst ocBelieHMIO TeMIlepaTypa B CTYAUU MOBBIIIACTCS, a
HaIpsDKEHHWE, BBI3BAHHOE TEM, YTO BBI TPEACTAETE IEepes rilazaMu
3puUTeNIei, ele 0oyiee «HAKaIsIeT 00CTAaHOBKY», IIO3TOMY OAeXKIa
JTOJDKHA OBITh KaK MOXHO JIETYE, a ee IIBeT — OJHOTOHHBIM, 0e3 Bce-
BO3MOXHBIX PUCYHKOB, KJIETOK, I10JIOC, TOPOIIKA U T.1.

Jlyudliie Bcero nogoiayT cpeaHrue TOHa CUHEro, CEpOro U Kopuy-
HeBoro 11BeToB. [Ipy o4eHb TEMHOI ofexXae Ha TeJiedKpaHe Teps-
1oTcs ee metanu. CieayeT Takke M30eraTh OOJBIIOTO KOJIWYECTBa
YEepPHOTO U OCJIOTO LBETOB. SIpKKe OTTEHKH KPACHOTO IIBETA BBITJIS -
JISIT OYeHb PEe3KUMMU.

Text F

Interview Tips

Speeches, panels, and debates usually have a definite structure. By
contrast, interviews may go far off the expected track. To get the best result
from an interview, a speaker should remember these tips:

® Most reporters may merely want information, but some will be looking
for headlines. To appreciate this, just watch a presidential press conference.
Note the kinds of questions asked and visualize the headlines that might
result from an injudicious reply.

¢ Conversely, it may be desirable to make headlines. If you do want to
see special attention paid to something, say it in a way that can be quoted or
even headlined.

e Watch for loaded questions. Take time to think. Don’t repeat a
derogatory remark, shift to another subject.

e Prepare for the worst. Think of every question that might possibly be
asked, reasonable or unreasonable. Then prepare an answer for each.

* Be sure to state your key points early in the interview. Use example
and anecdotes. Don’t tell half truths. Don’t exaggerate. Don’t brag about
your organization or its products or services.
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e Watch your attitude. Don’t be arrogant, evasive, or uncooperative.
Don’t argue. Admit mistakes — and tell how you have corrected them. Don’t
use jargon. Don’t lose your temper.

¢ Don’t memorize your statements, but do use notes for reference. Speak
from the public viewpoint, it’s the public’s interest that is important. Look at
the interviewer when he or she is asking a question, but face the audience or
the television camera when you are answering.

® Be cooperative, but don’t surrender. Watch for presumptive questions:
“Why are you resisting the efforts to control pollution?”, “Why do you charge
such outrageous prices?” Deny the statement and shift to another topic.

e [fa question is unfair or too personal say so and refuse to answer. You
aren’t required to answer any question. Decline with a smile, but don’t say
“no comment”.

e Never speak “off the record”. Anything you say is on some sort of
record — videotape or the reporter’s notes.

* Don’t challenge figures unless you know they are wrong. Remember
that there are many ways to cite statistics.

® Be as relaxed and informal as possible. A humorous remark may be
used if it is appropriate, but don’t be facetious, you might be misunderstood.

O Vocabulary:
tip — coBeT
merely — IIpocTo
headline — 3arooBoK
visualize — mipeacTaBUTL cebe
injudicious — Hebnaropa3yMHblil, HEpa3yMHbII
conversely — Ha060pOT
loaded question — ITPOBOKALIMOHHBIN BOIPOC
derogatory — TIpeHeOpeXKUTETbHBIN
shift to another subject — mepeitTi K Apyroii Teme
exaggerate — IIpeyBeIMICHUE
brag — xBaauTHCH
arrogant — BEICOKOMEPHBIN, HAIMEHHBII
evasive — YKJIOHUYMBBII
surrender — caBaThCs, YCTYIIATh
presumptive — IIpearoiaracMblit
resist — COIPOTUBIISITHCS
charge a price — yCTaHOBHUTbH LICHY
outrageous — BO3MYTHUTEIbHBIA
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deny — oTpULIATE/IbHbIIA

decline — OTKJIOHUTD

challenge — ocnapuBaTh

facetious — HEyMeCTHO IIIyTJIMBBIIA

Exercises

D

own:

2)

3)

4

Find the English equivalents in the text. Use them in sentences of your

WMETH OIpeNeeHHYIO CTPYKTYPY; SIBUTHCS PE3yJIbTaTOM Y.-JI.; XKe-
JIaTeJIbHbBII; 00paTUTh BHUMAHUE Ha Y.-JI.; ObITh TPOIIUTUPOBAHHBIM;
ocTeperaThCs 4.-J1.; OCHOBHBIE BOIPOCHI; MCIIOIb30BaTh XKaproH;
MPU3HATh OIIMOKM; TePSATh caMOoO0IaJaHNe; IIPUBOIUTE CTATHCTH -
YecKUe JaHHBIC; OBITh YMECTHBIM.

Find the words in the text which describe or mean the following:

1. a helpful piece of advice —

2. to form a picture of smb. or smth. in your mind —

3. insulting and disapproving —

4. very shocking because it is unfair —

5. based on a reasonable belief about what is likely to happen or be
true —

6. to question whether smth. is right, fair, or legal —

Match the words. Use them in the sentences of your own:

lose remark

loaded viewpoint

to make questions

public temper

derogatory headlines

Translate the following sentences into Russian:

1. The pamphlet offers several tips on how to find a job.

2. She accused him of telling outrageous lies.

3. Today people want more from working life than merely a paycheck.
4. Scandinavian cruises are very popular in the summer; conversely,
the Caribbean is most popular in the winter.
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5. A witness heard his bragging that he was responsible for all three

murders.

6. Many doctors have challenged the accuracy of his findings.

Match the words which are close in their meaning:
arrogant responsible
outrageous demeaning
facetious assuming
derogatory excessive
cooperative droll

Match the words having the opposite meaning:
arrogant serious
outrageous unhelpful
facetious complimentary
cooperative reasonable
derogatory unconceited

Complete the following sentences (facetious; loaded; brag; challenge;

1. Don’t
2. Watch for
3. Don’t
services.

figures unless you know they are wrong.
questions.
about your organization or its products or

4. A humorous remark may be used if it is appropriate, but don’t be

5. A speaker should remember these

Insert prepositions where necessary (zo; for; about; by):

to face the audience
contrast

to pay attention smth.

to charge a price

to watch a press conference
to watch a question

to shift a subject

to brag smth.

9) Write the words with correct negative prefixes (im; un; in; in/un):

definite; expected; judicious; desirable; reasonable; cooperative;
important; fair; personal; formal; appropriate.
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10) Answer the questions:

1. How do you understand the statement that some reporters are
looking for headlines?

2. Why may it be desirable to make headlines during an interview?
3. How should loaded questions be avoided?

4. Do you agree that one must be ready for the worst during an
interview?

5. What sort of things are permissible and which should you avoid
when speaking to reporters?

6. What attitude is preferable?

7. Why should you speak from the public viewpoint?

8. Why do you think the remark “no comment” is not admissible?

11) Can you explain the following:

1. Interviews may go far off the expected track.
2. Take time to think.
3. Never speak “off the record”.

12) Say which tips given in the text are more important than the other and
why. Arrange them in order of your preference.

13) Render the following text in English:

He nrute, He YKIOHSITECh OT OTBETOB U HE «AMITPOBU3UPYITE»
10 TPYAHBIM BOIIPOCAM.

Het Heo6x0nMMOCTY TOBOPUTD O TOM, UTO CJIEAYeT U30eraTh JIKU.
TpynHbIe BOITPOCHI MOTYT OBITh 3(p(DEKTUBHO OCBEIIIEHBI JIUIIb B TOM
cJlydyae, KOorja Bbl JOJDKHBIM 00pa3oM IMOATOTOBUIMCH K 3TOMY.

He neiTaiiTech 0TBeYaTh Ha BOITPOCHI, ITO KOTOPHIM Y Bac HeT (hak-
TUYECKOI MHMOpMaLIMK UK KOTOpbie HEyMeCTHO o0cyxaaTh. Cka-
KUTE 00 3TOM U IPEIJIOXKUTE IepeaaTh HHOOPMALUIO KYPHAIUCTY
no3aHee. Eciu TeMa He BXOAMT B cepy Ballleii JesITeIbHOCTH, I1e-
peanpecyiite XXypHaJIMCTa K COOTBETCTBYIOIIEMY COTPYIHUKY.

He orBevaiite Ha rUIIOTETUYECKIE BOIIPOCHI.

Kak npaBuiio, XypHaJIUCTB [IOHMMAIOT, YTO €CTh IIPeaesbl pa3-
rnamreHus nadopmaimn. Ho ripexkme Bcero npuaepXXuBanTech ak-
TOB; IOBEPUE K Ballleil OpraHM3aliy ¥ K BaM — 3TO HanboJee Bax-
HbI€ aCIIEKThl UHTEPBBIO.

Crapaiitech OBITb MOJIE3HBIM XypPHAJINCTaM.
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B mipecce mmpoxo ocBelanach npodjaeMa MaHUIYJISIILINK €10, U
KYPHAJIUCTHI BeCbMa YyBCTBUTEILHBI K MOIBITKAM TaKOM MaHUITY-
nsauuun. TeM He MeHee MOXHO MPEIIOXUTh XXYPHAIUMCTY CBOU HIO-
aHCBI 1 aCTMeKThl UCTOPUU, MOAYEPKUBAIOIIME ONPEaEIEHHbIE TPO-
OJIeMBI.

Bcerna Oynbre roToBbI K CIOpPIIpU3aM WX, B XyIIIeM cliydae, K
TIPOBOKALIMOHHBIM BOIIPOCaM U K OOCYKAEHUIO CIIOPHBIX IMTPOOJIEM.

Kaxk mpaBmio, MCKYCHBIE W OTBITHBIE KYPHAIMCTHI HEe TOBOPST
3apaHee 000 BCeEM, YTO OHU XOTST OCBETUTH B X0OJi¢ MHTEPBbIO. 3HA-
YUT, XXIUTEe HEOXKNIAHHOCTEN 1 TOTOBBTECH K XYAIIIEMY.

Text G
To Speak or Not to Speak

You may be the person who sets up interviews, gathers the material needed,
helps select the appropriate spokesperson, coaching and trains, and even sits
in on the interview. This is not to say that a public relations person doesn’t
give interview or make personal appearance — that may happen often if the
press inquiry is fairly routine and the reporter needs only basic information.

However, your primary role is that of facilitator, not spokesperson. Surveys
consistently point out that reporters prefer to interview the experts or the
people who have the most influence. This means that the chief executive
officer, a chief engineer, or a marketing vice president is more important; in
a reporter’s eyes, these people are more credible and more newsworthy.

It is essential that you communicate this to the top management.
A company or an organization that thinks a public relations person on the
staff makes it unnecessary for top executives to make personal appearances
is seriously mistaken. You can make such appearances easier, but you cannot
take the place of the CEO or the chief scientist as the authoritative spokes-
person for the organization.

Finding Audiences

Every community has organizations that meet periodically and need
speakers. Usually, there is a program chairperson whose primary job is to
arrange for speeches. In some cases this individual may solicit speakers; in
other cases it may be necessary to write or phone this person and offer a
speaker.

Your job is to determine which groups will provide the most valuable
audiences — the audiences that, by their response, can benefit your
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organization. The key is to know exactly what your organization is trying to
accomplish and who can help or will be helped. If you are trying to raise money,
the audience should be people who can give money. If you want people to
know how your organization can help them, the audience must be people who
need that help or who can and will convey that information to those who do.

Getting to the Audience

When an audience has been scheduled, you should prepare a booking
sheet. This lists the name and title of the speaker, the name of the organization
to be addresses, an explanation of the nature of that organization (if it is not
obvious), the date of the speech, the time, the location (including room name
or number), the name of the program chairperson or other contact, the size
of the audience expected, and any properties needed by the speaker (such as
easels, charts, or projectors).

A copy of this sheet should be given to the speaker and to the program
chairperson, but don’t depend on this to complete the job. Your responsibility
is to make sure that the speaker gets to the meeting at the right time and
meets the program chairperson. He or she must also know where to sit, when
to speak, and where the needed props are.

O Vocabulary:
newsworthy — WHTepeCHBIN, TTPEeICTaBIISTIONINIA MHTEPEC TS ITeYaTH
staff — mrar
chairperson — mnipeacenaTeb; BeaylIUii
benefit — MPUHOCUTD MOJb3Y; BHITOLY
accomplish — mocTnub, COBEPIINUTH
raise money — coobuparh JeHbIM
convey information — rnepenatb HHGOPMAIINIO
properties (props) — peKBU3UT
easel — MosbOEpT, JOCKa
chart — kapra; Tabnuua, rpaduk
facilitate — oGJieryatp 4.-JI.; CHOCOOCTBOBATH Y.-JI.
routine — OObIYHBIA
solicit — MPOCUTH Y.-JI., K.-JI.

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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4
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OpraHM30BaTh MHTEPBBIO; COOpATh HEOOXOOUMEBIN MaTepuas; BEIO-
paTh MOAXOASIIETro MpeaceIaTeIbCTBYIONIET0; OCHOBHAs MH(pOpMa-
1IMST; TI0JIb30BAThCSI HAMOOJBIINM BIMSIHUEM; B IJIa3axX XXypHaJIMC-
Ta; 3aHSTH Y.-JI. MECTO; MIPEAOCTABUTD ayTUTOPUIO; TIPUOBITH B HYX-
HOE BPEMSI; MECTO IIPOBEICHMS U.-]1.

Give the Russian equivalents of the following word-combinations:

a publish relations person

the CEO (the Chief Executive Officer)
a chief engineer

a marketing vice president

a chief scientist

Al

Find the words in the text which describe or mean the following:

1. the usual or normal way in which you do things, or the usual series
of things that you do —

2. important or interesting enough to be reported as news —

3. the people who work for an organization, especially a school or
business —

4. smb. who is in charge of a meeting or directs the work of a com-
mittee, organization, or company —

5. to bring advantages to smb. or improve their lives in some way —
6. to ask smb. for money, help, or information —

Match the words. Use them in sentences of your own:
program role

vice appearance
primary chairperson
personal management

top president

Translate the following sentences into Russian:

1. Very little that was newsworthy was said at the conference.

2. The entire staff has done an outstanding job this year.

3. New regulation will greatly benefit the region’s poorest residents.
4. Dividing students into small groups usually helps facilitate
discussion.

5. Our objective is to raise money for the school band.
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6. Certain federal employees are forbidden to solicit campaign funds.

6) Match the words which are close in their meaning:

appropriate sporadically
obvious ruling
authoritative fundamental
periodically apparent
primary proper

7) Match the words which have the opposite meaning:

obvious unofficial
primary constantly
appropriate auxiliary
authoritative ambiguous
periodically unsuitable
8) Insert prepositions (on; in; for; to; up):
1. You may be the person who sets interviews, and even
sits the interview.
2. There is a program chairperson whose primary job is to arrange
speeches.

9

3. A copy of this sheet should be given the speaker and
the program chairperson, but don’t depend
this to complete the job.
4. A company or an organization that thinks a public relations person
the staff makes it unnecessary top
executives to make personal appearances is seriously mistaken.

Make up the plan of the text in the form of questions.

10) Write down 3 sentences showing the main idea of the text.

11) Render the following text in English:

Ouenume u, ecau 603M0xCHO,
RPOKOHMpoAUpYlime OKpYyJcaiouyo 06cmanoeKy
3apaHee cOCTaBbTe CITMCOK BCETO, YTO HEOOXOMMMO BaM 3HATh,
HampuMep Kak IpoexaTh K MECTy BBICTYIIEHUsI, (hOpMaT BBICTYII-
JIEHWSI, OY€PETHOCTh BBICTYIAIONIUX W HATMYMEe Kadeaphl.
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Ecnu MoxXHO, IpUanTe Ha MECTO BBICTYIUICHUS paHBIIE, 0CO-
OCHHO B TeX CJIy4Yasx, KOraa 00CTaHOBKaA IS BAC aOCOIOTHO HOBAST:
JINIITHEE BPEeMSI TIOMOXKET IOJTYINTE 00JIee TTOTHYI0 MH(MOPMAIIUIO 1
yIo0Hee ITOIyBCTBOBATh CeOSI B HOBOM MECTE, YCTPAHUTh BBISIBICH-
HBIC B IIOCJICIHIO MUHYTY (DaKTOpBI, KOTOPBIE MOTYT ITIOMEIIaTh
COCPENOTOYNThCSI.

J1OTOBOPUTECH C COOTBETCTBYIOLINM IPENCTABUTENIEM, YTOOBI OH
COITPOBOXKIAJI BAC IIPH IIPOBEPKE MECTa BEICTYIICHHUS, 1 IIPOBEPHTE:

® pa3Mep ITOMEIICHMS,

® ypOBEeHb KOMHATHOM TeMIIepaTyphl (OTPETYIMpPYITE e¢);

® DPACCTOSTHME OT BBICTYIAIOLIETO IO CHyllaTenaeid (HyXHbI Jd
KaKue-TO U3MEHEHUs);

® BBLICOTY MOAMYMA, a TAKXKE MIONUTPA 151 3aIUCEid;

® pabOTy M pacIiojIoXeHNe MUKPOGOHA WIN 3ByKOBOI CUCTE-
MBI (OITpOOYITE YPOBEHD 3BYKa);

® (OCBCIIEHME, KOTOPOE JOJIKHO ITO3BOJIUTH YUTATh TEKCT BBIC-
TYIUICHUS WIN 3aIIVCH;

® HaJIM4YWe MUTHEBOU BOIEIL;

® PadOTY ayIMOBU3YAJIbHOM 1 BCIIOMOTATEIbHOM CUCTEMBI, €CITH
OHH HCIIOJIB3YIOTCA.

Ho mosiBIIeHUs Ha TeJIeBUICHUU WA Paavo MOJyInuTe MHGOOP-
MAaIIrIo0 — HEIIOCPEACTBEHHO MJIN Yepe3 MOCPETHNKA — OTHOCHUTEIhb-
HO ¢opMmaTa, BpeMEeHHU, TPUMa, POLEAYPHI MPSIMBIX TeJe(MOHHBIX
3BOHKOB U IPYTHX ITOAPOOHOCTEH mporpaMmel. Kak mpaBuio, Teje-
U paariopeXucCcepbl HE OXKUIAIOT, YTO UX TOCTU 3HAKOMBI ¢ 0OCTa-
HOBKOI Ha TeJeBUAEHUU U paauo, MOATOMY B OOIIMX MHTEpecax
ceJlaTh Bce BO3MOXKHOE U «IT0Ka3aTh TOBap JUIIoM». Ecii BEI yBe-
PEHEBI, YTO MOJYIMIN HEOOXOMMMYI0 MH(GOPMALIMIO, TO CIIPOCHUTE,
3a1aJTA JIX BBl BCE BOIIPOCHI OTHOCUTEIILHO TOTO, YTO MOXET OKa-
3aThCS MOJIE3HBIM JJISI YCIEITHOM padOoThI.
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UNIT13
THE NATURE OF A SPEECH

Text A

It is important to know the basic structure of an effective speech and
imperative to incorporate these concepts into every speech you prepare.

A Speech is Heard, Not Read

The average speech has only one brief exposure — the few minutes during
which the speaker is presenting it. There is no chance to go back, no time to
let it slowly digest, on opportunity for clarification. The message must get
across NOW Or never.

You may be an accomplished writer, but you must realize that speaking is
something else. The words may be the same, but the grammar, rhetoric, and
phrasing are different. It is a different mode of expression — a different
language.

One major difference is that you have to build up to a major point and
prepare the audience for what is coming. The lead of a written story attempts
to say everything in about 15 to 25 words right at the beginning. If a speaker
used the same form, most of the audience probably wouldn’t hear it. When a
speaker begins to talk, the audience is still settling down — so the first one or
two minutes are devoted to giving unimportant information: a humorous
comment, remarks on how nice it is to be there, and so on.

You should also be aware that people’s minds wander. As your speech
progresses, you must restate basic points and also summarize your general
message.

One platitude of the speaking circuit, but still a valid one, is to “tell them
what you are going to tell them, tell it to them, and then tell them what you
have told them”. In this way, an audience is given a series of guideposts as
they listen to the talk.

Some concepts used by writes are of course transferable to speaking. The
words you use should be clear, concise, short and definite. Use words that
specify, explain, and paint pictures for the audience.

O Vocabulary:
imperative — HEOOXOAMMOCTb
incorporate — BKJIIOYUTb
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exposure — TpeJCTaBjieHde, OCBEleHNE
present — MpeacTaBiIATh

digest — ycBOUTH

clarification — pa3bsicHeHUe

accomplished — MCKyCHBIN, COBEPIICHHBIN

rhetoric — pUTOpHKa; OPaTOPCKOE NUCKYCCTBO

lead — ocHOBHas 4YacTh

build up smth. — noaroraBauMBaTh 4.-J1., HOABOIUTH K 4.-J1.
settle down — ycTpouThCs

wander — OTKJIOHSITBCSI, OTBJIEKAThCS

platitude — 6aHaJIBLHOCTB, pacxoxast UICTUHA

circuit — cxeMa

valid — BecKuii, BaXKHBI

guidepost — ykazaTeib, OpUEHTUP

transferable — mepeBonMMBIIA

Exercises

D

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

OCHOBHasI CTPYKTYpa; CPEJICTBO BhIPAXKEHUST; BAXKHOE pa3inyue; Bax-
HBIII MOMEHT; C CaMOTr0 HayaJia; IIyTJMBOe 3aMeYaHKe; OCO3HABATh
Y.-J1.; TIOBTOPUTH €IIle pa3; OCHOBHAS MBICIIb.

Find the words in the text that describe or mean the following:

1. to prepare for a particular moment or event —

2. things that are said and written on television and in newspapers
that make a person or event known to a lot of people —

3. to understand new information after thinking about it carefully —
4. very skillful —

5. the art of speaking or writing to persuade or influence people —
6. a statement that has been made many times before and is not
interesting or smart —

Translate the following sentences into Russian:

1. I could see my sister was building up to telling me smth.

2. The convention brought money and media exposure to this small
city.

3. It took a while to digest the theory.
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4. I’m sorry, my mind was wandering. What did you say?
5. They had some valid concerns about the safety of the airplane.
6. History is an important guidepost for leaders.

4) Match the words which are close in their meaning:

aware proficient
brief perceptible
clear compressed
definite awake
accomplished exact

5) Match the words having the opposite meaning:

brief obscure
accomplished unconscious
definite inept

clear lengthy
aware uncertain

6) Complete the sentences and translate them into Russian (accomplished;
digest; build up; wander; exposure):

1. There is no chance to go back, no time to let it slowly
2. The average speech has only one brief

3. You may be an writer.
4. One major difference is that you have to to a major
point.

5. You should also be aware that people’s mind

7) Insert prepositions (for; into; to; on):

to build up smth. to be transferable smth.

to prepare smth. to incorporate smth. smth.
to be devoted smth.  an opportunity smth.

a remark smth.

8) Write down 7 questions to the text beginning with:

in what way; why; how long; how many words; with what purpose; what
sort of words.
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9) Can you explain the following:

1. The message must get across now or never.
2. Itis a different mode of expression — a different language.
3. Use words that specify, explain, and point pictures for the audience.

10) Write down one sentence summarizing the contents of the text.

11) Render the following text in English:

SlcHee n3naraiite Bailie OCHOBHOE COOOILIEHNE; OHO JOKHO ObITh
aKTyaJIbHBIM, TMYHBIM 1 YOS IUTETbHBIM.

YT100OBI JOOUTHCS 3TOrO, MPEXIe BCEro OTBETHTE Ha ClIeAyIOIIe
BOIIPOCHI:

® KaKye KJII0YEeBBbIC MBICIH BBl XOTUTE JOHECTH IO ayIUTOPHU;

® YTO CYLIATENN JO/KHBI 3alIOMHUTD;

® KaKue Mephl IPUHSITH?

CrenaiiTe Balle COOOIIEHNUE 3aITOMUHAIOIINMCS, HAUHUTE €T0
PEeUINTETLHBIM TOHOM, HE OTKJIOHSIMTECH OT CYTH, M30eraifTe 00X
BBICKA3bIBAaHUII U O0AHAJBHOCTEH M TOSICHSITE aOCTPaKTHBIC WICH
KOHKPETHBIMU TIPUMEPAMU, ¢ KOTOPBIMU ayIUTOPHUS MOXKET COOT-
HECTHU ceosl.

[MostcHsTITe KOHLIETIIIAY, TTIOJIUTUKY 1 ITOIXOABI C TIOMOIIBIO aK-
TyaJIbHBIX IIPUMEpOB. JIydllle 3aITOMIMHAIOTCS T€ COOOIIEeHNsI, KOTO-
pble BbI3bIBAIOT HAMIsIAHBIE 00pa3bl. BusyanbHoe 00llIeHUE SIBISIET-
¢ Hanbosee 3(PPEeKTUBHBLIM, a «BepOabHOE» OOIIeHNEe, BBI3bIBA-
[olllee HaIJISIHBIE 00pa3bl, UCIIOJIB3YeT 3Ty 3DDEKTUBHOCTD U
TOIKPETUISIET CIOBA.

®paza «I[To3BoskTe MHE paccKa3aTb BaM HMCTOPHIO» SIBIISICTCS
OIIHOM M3 CaMbIX MOAKYIAIIMX (Ppa3, KOTOPHIE MOKHO UCIIOJIb30-
BaTh B OOIIEHUH CO caymaresiMi. Micropuu (pasymeercs, TpaBIy-
BBIC) — BTO CPEACTBO OOBSICHEHUS peaIbHOCTH, M YeM OHU YBJIEKa-
TeJTbHee U MHTEPEeCHee, TeM JIyJIlle Mbl IOHUMAaeM PeaIbHOCTD.

Ecim MoxHO, TIepcoOHNGUINPYIATE COODIEHNS Y HE TOBOPUTE O
JIIOISIX SI3BIKOM CTaTUCTUKMU.

Text B
A Speech Must Fit the Audience

Because every speech is aimed at a specific audience, you must know as
much as possible about yours. Who are they? Such factors as age, occupation,
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gender, religion, race, education, intelligence, vocabulary, residence,
interests, attitudes, group memberships, knowledge, politic, and income may
bear on what they will find interesting.

A talk before a professional group can also end up being more relevant if
you prepare for it by doing some audience analysis and basic research. Talk
to members of the profession. Get an idea of the issues or problems that face
them. If you don’t know anyone in the profession, at least go to the local
library and read five or six issues of the group’s professional journal. This will
give you some insight and perhaps even provide you with some quotations
from leaders in the field.

In summary, most audiences have a core of common interests; this should
help you to prepare a speech that will appeal to them. A talk to the stockholders
of a corporation should be considerably different from one to employees or
to a consumer group.

A Speech Must Be Specific

People remember only a small part of what they hear. You must therefore
make sure that they hear things they can remember. A vague generality has
little or no chance of being understood, let alone remembered. The speech
must be built around specific ideas phrased in clear and memorable language.

Avague statement — for example, “We ought to do something about illegal
immigration” — has no chance of being effective. If it were more specific —
say, “We should stop illegal immigration by requiring everyone to carry
a tamperproof identification card” — it would offer the audience an idea
that is definite and understandable.

O Vocabulary:
bear on smth. — BJIMSATH Ha Y.-]1.
gender — mos
intelligence — MHTEIEKT
residence — MeCTO XKUTEILCTBA
attitude — oTHolIEHUE
relevant — 3HaYMMBbIH
insight — noHnumMaHue
core — CyTh; OCHOBHOM
stockholder — akuuoHep
consumer group — rpyIiia noTpeonTenei
vague — HEOIIPEACICHHBIN, HESICHBIA
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let alone — He TOBOpPS O
tamperproof — 3alUIIEHHBIA OT MOAICIOK

Exercises

D

own:

2)

3)

4

)]

Find the English equivalents in the text. Use them in sentences of your

HeJleraJibHasi UMMUTpalysi; yI0CTOBEPEHUE IMYHOCTU; CTAIKMBATh-
cs ¢ TIpobjeMaMu; IO MEHbIIIEH Mepe; HOMep XypHaJsia; CHaOaUTh
K.-JI. 4.-J1.; IATaTa; CIIyXalllie; 3alIOMUHAIOIINIACS; TOTUTUYECKUE
B3IJISIIbI; UMIIOHUMPOBATh K.-J1.

Find the words in the text which describe or mean the following:

the ability to understand what people or situations are really like —
to relate to and possible influence smth. —

the ability to learn, understand, and think about things —

the most important or central part of smth. —

directly relating to the subject or problem being discussed or
considered —

NS

Match the words. Use them in sentences of your own:

local journal

vague audience

professional research

basic statement

specific library

Translate the following sentences into Russian:

1. He shows great insight into human character.

2. These action could influence voters and bear on whether he is
elected.

3. Researchers were looking for ways to increase children’s intelli-
gence.

4. Math, science, English and history from the core of a high school
education.

5. Do you have any relevant experience in advertising?

Match the words which are close in their meaning:
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appeal (v.) particular
professional related
specific buyer
relevant expert
consumer attract

6) Find the words having the opposite meaning:

consumer amateur
specific repel
relevant marketer
professional general
appeal (V.) inappropriate

7) Complete the following sentences (effective; consumer; vague;
stockholders; relevant):

1. Every speech at a specific audience.

2. A statement has no chance of being

3. Atalktothe of a corporation should be con31derably
different from one to employees or to a group.

4. A talk before a professional group can also end up being more

8) Answer the following questions:

1. Why isit necessary to know as much as possible about the audience?
2. What factors bear on what the audience will find interesting?

3. How should a talk before a professional group be prepared?

4. What should help to prepare a speech that will appeal to the
audience?

5. What should the speech be built around?

6. What sort of language should be used?

7. Why aren’t vague statements advisable?

9) Can you explain the following?

1. Most audiences have a core of common interests.
2. Avague generality has little or no chance of being understood, let
alone remembered.
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3. This will give you some insight and perhaps even provide you with
some quotations from leaders in the field.

10) Agree or disagree:

1. People remember only a small part of what they hear.
2. A vague statement has no chance of being effective.

11) Render the following text in English:

OImBITHBIC OPAaTOPBI OOBIYHO BEIPAOATHIBAIOT TSI CEOSI METOIMKY
BBICTYIUIeHHUSI. OHA MOXKET OBITh TAKO.

HaunHath MOAroTOBKY K BBICTYILIEHUIO CJIEAYET C ONPEACTICHMUS
ero o0l1Iero 3aMbIca.

Bo Bcex cityyasix cTaBUTCS 3a/1a4a 3aBO€BATh PACOIOXEHUE BO3-
MOXKHOTO MapTHEpa WK KJIIMEHTA, MOOYIUTb K COTPYAHUYECTBY, KYy-
IIUTH TOBAP U T.I. DTa KOHKPETHAsI 11e/Ib ¥ BEI3BIBACT HEOOXOIMMOCTh
JII060T0 BBICTYILIEHUS. HO BOT rOBOpPUTH C JIIOAbMU HY>KHO O BaX-
HOM [IJI1 HUX U B MOJXOASIIEe ISl 3TOrO BPpEMS, IPUBBIYHBIM 151
HUX SI3bIKOM, 3apaHee y3HaB Mo0oJibliie 00 ayIuTOPUU, pacKpblBasi
nepe Heil Ij1aH OeMCTBUM 1 [eliasl BCeX YYaCTHUKAaMU BbIpaOOTKU
3TOrO IJ1aHa U TTOCEAYIOLIMX PELICHUIA.

I1pu moaroToBKe TEKCTAa HYXKHO YYUTHIBATh, YTO MMCbMEHHBIN 1
Pa3rOBOPHBIN SI3bIKM PA3IAYaIOTCS M HE BCE KPACUBO BBIITMCAHHOE
OyZAeT CTOJIb XK€ yIAYHbIM B IPOU3HOLIEHUHU 1, HATTPOTUB, IPUBJIEK-
I1asi BHUMaHUe yIayHas 1 3BOHKas yCTHas (ppasa Ipu IepeHece-
HUM Ha Gymary MOXeT BbIIJISIAETb KOPSIBO.

OmnpeneneHHONM CHJIONM BHYIIEHMSI 00/1aJal0T BIICYATIISIOLINE
(baxkTHI, WILTIOCTPALINK, W MX HYKHO CTapaTeJIbHO UCKATh U ITOX0M-
paTh. Xopommii 3pdeKT MOXKET I1aTh UCIIOIb30BaHIE HEM3BECTHOM
cayIIaTesisIM NHGMOPMAaIINH.

3aTeM MOATOTOBKA K BRICTYIUICHUIO IIPOIOJLKACTCS B paboTe Hal
TekcToM. Jlaxe eciiu opaTop He COOMPAETCS YMTATh CBOM TEKCT, TEKCT
3TOT HAJO 3amucarh. TeM 0oJjiee eciu 3TO KaKue-To o(pUILINaIbHbIE
JIOKJIa/ibl M COOOILIEHUS, KOTAA Kaxa0€ CJI0BO uMeeT 3HaueHue. [1pu
3TOM B IPOLIECCE MOATOTOBKY TEKCTAa OH 3alIOMMHAETCSI U €ro Mo-
TOM MOXHO U HE YUTaTh.
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Text C
A Speech Must Get a Reaction

If a speech gets no response from the listeners, it is a waste of the speaker’s
breath and the audience’s time. Regardless of the subject, a speech must
convey ideas and arouse some emotion in the audience. At least the listeners
must feel that they have received new information and insight on a topic that
concerns them.

In most cases, the person who is asked to speak is perceived as an expert
on a given subject. Consequently, the audience wants the benefit of that
person’s thinking and analysis. They don’t want platitudes or statements that
are self-evident. An economist should offer more than the flat statement
that the economy is in trouble; he or she should explain why it is in trouble
and what the solution might be.

A Speech Must Have an Objective

This is probably the most important requirement of all. There is no point
in making speeches unless they accomplish something. In preparing a speech
the first step is to determine what you want the audience to know or do, in
other words, what attitude do you want the audience to have after listening
to the speech?

A speech may inform, persuade, activate, or celebrate. It may also amuse
or entertain. That particular kind of speech will not be considered here, but
this does not rule out the use of some humor in the other kinds of speeches.

An informative speech is one that tells the audience something it does
not know or that it does not understand.

A persuasive speech is designed to convince the audience about the merits
of some idea. Such a speech could try to convince people that the tamperproof
ID card previously mentioned could easily be adopted and implemented.
A similar speech could convince people of the need for a higher sales tax or
better funding for the police force’s crime-fighting efforts.

A persuasive speech appeals to the audience’s self-interest. You might
mention that more money for police protection will make the listeners families
safer.

An activating speech is designed to get the listener to do smth. Direct and
specific action is suggested and urged. A basic principle of persuasion is that
a speaker should provide an audience with a specific course of action to take:
write to a congressional representative, vote for a candidate, purchase
a product, take steps to conserve energy.
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A celebratory speech is designed to honor some person or event. Such
speeches are often trite and boring, but they don’t have to be. If a person is
being honored for lifetime professional achievement, why not start out with
an anecdote that best exemplifies the feats being honored? This is much better
than a chronological account of the person’s life as if it were being read from
an obituary.

Events like grand opening, anniversaries, and retirements usually have
friendly, receptive audience. In such cases, you can be more emotional and
get away with some platitudes, which will probably be warmly received. When
you prepare such a speech, however, keep it brief. Five minutes should be
ample.

O Vocabulary:
waste — TIycTast Tpara; pacTpaunBaHUe
regardless of — HeB3Mpas Ha
perceive — BOCIIPUHMMATh
platitude — mIocKocTh, 6AHAILHOCTh
self-evident — caMooOuYeBUIHBINI
rule out — McKIOYaATh
persuade — ybexxnaThb
implement — OCylIeCTBUTH
urge — MpPU3BIBaTh, HACTOSITEIHLHO TTOOYXIATh
exemplify — WUTIOCTPUPOBATh, CIYXUTh TPUMEPOM
feat — ronBur
obituary — HeKpoJior
get away with — cxoauThb ¢ pyk
ample — npenoCcTaToOuYHO
flat — BsiIbIiA, OECLBETHBIN
merits — JOCTOMHCTBA
purchase — moKymnaThb

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

KacaTtbCd K.-JI., TpC6OBaHI/Ie; 9KOHOMUTH OHCPTUIO, Pa3BJIEKATh, 00-
Jiee BBICOKMI HaJor C TIpooax; (l)I/IHaHCI/IpOBaHI/IC; TOJIOCOBATh 3a
KaHougara, BOCHpHHM‘IHBbIﬁ; TIPUHATH MEPHI.

2) Find the words in the text which describe or mean the following:
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1. the use of smth., for example, money or skills, in a way that is not
effective, useful, or sensible —

2. without being affected by different situations, problems etc. —

3. clearly true and needing no more proof —

4. to make smb. decide to do smth., especially by giving them reasons
why they should do it or asking them many times to do it —

S.

to strongly suggest that smb. do smth. —

6. areporter in a newspaper about the life of smb. who has just died —
7.
8. good features of smth. such as a plan or system —

more than enough —

3) Translate the following words into Russian. Use them in sentences of
your own:

1. to persuade

a persuader
persuasion
persuadable
persuasive
persuasiveness

an appeal
to appeal
appealing

4) Translate the following sentences into Russian:

1. Working as a secretary is a waste of your talent.
2. Thelaw requires equal treatment for all, regardless of race, religion,

Or Sex.
3.

© N Lk

n

€

Doctors ruled out the possibility of surgery.

She wouldn’t agree, despite our efforts to persuade her.

He urged patience in the negotiations.

This case exemplifies the difficulty in diagnosing unusual illnesses.
You will have ample time to complete the text.

Board members met last week to discuss the merits of opening a

w branch.

5) Match the words which are close in their meaning:

persuasive stimulate

conserve (V.) actuating
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self-evident

preserve (V.)

ample apparent
urge (v.) abundant
Match the words having the opposite meaning:
conserve (V.) insufficient
self-evident ineffective
ample discourage
urge (v.) obscure
persuasive waste (V.)

7) Complete the following sentences (point; convey; perceived; arouse;
accomplish; merits; urged; persuasive):

8)

1. Aspeech must
in the audience.

2. The person who is asked to speak is

given subject.
3. There is no

idea and

some emotion
as an expert on a

in making speeches unless they

smth.
4. A

the of some idea.

speech is designed to convince the audience about

5. Direct and specific action is suggested and

Paraphrase the italicised words:

1. ...it is a waste of the speaker’s breath and the audience’s time.

2. They don’t want platitudes.
3. You can be more emotional an

d get away with some platitudes.

4. An economist should offer more than the flat statement that the

economy is in trouble.

9) Translate the following into Russian. Make up 4 sentences of your own
according to the models:

1. There is no point in making speeches unless they accomplish smth..
2. Why not start out with an anecdote that best exemplifies the feats

being honored?

3. An activating speech is designed fo get the listener to do smth.
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4. This is much better than a chronological account of the personys
life as if it were being read from an obituary.

10) Insert prepositions (away with; of; in; for; to; with):

1. A similar speech could convince people the need
a higher sales tax or better funding the police
force’s crime-fighting efforts.
2. such cases, you can be more emotional and get
some platitudes.
3. A basic principle persuasion is that a speaker should
provide an audience a specific course action to take.
4. This does not rule the use some humor
the other kinds speeches.
5. A persuasive speech appeals the audiences self-interest.

11) Make up 10 questions to the text using the words from the vocabulary
list.

12) Can you explain the following:

1. The audience wants the benefit of that person’s thinking and
analysis.

2. Events like grand opening, anniversaries, and retirements usually
have friendly, receptive audiences.

13) Develop the following statement:

A speech may inform, persuade, activate, or celebrate.

14) Render the following text in English:

H1s1 ycriexa BBICTYTUIEHUST KpaliHe BaxKHO YYUTHIBATh CrieliMpU-
Ky, HACTPOI Y OXXUJAHUS CIYLIATENE, KOTOPbIE MOXHO ITOYYBCTBO-
BaTh B HEMOCPEACTBEHHOM KOHTAKTE C ayIUTOpUeii. DTO BIeyatie-
HUE MOXET 3aCTaBUTh MTOJTHOCTHIO U3MEHUTH IJIAH BBICTYIUIEHUS U
JIaXe ero cofiepXaHue; HO He 3a/1a4y, 100 OHa OCTAEeTCsI MPEXHE.

HeobxoauMo Takke yYuThIBaTh U KOJIMYECTBO CylaTenaeil. 3to
COBCEM HE OJJHO U TOXE — BBICTYIATh Mepe] COTHEN YeIOBeK WU
Tepen JeCSIThIO.

B Gosbiroi aynuTopur MOTYT TPUMEHSITBCSI OPaTOPCKUE TIPU-
€MBbI, B HEil HE CTOUT BECTHU ITUCKYCCUIO, BEb OHA MOXKET OBbITh He-
WHTEpEeCHa APYToil YacTu CIyliaTesieil ¥ OHM CBOMM HEBHUMaHUEM
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MOTYT TTOBJIUAATH Ha OOIIMIA HacTpoit. B Takoii aynurtopmun paboTaroT
0COOEHHOCTH BOCIIPUSITUS 00JIbIIONM 001HOCTH Joaeit. Hago pac-
CUYMTHIBATL Ha peaKIAIO TPYIIIEI, a HE OJHOTO YeJI0BeKa, a IIPOBO-
JIMMbI€ apTYMEHTHI JOJIKHbBI ObITh IIOHSITHHI BCEM.

B maneHBKOI Xe aymIuTOpUM MOXHO M JaXe XeJaaTeJIbHO yCcTa-
HOBUTb KOHTAKTHI €1Ba JIM HE C KaXKAbIM CIIyLlIaTeJeM, U TYT JOJIK-
HBI OBITh COBEpIIIEHHO HeoDUIIMaabHbIe OTHOLIEeHM. B Takoii aymn-
TOPUM HYKHO MPOJEMOHCTPUPOBATD BCIO MIyOWHY 3HAHUS TIPeIMe-
ta. [1pn 5TOM MOKET OBITH MAKCUMYM BOITPOCOB, 1 €CJIA OpaTop He
3HaeT OTBETAa Ha HUX, TO B 3TOM MOKHO IIPU3HATHCS (BIIPOYEM, TaK
CJeIyeT IOCTYIIaTh BO BCEX CIIy4Yasx) W IMPUIJIACUTE CIYIIATeIe K
COTBOPYECTBY U B3aMHOMY ITOUCKY OTBeTa. JIJIsT 3TOro TakKe MOXK-
HO MO3HAKOMMTh CIIyIIaTesneil co BCeMU apTyMeHTaM1 OTHOCHUTEb-
HO KaKOTo-JIMO0 MHEHMS M 3aTeM HAUTU MpaBUJIBHOE pellleHuE.

Text D
Speech Must Be Timely

Regardless of the nature and the objective of a speech, it must be interesting
now. It must include up-to-date facts and information; it does no good to
talk about a situation that is no longer current or has no present interest for
the audience. If the topic is an old one, it is imperative that the speaker talk
about it in a new way. For example, everyone knows that dinosaurs are extinct,
but their demise still retains current interest as scientists argue over the reasons
for it.

Ifthe speech is one of several in a general program, it is wise to learn what
others will be talking about. This will provide a context for the talk and add
interest by reference to the other topics and speakers. It will also help you
avoid saying the same thing as other speakers.

Another dimension of timeliness is the length of the speech. In general,
shorter is better. For a meeting that has no other business, the talk should be
about 20 minutes long.

It is a typical practice in many organizations to put the speaker on after a
half hour of organizational announcements and committee reports. In such
a situation, since the audience will already be getting tired, the talk should
last no more than 10 or 15 minutes. If it is one of several speeches, the limit
should be 10 minutes.

The time of day is very important. A morning speech generally finds the
audience most alert and receptive. At the end of the day, with the cocktail
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hour only minutes away, a speaker is at an extreme disadvantage. The latter
situation calls for more skills on the part of the speaker; he or she must be
more enthusiastic, more forceful, and more attention-getting than his or her

morning counterpart.

O Vocabulary:

timely — cBoeBpeMeHHBIN

up-to-date — HOBeHIIINMIA; (CaMBIii) TOCIIETHUIA
current — TeKYIIWA; HACTOSIIIAN

imperative — He0OXOAUMBIIA

dinosaur — muHO3aBp

extinct — BeIMepIIUit

demise — KOHYMHA; TIPEKpPAIICHNE CYIIIeCTBOBAHUS
retain — yaepXKuBaTh, MOANEPKUBATh, COXPAHSITh
reference to smth. — ccplIka Ha 9.-JI.

dimension — n3MepeHne

since — ITOCKOJIBKY

alert — >XMBOIi, BHUMATEIbHbIN, BOCIIPUMMYMNBBII
at a disadvantage — B HEBBITOIHOM ITOJIOXKECHUU
counterpart — KoJjurera

Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
I0-HOBOMY; PEACTABISTh MHTEPEC [UISI ayAMTOPUU; CITIOPUTB ITO TO-
BOAY Y.-JI.; TIPUYMHA Y.-JI.; U30€XaTh 4.-JI.; MPOAOKUTEILHOCTD;
OpraHU3aIIMOHHbIE COOOIIIEHHUSI; TIPENIEIT; CO CTOPOHBI K.-J1.; TPOAOJI-
KaThCsl.
2) Find the words in the text which mean or describe the following:

extremely important, necessary, and urgent —
to keep smth. or continue to keep smth. —
able to think quickly and clearly —

S LN

else in a different place —

7. smth. you say or write that mentions another person or thing —

done or happening when expected or at exactly the right time —
happening or existing now, but not likely to last for a long time —

smb. or smth. that has the same job or purpose as smb. or smth.
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3) Translate the following sentences into Russian:

1. Failure to make payments in a timely manner may lead to penalties.
‘What is your current occupation?

It’s imperative that you leave immediately.

The town has retained much of its country charm.

The medicine can make it difficult to remain alert.

. Bars in Madrid offer more and better food than their American
counterparts.

7. Oddly, the ad makes no reference to the product being sold.

SNU A L

4) Match the words which are close in their meaning:

enthusiastic lively

current maximum
alert contemporary
forceful eager

extreme powerful

5) Match the words having the opposite meaning:

enthusiastic antiquated
current moderate
alert meek
forceful apathetic
extreme weary

6) Analyse the grammatical structure of the sentence. Use the same
structure in sentences of your own:

It is imperative that the speaker talk about it in a new way.

Make use of the following expressions:

It’s advisable...
It’s necessary...
It’s important...
It’s essential...
It’s urgent...
It’s desirable...

7) Answer the following questions:
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1. What should a speech include to be interesting?

2. Why do some old topics retain current interest for the audience?
3. Why is it wise to learn what others will be talking about, if the
speech is one of several in a general program?

4. How long should the talk be for a meeting that has no other
business?

5. What is a typical practice in many organizations?

6. Why is the time of day very important?

8) Can you explain the following:

1. A morning speech generally finds the audience most alert and
receptive.
2. The latter situation calls for more skills on the part of the speaker.

9) Develop the following points:

1. A speech can be a powerful communication tool.

2. It must be prepared for listeners, not readers.

3. It must fit the audience, be specific, get a reaction, have a definite
objective, and be timely.

10) Translate the following text into Russian:

How to Control Nonverbal Communication

A speaker doesn’t communicate to an audience with voice alone.
The audience also receives a great deal of nonverbal communication
from the speaker. Here is offered an acronym method to help you
appear confident and become a better communicator.

S = Smile. 1t’s one of your best communication tools, always helps
make a good first impression, and helps make others want to listen to
you.

P = Posture. How you stand or sit makes a big difference. Your
physical stance tells others how you feel about yourself. Confident
people stand tall and sit straight.

E = Eye contact. A person who is believable and honest “looks you
right in the eye”. Don’t stare, but look at a person’s face for at least
3 seconds before moving on to look at another person. If you are talking
to a group, give your message to one person at a time.
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A = Animation. Show you interest in your subject with your energy
and animation. Be enthusiastic. Animate your voice by speeding up
and slowing down, talking louder and softer at time. Make your face
animated. “A” is also for attitude. Make sure you feel good about
yourself and what you are doing.

K = Kinetics (motion). Use your arms to make gestures that support
your words. Use two-handed, symmetrical gestures, and hold your
hands high when gesturing — at about the chest level.

UNIT 14
SEMISPEECHES

Text A

A speech is controlled by the speaker. He or she knows what is going to be
said. The subject matter is complete and well organized. At the end, the
speaker may be asked a few questions, and ifthe talk runs long, the chairperson
may try to spend the closing. Still, the speaker is the boss.

Control passes to others when the speaker participates in semispeech
activities such as panels, debates talk shows, and interviews. Here somebody
else is directing the action, and other people may be talking to the same
audience. These semispeech opportunities are valuable aids to public
communication and should be used whenever possible.

Panel

A panel usually consists of a moderator and several people, each of whom
makes an opening statement on the subject and then answers questions from
the audience.

Opening statements should not last longer than five minutes. The number
of questions that are answered depends on the time available. Often the
moderator of the panel will prepare a sizable list of questions, which are
distributed to the audience. The questions are numbered. Somebody who
wants an answer to a question merely says, “I’d like an answer to question
16”, whereupon the moderator asks a member of the panel to give the answer.
Usually there are more questions than can be answered, but this procedure
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does permit answering the once of most interest to the audience. In preparing
for this situation, it is necessary to decide in advance who will answer which
questions. It is your job to give your speaker the answers to the assigned
questions, unless the answers are already known.

Debates

In high school and colleges, a debates is generally conducted by teams of
several speakers. Most debates in the words of public relations are not team
efforts. They pit two opponents against each other, and each carries the burden
of making the case of his or her side and rebutting the statements of the
opponent.

In a true debate, each speaker prepares and present his or her own case.
The only questions are those asked by the opponent, and each tries to prove
the opponent wrong. Each is allowed a short time to rebut the statements
made by the other.

Aside from the need to know something about debating, in general there
is one special warning worth heeding. This involves the situation in which
a moderator may try to split the debate into two parts, with each speaker
being allowed a brief period for rebuttal. A toss of the coin determines who
will be first.

It is very advantageous to speak last in such a situation because the last
speaker may have ten or more minutes in which to try to demolish the
statements of the opponent. The rebuttal period may be only a minute or
two, and this is hardly adequate to overcome the effect or a long statement.
The audience is left with a much stronger impression of what the last speaker
said. To avoid being caught at such a disadvantage, you should insist that the
debate be broken into short segments; five minutes should be a good length.
Then the debate would consist of several five-minutes statements by each
speaker and a short summary rebuttal.

O Vocabulary:
moderator — BeIYIIWI TUCKYCCHIO, «KPYTJIbII CTOJ»
subject matter — comepxkaHue, TeMa, CyTb, CYIIIECTBO, TIPeAMET (pa3-
ToBOpA)
panel — rpynrma crneuuaiucToB, CEMUHAP, «KPYIJbIN CTO»; JUC-
KyccHst
aid — ITOMOIIIb; BCIIOMOTaTeIbHOE CPEICTBO
whereupon — mocJie 9ero; (BCJIeICTBHE Yero, Toraa; Ha 3T0)
assign — mpeaHa3HA4YaTh IS K.-JI.; BO3JIaraTh Ha K.-JI.
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team — rpyrra, KoMmaHaa

pit — IPOTUBOINOCTABUTD K.-JI. K.-JI.
carry the burden — HecTu rpy3

rebut — oNpoBEPTHYTH

be worth heeding — cTouT yYuTHIBaTH
split — pa3neauTs

toss of a coin — xpeduit

demolish — yHMYTOXUTH, OIPOBEPTaTh
overcome — TIPEOOJIETh

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

MMeEIoIIeecs BPeMsI; YCKOPUTD U.-J1.; IPUHUMATD YIaCTHE; IIEHHBII;
pasnaTh; TPOHYMEPOBATh; MpoLEeaypa; MO3BOJISITh; MPeICTaBISITh
00JIbLLION UHTEPEC; TOMUMO Y.-JI.

2) Find in the text the words which mean or describe the following:

1. smb. whose job is to control a discussion or argument and to help
people reach an agreement —

2. agroup of well-known people who answer questions on a television
or radio program —

3. to prove that a statement is false —

4. to divide or separate into different parts or groups —

5. to pay attention to smb.’s advice or warning —

3) Translate the following words and word-combination into Russian. Use
them in sentences of you own:

an advantage

to have an advantage over smb.

to gain, win an advantage over smb.
to smb.’s advantage

to turn smth. to advantage

to take advantage of smth.

to use smth. to advantage

a disadvantage

to advantage

advantageous
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4) Match the words. Use them in sentences of your own:
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team matter

public list

subject statement
opening efforts

sizable communication

5) Translate the following sentences into Russian:

1. Let me introduce tonight’s panel.
2. The idea has pitted farmers, developers and environmentalists

against each other.
3. Finally the corporation split into three smaller companies.

4. The rioters headed downtown, whereupon they attacked city hall.

5. Homeowners are heeding the advice of mortgage lenders.

6) Match the words which are close in their meaning:

rebut benefit
sizable thorough
advantage deny
speed large
complete hasten

7) Match the words having the opposite meaning:

rebut short
speed lacking
complete drawback
sizable agree
advantage half

8) Explain the grammatical structure of the sentences. Use it in sentences
of your own:

1. You should insist that the debate be broken into short segments.
Make use of the following verbs:

to demand to propose
to urge to recommend
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to order to suggest
2. The debate would consist of several five-minute statements.
Make use of the following expressions:

a ten-year old boy a three-room flat
a two-mile walk a twenty-dollar note

9) Insert prepositions where necessary (for; fo; in; of; on; against):

1. The debate would consist several five-minute statements.

2. Control passes others when the speaker participates
semispeech activities.

3. The number of questions that are answered depends

the time available.

4. preparing the situation, it is necessary
to decide advance who will answer which
questions.

5. They pit two opponents each other.

10) Write questions to the following answers:

1. ? A speech is controlled by the speaker.

2. ? Control passes to others when the speaker
participates in semispeech activities.

3. ? They are panels, debates, talk shows, and
interviews.

4, ? A panel usually consist of a moderator
and several people.

5. ? Opening statements should not last longer
than five minutes.

6. ? The number of questions that are answered

depends on the time available.

11) Answer the following questions:

1. How do debates in high school and colleges differ from those in
the world of public relations? Have you ever taken part in any debate?
2. In what way is a true debate carried out?

3. What is one special warning worth heeding?

4. Doyouagree that it is very advantageous to speak last in the debate?
Give your reasons.
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12) Write down the translation of the last paragraph of the text.

13) Render the following text in English:

Ilo0zomo6ka Kk KOHKpemHbIM npo2pamMmam 34eKmpoHHOU npeccol

IMonroroBka moKHA BCerna BKIIIOYATh ITPOCMOTP (IIPOCITYIIIH-
BaHME) IPOrPaMMbI, B KOTOPOI BBl COOMpPAETECh YIaCTBOBATb.

IMompocuTe HECKOIBKO KACCET IPOTPaMMBI C TEM K€ BEAYIINM, C
KOTOPBIM TIPUAETCST pabOTaTh ¥ BaM, 1 TTOCBSIIIEHHBIX aHAJIOTMYHBIM
teMaM. [IpoBepsTe, He YYaCTBOBAJIM JIM B IIPOTPaMME IPYTUE CIICIIN-
aJINCThI, 0OCOOEHHO KPUTUKM B 3TOl obnacTu. Eciiu 1a, To u3yuute u
91U KacceThl. Ecim ke mporpaMma win ee BeayInii N3BECTHBI CBOM-
MM HEJIULETIPUSITHBIMUA VI KPUTHYECKUMU MHTEPBBIO, TIOCMOTPHUTE
Han0oJ1ee OCTPhIE IMPOrpaMMBbI, OIICHUTE 3(D(EKTUBHOCTD Pa3TNIHBIX
CTpaTErmii, OTBETOB M pEAKIIMM TeX JI1I, KOTOPHIC YK€ TaBAJIM UHTEP-
BbI0. CresiaiiTe BRIBOIBI M3 UX YCIIEXOB M OIITMOOK.

BrisicHuTe mpodeccroHanbHy0 pelryTanuio Beayiiero. Cunra-
eTCs JIA 3TOT XKYPHAIUCT 00beKTUBHBIM? Peskum? 3Harommm? S3-
BUTeIbHBIM? UTO M1 HETO BaxkHee: KOHMIUKT Wi nHdopMauns?
[Tonp3yeTcst 1 OH IOIYJISIPHOCTBIO Y 3puTeneii? [Touemy?

V3HaiiTe TakKe neMorpacdhrudecKre XapaKTepruCTUKN ayTUTOPHH.

U emre moMHMTE, YTO B OOJIBIIMHCTBE CIyIaeB 1IEIb TCIIEBU3MOH-
HBIX IUCKYCCHIT — HE CTOJIBKO OCBETHUTD, CKOJIBKO «ITOINATh JKapy».
OKOHYATEIBHBIN BRIBOI HE 3a «IIpoGhH» M HE 32 BalllIMM KOJUIETaMHU,
a 3a OOBIYHBIM 3pHUTEJIEM, Y KOTOPOTO CIIOXMTCS IIepBOe U OKOHYA-
TeTbHOE BIIEYATIICHHE O BaC KaK O JIMIHOCTH, a He KaK 00 YYaCTHUKE
IvcKyccuu. Bel He «ymameTe» B I1a3ax 3puTesis, €CIu OylIeTe aKTUB-
HBI, YOSTUTEIBHBI U YETKU B U3JIOXKEHUN CBOMX MBICTICH.

Bynbre TOTOBBI K 3KECTKMM BOIIpOCaM M 3a0JIarOBPEeMEHHO OTpe-
METUPYITE BCIYX OTBETHI.

Text B

Interviews at the Organization

Interviews on your own group have several advantages. There is the
psychological benefit of being “at home” under familiar circumstances. There
is also the benefit of ready access to information and other people who may
be needed to answer some question that is not anticipated.

If a reporter calls you on the phone or comes to your office and asks for
information, you should give it provided that there is no policy reason for
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refusing. When there is such a reason, you should explain just why you cannot
release the information. If the reporter should ask to speak to some other
person, you should find out just what information is wanted or why the
reporter wants to talk to that person. In some cases the reporter may call
some person in the organization directly. For these situations, all personnel
who might be approached should be informed as to what to say.

There are numerous occasions when an interview with some key person
can generate valuable publicity. For example, a researcher may make an
important discovery or patent a significant invention. Or perhaps a particular
feature write expresses interest in doing a profile of the new president of a
university or the new chairman of a charitable organization.

You should hunt for opportunities to arrange such interviews. To set one
up, you first get a commitment from the person to be interviewed and then
ask a reporter, editor, or program director if an interview would be of interest.
If the response is favorable, you then arrange for the time and place. You also
prepare the speaker for the interview. One important point in arranging an
interviews is to have an agreement on the amount of time to be devoted to it.
If the reporter has only a limited amount of time or if a deadline must be
met, it is your responsibility to inform your principal of this requirement.
The reverse is also important. If your principal must be in a meeting at 3 p. m.
or must catch a plane at noon, the reporter must know that there will be a
definite stopping point.

O YVocabulary:
access — JOCTYI
anticipate — oxXxuaaTb
provided — nipu ycioBuu, 4To
approach smb. — 0OpaTUThCS K K.-J1.
charitable — 61aroTBOpUTENbHBIN
feature writer — oyepkucT
profile — ouorpaguyeckuii ouepk
commitment — 00s13aTeJIbCTBO
set up — opraHn30BaThb
reverse — MpPOTHUBOIIOJIOXHAS (CUTYaIIHs)

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:
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2)

3)

CecTbh Ha caMoJIeT; TH(POPMUPOBATh K.-JI. O U.-J1.; HA4YaJIbHHK; B ITOJI-
IIeHB; TIPOSIBIIATh MHTEPEC K U.-JI.; IpeaceaaTe/Ib; IIPUIMHA I OT-
Ka3a; BBISICHUTH; OPTaHU30BaTh MHTEPBBIO; OJIaTOIIPUSITHEINA OTBET;
JIOTOBOPUTHCS O BPEMEHU U MECTE BCTPEUU.

Find the words in the text which mean or describe the following:

1. the right to use smth., see smth. etc. —

2. to expect an event or situation to happen —

3. to ask smb. for smth. or ask them to do smth. especially when you
are not sure they will be interested —

4. relating to money or gifts given to people who need help, or
organizations that give this kind of help —

5. a short description that gives important details about a person —

6. to make the necessary arrangements so that smth. can happen,
such as a meeting, an event, or a system for doing smth. —

Translate the following expressions into Russian. Use them in sentences

of your own:

4

5)

under familiar circumstances —
ready access to information —

to generate publicity —

to make an important discovery —
to patent a significant invention —
to do a profile —

to hunt for opportunities —

to meet a deadline —

Match the words. Use them in sentences of your own:

psychological information
stopping organization
release director
charitable benefit
program point

Translate the following sentences into Russian:

1. Only selected employees have access to the safe.
2. Sales are better than anticipated.
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3. The company confirmed that it had been approached about

a meErger.

4. It’s one of many excellent charitable organizations that work with

the poor in the city.

5. The agency also gave a brief biographical profile of that actor to

the press.

6. Heisknown as a difficult interview subject, but my own experience

with him was quite the reverse.

6) Match the words which are close in their meaning:

limited predict
benefit priceless
anticipate advantage
valuable well-known
familiar restricted

7) Match the words having the opposite meaning:

advantage strange
valuable meaningless
limited handicap
familiar worthless
significant unbounded

8) Complete the following sentences (key, requirement; opportunities;
publicity; deadline; amount):

1. You should hunt for to arrange such interviews.
2. There are numerous occasions when an interview with some
person can generate valuable .
3. Ifthe reporter has only a limited oftime orifa
must be met, it is your responsibility to reform your principal of this

9) Paraphrase or explain the underlined words:

1. Interviews on your own ground have several advantages.
2. To set one up, you first get a commitment from the person to be
interviewed.
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3. There isthe psychological benefit of being “at home” under familiar
circumstances.
4. You should hunt for opportunities to arranges such interviews.

10) Explain the grammatical structure of the sentences. Write down
3 sentences of your own with the same structure:

If the reporter should ask to speak to some other person, you should
find out...

11) Insert prepositions (in, on, of; to; at; under; for; provided):

1. There is also the benefit ready access

information.

2. One important point arranging an interview is to have

an agreement the amount time to be

devoted it.

3. There is the psychological benefit being “

home” familiar circumstances.

4. Interviews your own ground have several advantages.

5. Ifareporter calls you the phone or comes

your office and asks information, you should give it
that there is no policy reason refusing.

12) Write these words with correct negative prefixes (un; dis; in; un/in).
Translate them into Russian:

advantages; familiar; directly; important; significant; favorable;
limited; definite.

13) Write down a few questions covering the contents of the text. Start
them with:

why; in which case; what kind of; in what way.
14) Write down one sentence expressing the main idea of the text.

15) Render the following text in English:

HHTEepBBIO — 3TO COTTIAIIICHIE MEXIY ABYMsI CTOPOHAMM, U CO-
rJlacke Ha MHTEPBbIO SIBJISIETCS OKOHYATEJbHBIM IIaroM B IEpero-
Bopax. B ciyyae MHTEpBBIO, CBSI3aHHBIX C PUCKOM M TOSIBIICHHUEM
nepea MHOTOYMCIICHHOM ayTUTOpPUEid, IPUMHUTE MEPHI K TOMY, U4TO-
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OBl COTPYIHMKM OKa3aJy BaM HEOOXOIMMYIO ITOMOIIIb U TOTOBOPH-
JIUCh 0 (hopmarte U 00 YCJIOBUSIX UHTEPBbIO.

Ybenutech B TOM, YTO Bbl 3HaeTe, KTO OyIET BECTU UHTEPBBIO,
€r0 TEMBI, IPOIOJIKATENBHOCTD U APYTHE KOHKPETHBIE AETANN. OTH
JEeTaJId BKJTIOYAIOT OCHOBHBIE MPaBWJia OTHOCUTEIFHO CCHIIKU Ha
WICTOYHUKM TIPU 3aITMCU Ha TUIeHKY. OTCYTCTBUE Xe TaKUX MPaBUII
O3HAYaeT, YTO BaC MOTYT IIMTUPOBATh TI0 UMEHU — IPYTUMU CJIOBa-
MM, 9TO BbI cAesaiu «3asBieHue I eyaT».

IIpu 3amevyanuu «be3 cChUIKM Ha MCTOYHUK» Ha Bac He OYOyT
CChLIAThCS TI0 UMEHM, HO MOXET ObITh CChIJIKA Ha Ballly OpraHu3a-
nuto, HampuMep Ha «Mcrounuk Bo BecemupHoM OaHKe». 3ameda-
HUe «be3 cChTKM Ha MTHAMBUIYATHHBIM UCTOYHUK MU Ha Becemup-
HbIf 6aHK» paBHO3HAYHO «TOJbKO IJ1s1 MH(pOpPMALIMKU» U O3HAYAET,
YTO HU BbI, HU baHK He OyayT yrmoMmsiHyThl. BMecTo aToro xypHa-
JIMCT MOXET UCIOJIb30BaTh pasy «McTouyHuku B BalmHrTOHE».
Ecnu BbI naete nHTEPBBIO «/1J1s1 IeYaTH» U XOTUTE CAETATh KOMMEH-
Tapuii, He XeJast TPU 3TOM, YTOOBI eT0 TPUTIMChIBAIN BaM niu baH-
KY, MOXXHO OTMETHUTh C COTJIaCHSI XKypHAJTMCTA, YTO BBI IEJIaeTe KOM-
MeHTapuil «TobKO U1 UHPOpMaIUn».

W36eraiite dbpasnl «He mis meyatu». CTporo roBopsi, 3To o3Ha-
YaeT, YTO BCE CKA3aHHOE BaMU HE MOXET UCIOJIb30BaThCSI.

CnpocuTte XXypHaJIMCTOB, 3aMKChIBAIOT JIM OHU HA TJICHKY BalllU
OTBETHI.

Bb1 MOXeTe Takske 3aMMChIBATh MHTEPBBIO JIJIST BAIIIMX COOCTBEH-
HBIX LIeJiel, HO OTKPbITO cKaxuTte 06 atoM. B CIIIA xXypHanucCThI
00s13aHBI COOOIIUTH O 3aIMCU MHTEPBBIO ((henepaibHbIi 3aKOH Tpe-
OyeT MpenBapUTEeIbHOTO YBEIOMJIEHUSI 000 BCEX 3alMCsIX pa3roBo-
POB Ha TUICHKY).

Text C

Interviews at the Media

There are three basic situations that call for an interview at some medium:
a meeting with the editors of a publication, an appearance on a panel at a
broadcasting station, and participation in a radio or television program where
only one person is interviewed but may be questioned by several reporters.

Broadcasting stations usually want only one representative from the
organization. If there are several participants and one moderator, the program
may be devoted to one topic, such as the environment or consumer interests,
and the discussion will be limited to that area.
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In program where only one person is interviewed, there are two proce-
dures. The simplest is typified by the type of talk show where the interviewer
introduces the speaker, tells why the person is there, allows an opening state-
ment, and then questions the speaker. Often there will be an arrangement for
members of the listening audience to phone questions to the studio. These
shows are commonest on radio, but there are some TV shows, that follow the
same procedures.

There are some tips how to answer news media questions:

Be relaxed, confident, and honest.
In using your voice, changes in pitch and rate will make for variety.
Build a “cutoff” into your answer if you wish to drop a given subject.
e Discuss only activities and policies that lie within your area of
responsibility.
* Admit you don’t know the answer if that’s the case. If you promise to
provide more information, deliver.
e [fthe situation permits, tape the interview yourself.
Don’t use jargon, acronyms, or technical terminology.
Don’t use speech mannerisms.
Don’t be curt, even with the dumbest question.
Don’t answer more than one question at a time.
Don’t restate the question.
Don’t begin with such trite phrases as “I’m glad you asked that”.
e Don’t give a “no comment” response; if you are unsure of the answer
or can’t discuss it, say so.
e Don’t volunteer information unless it supports a positive point you
want to make.
e Don’t be defensive — make all your responses positive.
* Don’t let anyone put words in your mouth; agree only if the facts and
figures are correct.

This advice is for TV Talk Shows:

Say it in 60 seconds.

Deliver your message convincingly.
Know your facts.

Rehearse your message.

Dress conservatively.

Stay alert.

Participate in discussion.
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Get your message across.
Don’t get mad.
Don’t look at the camera.

O Vocabulary:
call for smth. — TpeboBaTh 4.-11.
broadcasting station — pagrocTaHIIAS
environment — OKpyKaloIas cpena
consumer — MOTPEONTEIb
pitch — BrIcOTa (TOHA)
rate — CKOpPOCTb, TEMIT
variety — pa3HooOpa3ue
deliver information — mpenocTaBUTh MHMOOPMALINIO
acronym — ab0peBHaTypa, CIOXKHOCOKPAIIEHHOE CIOBO
mannerism — MaHEPHOCTb
curt — pe3Kuit, OTPbIBUCTBINA
dump — TynbIit
restate — 3aHOBO (hOPMYJIMPOBATH
trite — GaHaJIbHbBIN
common — OOBIYHBIN
be alert — OBITH HAYEKY

Exercises

1) Find the English equivalents in the text and use them in sentences of
your own:

penakiys U3gaHus; ObITh MOCBSILIEHHBIM OJHOI TeMe; UHTEpEeChl
noTpeduTesieii; ObITh OrpaHUYEHHBIM Y.-J1.; ObITh YBEpEHHBIM B Ce0€;
MpeaCcTaBUTh BBHICTYIAIOLIET0; 3aaBaTh BOIIPOCHI MO TeIe(POHY; ObITH
HEYBEPEHHBIM B 4.-J1.; MPU3HATh Y.-J1.; OAHOBPEMEHHO.

2) Find the words in the text which describe or mean the following:

1. the air, water, and land in which people, animals, and plants live —
2. smb. who buys and uses products and services —

3. the highness or lowness of a sound —

4. a world made up from the first letters of smth. such as an
organization —

5. using very few words when you speak to smb., in a way that seems
rude —
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6. smth. (a remark, an idea) which has been used so often that it

seems boring and not sincere —

3) Translate the following word-combination into Russian. Use them in

sentences of your own:

to get across

to deliver

to provide information
to volunteer

to deliver

to rehearse a message

4) Match the words. Use them in sentences of your own:

“no comment”

information

follow

mannerisms
deliver station
broadcasting procedure
speech response

5) Translate the following sentences into Russian:

1. Recycling paper and cans is one easy way to preserve the environ-

ment.

2. Consumers will soon be paying higher air fares.

3. The syllables were sung repeatedly at a number of different pitches.
4. NASA is an acronym for the National Aeronautics and Space

Administration.

5. He responded with a curt, three-sentence letter.
6. The movie’s dialogue is trite and uninspired.

6) Match the words which are close in their meaning:

trite truthful

curt stupid

alert commonplace
honest attentive
dumb blunt
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7) Match the words having the opposite meaning:

curt deceptive
dumb original
honest bright

alert discursive
trite unobservant

8) Write questions to the following answers:

1. ? There are three basic situations that
call for an interview at some medium.

2. ? Broadcasting stations usually want
only one representative from the organization.

3. ? The simplest is typified by the type of
talk show where the interviewer introduces the speaker.

4. ? Yes, often there will be an arrangement
for listeners to phone questions to the studio...

5. ? Yes, there are some TV shows that

follow the same procedures.

9) Can you explain the following:

1. Build a “cutoff” into your answer if you wish to drop a given subject.
2. Don’t be defensive — make all your responses positive.
3. Get your message across.

10) Among the tips how to answer news media questions find 5 which you
think the most important and 5 which can be considered the least significant.
Prove your opinion. Start with:

From the point of view of...

I’d just like to say...

I think (suppose, guess, believe, dare say)...
Personally I believe (I feel)...

In my opinion (view)...

As I see it...

The way I see it...

Well, my opinion is that...

My view is that...

Talking of...
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Moreover...

There’s one more thing to be noted...
On top of that...

Generally speaking...

It depends.

11) Render the following text in English:
Koumpoaupyime eauty «<nonoguny» uHmepewio

OOBEKTUBHO MPOBEIEHHOE UHTEPBbIO, MMOJOOHO MHTEPECHOM
Oecene WU AUAJIOTY, TOKHO OBITh COAIAHCMPOBAHO B3aMMHBIMU
ycrynkamu. HecMoTpst Ha TO YTO MMEHHO XKYPHAJIUCThI B KOHEUHOM
cyeTe MUIIYT TEKCT, MHTEPBBIO TOJIKHO OBITH IBYCTOPOHHUM MEpO-
MPUSTHEM, B KOTOPOM Bbl KOHTPOJIUPYETE CBOIO «ITOJIOBUHY».

Oco3HaHMe yJ4acTusl Ha paBHBIX B KOHTPOJIE Hall MHTEPBBIO T10-
MOXET OCTaBaThCsl COCPEIOTOUEHHBIM 1 YBEPEHHBIM U 1yBCTBOBATh
cebst y1oOHO.

He mepsiime camoobaadanus

He Bctynaiite B ciopbl Uiy 1e0aThl U HE CepAUTECh HA XKypHa-
Jqucta. [ToMHUTE, YTO 32 HUM BCEraa U B OYKBaJIbHOM CMbICJI€ OCTa-
€TCsl TIOCJIETHEE CIIOBO.

OrtBeyaliTe Ha Hamaakyu pakTaMK, KOHKPETHBIMU 3asIBIEHUSIMU
W AEHCTBYITE C TAKTOM. Takol MeTOJ Ha3bIBAlOT «00€30pYyKUBaI0-
IIIMM O4YapOBaHUEM>.

Cmunb u cymob eaulux 3ameuanuil eceeda BOCNPUHUMAIOMCA KAK 0¢Ll—
uuaabHaA no3uuus sauiell opeanuzauuu

IMonymaiite 0 TOM, KaK Ballli KOMMEHTAPUU MOTYT IIOBJIMATD Ha
Balll UMUK U UMUK Ballleil OpraHu3aliu, eci UHTEPBbIO OymeT
OTTyOJIMKOBAHO Ha MEPBOH T0JI0CE KPYITHOM Ta3eThlI.

Hukoeoa ne mpebyiime na npocmomp uau 00obpeHue coobuieHus: 8 ne-
yamu

Jio6oe npeaioxXeHre 0 MPOCMOTPE WIM OJ0O0pPEHUU MOATOTOB-
JIEHHOTO XXypHAJTMCTOM TeKcTa HeyMecTHO. OTHaKo BBl MOXKETE OC-
TaBUTh €My BO3MOKHOCTb OOpAaTUTHLCS K BaM 3a JIFOOBIM HEOOXOIM-
MBIM TTOSICHEHUEM VIV JIJIST TIPOBEPKU (DAKTOB MIIM CTATUCTHUECKUX
TAHHBIX.
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Tlonumaiime «npedenvl» U OMBEMCMBEHHOCHb JHCYPHAAUCIA

XoTs BecbMa BaKHO OBITh HAUYEKY B IIPEIIBEpU MHTEPBEIO IIpec-
ce, paccMaTpuUBaiiTe KOHTAKT € JXYpPHAJIMCTaMH KaK BO3MOXKHOCTB
JIOHECTU IO HUX Ballly MH(pOPMaIUIO, a He KaK TSXKeJIoe UCIbITa-
HHUE, K KOTOPOMY BbI IOJDKHBI TTOMONUTH «BO BCEOPYKUU».

[raBHast 3amaya XXypHaJauMCTa COCTOMT B TOM, YTOOBI TTOJIYIUTH
WHTEPECHYIO MCTOPUIO, KOTOpask TOYHA, COAIaHCHUpOBaHHA U pa3-
paboTaHa B yCTaHOBJICHHBIC CPOKH.

Text D
Publicity Before the Event

Whenever anyone from your organization speakers in public, you should
make sure that the appropriate media are notified in advance. This often
takes the form of a media advisory.

An advisory is simply a short note that gives the speaker’s name and title,
title of speech, and details about time and place. A brief sentence or two
should describe why the speech is important and of interest to the publication’s
audience. If it is available and it is a major policy speech, you can also send
an advance copy of the speech to selected reporters. Do make sure, however,
that they realize that they should not report the details of the speech until
after it has been given.

Reporters attending the speech should be seated near the podium, and
arrangements should be made for accommodating photographers and
television camera technicians. Reporters should also at that time be provided
with a press kit that gives the background of the organization and the speaker.
A copy of the speech is also enclosed.

Publicity After the Event

After a speech has been given, your work is just beginning. You must write
and distribute news release about what was said so that the speech can be
reported in appropriate trade and professional periodicals.

The speech can be shortened and excerpted as a possible op-ed article in
daily newspapers.

If a speech is particularly important, it can be printed in some attractive
format and mailed to selected opinion leaders.

O Vocabulary:
notify — yBemoMJsITh
accommodate — pa3Meniarb
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excerpt — LIMTUPOBATh, IIPUBOIUTD BBIACPKKI
podium — TpubyHa

enclose — mpwraraTh

appropriate — COOTBETCTBYIOIIMIA

distribute — pacnpocTpaHAITh

advance copy — CUTHAJIbHBIA 3K3EMIUISIP

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

3apaHee; BCAKUI pa3, KOTaa; BLICTYIATh MyOJUWUYHO; YOeIUThCS;
MMOAPOOHOCTH;, TIPEICTABIISITh MHTEPEC IS K.-JI.; CBeIeHUS (CIIpaB-
Ka) 00 opraHuszauuu; npodeccruoHalbHble U3JaHMsI; COKpallaTh
peyb; HameyvaraThb; pa3ocaTrh Mo MoyTe.

2) Find the words in the text which describe or mean the following:

1. the business of making sure that people know about a new product,
movie, etc., or about a particular famous person —

2. to formally or officially tell smb. about smth. —

3. a person who is exposed to the media and directly or indirectly
influence the attitudes or opinions of others —

4. a magazine, especially one about a serious or technical subject,
that comes out at regular times such as once a month —

5. to have or provide enough space for a particular number of people
or things —

3) In the previous units of the book find the definitions of the following
term. Think of your own sentences with these terms:

a media advisory —
a press kit —

a news release —
an op-ed article —

4) Translate the following sentences into Russian:

1. She has launched a massive publicity campaign to promote her
book.

2. The security company notified residents about the changes.

3. All of them have different religious backgrounds.
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4. Nineteen cabins on the new ship are designed to accommodate

disabled passengers.

5. He rose and went to the podium where he addressed the audience.

5) Match the words which are close in their meaning:

6)

available supplied
attractive appearing
provided accessible
attending right
appropriate appealing
Match the words having the opposite meaning:
attending unobtainable
appropriate deprived
available missing
provided repellent
attractive unsuitable

7) Complete the following sentences (notified; distribute; appropriate;
releases; provided; background; excepted; kirf):

8) Write these words with correct negative prefixes (im; un; in):

1. Youshould make sure that the

in advance.

2. You must write and

3. The speech can be shortened and
4. Reporters should be

gives the

news

media are

with a press
of the organization and the speaker.

, that

appropriate; important; available; professional; possible; attractive.

9) Answer the following questions:

1. Why should the appropriate media be notified about the event in

advance?

2. What form does the notification often take?
3. What is an advisory?
4. What should be described there?
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5. Where can an advance copy be sent?

6. What arrangements should be made for reporters and other people
attending the speech?

7. What should reporters be provided with?

8. What is to be done after the speech?

10) Do you agree with the recommendations concerning publicity? Can
you give any other ideas of your own?

UNIT 15
SPEECHWRITING

Text A

The good speechwriter has the ability to stand in the shoes of the person
who must give the speech. Sociologists call this empathic ability — the ability
to think and feel much as the person who will give the speech. In a sense, you
become your client’s alter ego.

Such understanding and empathic ability do not arise in a vacuum. They
can develop only after a great deal of research and thorough discussion with
the person for whom you are writing.

Researching Audience and Speaker

If you are given a speechwriting assignment, the first step is to find out
everything possible about the audience. Who? Where? When? How many
people? What time of day? Purpose of meeting? How long a talk? Purpose of
talk? Other speakers and their topics? To find the answers to these questions,
it might be necessary to talk with a number of individuals. Don’t necessary
trust the information you get if it appears to be only a guess. Too many speakers
have innocently blundered because they received bad information about their
audience.

Next, learn everything you can about the speaker. Listen to the speaker
talk — to other groups, to subordinates, to yourself. Get a chance to see how
his or her mind works, what word phases are favored, and what kinds of
opinions are expressed. In addition to listening, it is also a good idea to go
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over material that the client has written or, if written by others, that the client
admires in terms of style and method of presentation.

a

Vocabulary:

empathic — cOYyBCTBYIOIINIA; MePEXXNBAIOLIMIA
alter ego — «ajbTep 3ro», BTOPOE «SI»

guess — Jorajaka, mpearnooxkeHue

blunder — DOIMYCTUTH OIJIOITHOCTD, OLIMOKY
subordinate — TMOIUYMHEHHDII

favor — otmaBaTh IIpeAIIOuTEHUE

admire — BOCXMIIIATHCH, JIIOOOBATHCS

in term — ¢ TOYKM 3peHUs; B CMBICJIE; YTO KacaeTcs

Exercises

D

own:

2)

3)

Find the English equivalents in the text. Use them in sentences of your

TIPOM3HECTH pedb; 10 HEKOTOPOI CTEIeHW;, BOSHUKHYTh; 00CTOSI-
TETbHBIN; 3aJaHNe; BBISICHUTD; 1IeJIb Y.-JI.; PSIIT JIUIL;, TOBEPSITh; Ka-
3aThCsl; B 10OABJICHUE K Y.-J1.

Find the words in the text which describe or mean the following:

1. having the ability to understand other people’s feeling and
problems —

2. trying to answer a question or make a judgement about smth.
without knowing all the facts, so that you are not sure whether you are
correct —

3. to make a big mistake, especially because you have been careless
or stupid —

4. smb. who has a lower position and less authority than smb. else in
an organization —

5. to support or approve of one plan, idea etc., especially when there
are several to choose from —

6. in the relation to some fact or event —

7. tohave avery high opinion of smb. because of a quality they have —

Translate the following sentences into Russian:

1. I appreciate his empathic approach.
2. T’ll give you three guesses.
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3. Police admitted that they blundered when they let him go.

4. The prospect of being judged by subordinates made some managers
Very uneasy.

5. The president is believed to favor further tax cuts.

6. The company is the nation’s second largest retailer in terms of
sales volume.

7. She says she admires the way he handled the controversy.

4) Match the words which are close in their meaning:

favor (v.) scrupulous
thorough emerge
trust prefer
admire rely upon
arise appreciate

5) Match the words having the opposi

te meaning:

arise superficial
favor (v.) abhor
thorough disbelieve
admire disappear
trust dislike

6) Complete the following sentences (favored; ability; trust; blundered;
opinions, guess, information; audience; arise):

1. Don’t necessary the information you get if it appears
to be only a

2. Too many speakers have innocently because they
received bad about their

3. Get achance to see how his or her mind works, what word phrases
are , and what kinds of are expressed.
Such understanding and empathic do not

in a vacuum.

7) Explain the grammatical structure of the following sentences. Use it in
sentences of your own:

Listen to the speaker talk — to other groups, to subordinates, to
yourself.
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Answer the following questions:

What do sociologists call emphatic ability?

How can understanding and emphatic ability develop?
In what way can you research the audience?

Which questions should be answered?

How can you find the answers to them?

‘What should you know about the speaker?

Sk L=

Can you explain the following?

1. The good speechwriter has the ability to stand in the shoes of the
person who must give the speech.
2. In asense, you become your client’s alter ego.

10) Render the following text in English:

Ilpexcoe uem pewums, umo 2060pums, nO3HAKOMbMECH ¢ ayoumopuel

Ecnu Bailia aynutopusi XepTBYyeT BpeMeHeM, UTOObI YCIbIIIATh
Bac, 3HAYUT, OHA XOUET IOJIyYUTh — B YBJIEKATEJIbHOM U MHTEpeC-
HOM U3JI0XXEHUN — HOBYIO MH(OPMALIMIO U TTOHSTh €€ 3HAYUMOCTb
JIJIS1 BOJTHYIOLIMX 3Ty ayJIUTOPUIO IPOOJIEM.

YT006bI 00LLIEHKE C ayAUTOPUEN OBLITO aKTyaJIbHBIM 1 YOS IUTEb-
HBIM, HaZ0 MpexIe BCero cooparh 0 Hell KaK MOXHO OOJIbIlIE UH-
dopmaum: pon 3aHATHIA, 0Opa3oBaHME, TI0J1, KYJABTypHast U 3THU-
yecKasi MPUHAAJIeXKHOCTh, MOJUTUYECKHE CUMITATUN, BaKHENIIIe
MECTHbIE TIPOOJIEMBI Y YCTAHOBKU. DTO IMTOMOXET MOHSTh, YTO CIIy-
11aTeJIu A1yMaloT, YyBCTBYIOT, Y3HATh UX YOEXKAEHUS U MOTUBBI.

HactpoeHHOCTh Ha KOHKPETHYIO ayAUTOPUIO CITYKUT KITIOYEBBIM
YCJIOBMEM MPaBUJIBHOIO JOHECEHUSI HEOOXOOUMOM MH(OpMaLIMU.

WcnonbayiiTe 1oMOp, MOAXOISIINI IJIsI Ballleil TEMbI U KYJIBTYp-
HBIX Tpaguiuii aynutopun. Cka3aHHas K MECTY IITyTKa CITOCOOCTBYET
CO3JaHNI0 00pa3a HAEXXHOTO Apyra U IMMOMOXKET CIIyIIaTessIM JTyd-
1lIe TIOHSTh TO, YTO Bbl roBopuTte. OMHAKO IOMOP — 000I0A00CTPOE
OpyXue: OH MOXET COJIM3UTh Bac U yJAyYIIUTh IOHUMaHUE, HO MO-
>KET BBI3BaThb U AaHTArOHU3M.

Ecnu aynutopus, ycinoBus 1 oOCTaHOBKA HE COBCEM 3HAKOMBI
BaM, MOKAXUTE 3aMETKU TeM, KTO 00/1afaeT JOCTATOUHBIM OIBITOM
u aBroputeToM. Camoe HagexHoe npaBuio: «He yBepeH — He
Jenain».
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Text B
Paying the Groundwork for the Speech

Ideally, a writer should have lengthy conversations with the speaker before
beginning to write a rough draft of the talk. In a conversational setting, you
and the speaker should discuss the speech in terms of objective, approach,
strategy, point to emphasize, scope, and facts or anecdotes the speaker would
like to include.

Objective

First you must determine the objective. Just what is the speech supposed
to accomplish? What attitude should the audience have when the speech is
concluded?

Everything that goes into the speech should be pertinent to that objective.
Material that does not help attain the objective should not be used. Whether
the objective is to inform, persuade, activate, or commemorate, that particular
objective must be uppermost in the mind of the speechwriter.

Approach

The approach might be described as the tone of the speech. A friendly
audience may appreciate a one-sided talk, with no attempt to give both sides
of an issue. For example, a politician at a fund-raising dinner of supporters
does not bother to give the opposition’s views. An executive talking to the
company’s sales force does not need to praise the competitor’s product.

Most speaking engagements, however, take place before neutral audience
where the audience may have mixed views or even a lack of knowledge about
the topic.

In such a case, it is wise to take a more objective approach and give an
overview of the various viewpoints. The speech can still advocate a particular
position, but the audience will appreciate the fact that you have included
other points of view. From the standpoint of persuasion, you also have more
control over how the opposition view is expressed if you say it instead of
waiting for an audience member to bring it up. When somebody stands up
and says, “What you say is fine, but you didn’t consider the problem of...”,
you have lost control. If you have included the “problem” in your talk — and
perhaps have even admitted that this is a valid point — it takes the wind out
of audience opposition.

Mentioning several aspects of the problem and giving the opposition’s
views also makes the speech more credible. It establishes objectivity, and it
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treats people as mature, level-headed citizens who are intelligent enough to
understand the pros and cons. In addition, when you acknowledge the
opposition, your advocacy of one viewpoint over another appears to be based
on a systematic, logical analysis of all sides of the issue.

Hostile or unfriendly audiences present the greatest challenge. They are
already predisposed against what you say, and they tend to reject anything
that does not square with their opinions. Remember the old saw “Don’t
confuse me with the facts — my mind is already made up”. The best approach
is to find some common ground with the audience. This technique lets the
audience know that the speaker shares or at least understands some of their
concerns.

O Vocabulary:
groundwork — oAroTOBKA
lengthy — TTpOAOIKUTEIBHBIIA
rough draft — 4epHOBOI1 HaOpOCOK
scope — pa3Max, OxXBaT (TeMBbI)
pertinent — yMECTHBIN, MOAXOOSIIAI
overview — 0030p
advocate — momuep:K1BaTh, 3aIIUIIATh
bring up — OIHSATH (BOIIPOC, IIPOOIIEMY)
take the wind out of smb. — BEIOUTH MOYBY U3-TIOA HOT Y K.-JI.
commemorate — 03HaMEHOBATh, OTMEYaTh
mature — 3peJIblid
level-headed — ypaBHOBEIIEHHBII
pros and cons — ITOBOMBI «3a» M «IIPOTHUB»
hostile — BpaxneOHbIIA
predisposed — TpenpacooXeHHbII
challenge — BBI30B; TpymHAasI IpodIeMa
tend — UMeTh CKJIOHHOCTD
square with — cxomuThCs ¢ 9.-J1.
saw — IOCJIOBULIA, ITOTOBOPKA

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

YIOIOMMHATL O Y.-JI.; y6CZ[I/ITeI[BHaH p€ub, NpU3HATL 4Y.-JI.; OTBEPraTb
4.-J1.; ob1as mo4yBa, IMoJUuTHYECKad ACATCIbHOCThb, YNYHOBHUK; C
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TOYKU 3pCHUA, pacCMaTPpUBaAThb HpO6J’[€My; HEIOCTaTOK 3HAHUM
O IPpEAMETE.

2) Find the words in the text which describe or mean the following:

1.
2.

to publicly support a particular way of doing things —
important work that has to take place before another activity, plan

etc. can be successful —

NN W

the first plan for smth. —

the range of things that a subject, activity, book etc. deals with —
directly relating to smth. that is being considered —

calm and sensible in making judgement or decisions —

the advantages and disadvantages of smth. —

tending to behave in a particular way —

3) Translate the following words and word-combinations into Russian. Use
them in sentences of your own:

1.
2.

advocacy

an advocate

Lord Advocate
Faculty of advocates
advocate of peace

. to advocate smth.

advocatory

4) Translate the following sentences into Russian:

NI B L=

The extremists openly advocate violence.

The groundwork for next year’s conference has already begun.
Student science project should vary in length and scope.

The information is not pertinent to this study.

No doubt, it was a level-headed solution.

The brochure explains the pros and cons of each health-care plan.
I don’t think her memory really squares with reality.

Some people laughed at the idea when he first brought it up.

5) Complete the following sentences (mature; objective; pros and cons;
challenge; advocate; level-headed):

1.
2.

Hostile or unfriendly audiences present the greatest .
Material that does not help attain the should not be

used.
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3. The speech can still
4. ...it treats people as

a particular position.
, citizens who are

intelligent enough to understand the

6) Match the words which are close in their meaning:

pertinent honor
persuade biased
commemorate blandish
level-headed relevant
predisposed reasonable

7) Match the words having the opposite meaning:

level-headed inappropriate
predisposed neglect
pertinent discourage
commemorate disinclined
persuade nervous

8) Paraphrase the underlined words and expressions:

1. You and the speaker should discuss the speech in terms of objective,
approach, strategy, points to emphasize, scope, and facts or anecdotes

the speaker would like to include.

2. That particular objective must be uppermost in the mind of the

speechwriter.

3. It is wise to take a more objective approach and give an overview

of the various viewpoints.

4. They tend to reject anything that does not square with their

opinions.

9) Explain the grammatical structure of the sentence. Use it in sentences

of your own:

You also have more control over how the opposition view is expressed
if you say it instead of waiting for an audience member to bring it up.

10) Insert preposition where necessary (in; into, of; with, to; against; out of):

1. Everything that goes
that objective.

the speech should be pertinent
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2. Mentioning several aspects the problem

and giving the opposition’s views also makes the speech more credible.

3. They are already predisposed what you say, and they

tend to reject anything that does not square their

opinions.

4. If you have included the “problem” your talk
and perhaps have even admitted that this is a valid point
it takes the wind audience opposition.

11) Write down 5 questions covering the contents of the text.

12) Can you explain the following:

1. A friendly audience may appreciate a one-sided talk, with no
attempt to give both sides of an issue.

2. ...it takes the wind out of audience opposition.

3. The best approach is to find some common ground with the
audience.

4. Hostile or unfriendly audiences present the greatest challenge.

13) Translate the following into Russian:
Remember Your Audience

1. Know your listeners. You can hardly know too much about
the members of your audience: age, sex, occupation, education,
socioeconomic status, and any other facts — and especially why they
are listening to this speech.

2. Use their language. Use term and expressions that are familiar.
Similes, metaphors, and anecdotes are valuable only if they are
pertinent.

3. Use visuals. Your audience will remember much more if you
show and tell than if you only tell.

4. Use humor carefully. Self-effacing humor is a useful way to get
the support of the audience. It eliminates status differences and makes
the audience realize that the speaker is human and fallible.

5. Watch your facts. Be absolutely certain that you are giving
listeners information that is reliable. Check and double-check your
information.

6. Focus on the benefit. Any speech must tell listeners why they
will gain from the ideas being expressed. Here are some typical speech
structures:
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e Where we were, where we are, where we are going, why this is
good for you.

e What it is, how it works, how to use it, why it helps you.

e  What we’re doing, why we’re doing it, how we’re doing it, why
it is good for you.

14) Express your opinion of the above given advice.

15) Render the following text in English:

YcTHOE o0leHMe Mo caMoii CBOeit MPUPOJE U COBOKYITHOCTHU
Ka4eCTB CIYKUT XOPOIIIUM CPEICTBOM IJISI YCTAHOBJICHUSI B3aMMO-
BBITOAHBIX OTHOLLIEHUI C OOLIECTBEHHOCTHIO. DTO TeM 0oJiee Bax-
HO, YTO BCSIKUI pyKOBOAUTEJIb, IIPEANIPUHUMATEIb TOJLKEH y4acTBO-
BaTh B pa3IMYHBIX CEMUHAPAX, COBEIMAHUSIX, BCTPEUax W TaM Mpe-
CTaBJISITb (UpPMY, IpenNpUsITUE, PETUOH, OpTaH BJIACTH UM CaMOro
ce0sl.

Y100l XOpOILO 3TO clesiaTh, HEOOXOAUMO HAyYUThCs IyMaTh,
cTosl Tepen ciaymareiasmu. Eciau aynuTopusi oKa3piBaeTcsl HEBHU-
MaTeIbHOM, HY>KHO HayaTb CBOIO PeUb C COODILEHMST O TOM, UTO Bbl
HaMepeHbI CKa3aTh, 3aTeM CKa3aTb MMEHHO 3TO U B 3aKJIOUCHUE
MOBTOPUTH CKazaHHOe. Hy:KHO BHYIIWUTh ayTUTOPHUH, YTO Ta JOJIK-
Ha 9TO-TO clieiaTh. IHBIMU CIOBaMU, He CIIeAyeT ITOKUAATh TPUOY-
HY, TTOKa He YIaJOCh OPTaHU30BaTh JODKHBIM 00pa30M JIIOIEH.

Xopo11I0 yXe C TIepBbIX CJIOB 3aB/IaIcTh BHUMaHUEM, U [TO3TOMY
ciemyet u3deraTh HeoOs13aTeNbHBIX (Ppa3 («S He codupascs BbICTY-
naThb...», «f Xo4y pacckazaTb O TOM, UTO...», «f TTOJHOCTBIO CcOIia-
CEH C MpeAbIAYIIUM...»); HAYMHATh JIy4llle C IIABHOTO U 03 IJIMH-
HO1 TTogBoIKY. IMEHHO KITIOUEBYIO MBIC/Ih M HAZIO BEIHECTH B ayIH-
TOPUIO, a 3aTeM ee JOoKa3blBaThb U BapbUpoBaTb. OCOOEHHO 3TO
HeoOXOmMMO B ClIy4yae, eClId ayIUTOPHUs He HacTpoeHa OJiaroxesa-
TeJIbHO WJIA XOPOILIO 3HAKOMa ¢ TEMOI U MTPEAMETOM OOCYKIAEHMUSI.

ITockonbKy mepxkaTh B IMTOCTOSSHHOM HaNpsDKEHUM ayaIuTOPUIO
IUTATEIEHOE BpeMsI TPYIHO U IOYTH HEBO3MOXHO, CIICIIHAIMCTHI
COBETYIOT NPOAYMaTh T€ MECTa U MOMEHTHBI BBICTYILJIEHUS, KOI1a
WHTEPEC MOXKET CHU3UTHCS, W 3arodsl 3alacTh CPEIACTBO YCHUJICHUS
3TOTO MHTEpeca. B 4acTHOCTH, MOXHO 3arOTOBUTH ITOAXOASIINE K
TeMe IIyTKW, UCTOPUH, IPUMEPHI.

Bce BrICTYIIIEHME DOIKHO COCTOSITh M3 HECKOJIBKUX Pa3lesioB.
Hx xenareabHO 3aKaHYMBATh KAaKOW-TO BasXKHOU MBICIIBIO, 00pa3oM,
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cpaBHeHneM. [ToToM B maMsaTi 3Ta hpa3a MOXKET «BBITTHYTb» M OC-
TaJIbHOE CONEepKaHuE.

ToToBSIIMIACS TEKCT MOXHO HAaroBOPUTh HA MarHUTOMOH (HE
MIpOoYeCTh, a UMEHHO HaroBOPUTH) M 3aTeM pabOoTaTh yXKe C STUM
MaTepuaaoM. 31ech cpa3y OyAyT BUAHBI JUIMHHOTHI, TTOBTOPHI, CKY4-
HbI€ U 11a0JIOHHBIE 00OPOTHI.

Text C
Strategy

Once you’ve determined the objective and the approach, your next step
is to decide what ideas and information will be needed to convince the
audience.

At this stage, it is advisable to start making notes. As you think of ideas or
examples you want to use, jot them down somewhere, perhaps on a
pocketsized note card. Don’t rely on your memory; often, many of our best
ideas are no more than fleeting mental fleshes are quickly crowded out by
more immediate problems.

The idea of thinking about the problem also applies to the material —
newspapers, reports, magazines — that you read. Many successful
speechwriters are great clippers of articles. When they see an article on some
topic of interest, they clip it and put the story in an appropriate file. It may be
a broad topic like “higher education” or something more specialized.

By clipping articles on a regular basis and keeping them in a well-organized
idea file, you can easily find new and usable information. This can ensure
that the talk will contain current facts and figures as well as contemporary
examples.

Writing the Speech

Writing the speech is a multistep process involving an outline and several
drafts.

Outline. Having gathered the material you need, you must prepare an
outline. The outline for a speech has three main parts: the opening, the body,
and the closing.

The opening is the part of the speech that must get the attention of the
audience, establish empathy, and point toward the conclusion. It is wise, in
the opening, to tell the audience what the topic is, its importance to them,
and the direction you plan to take in addressing it.

The body of the speech presents the evidence that leads to the conclusion.
The outline should list all the key points. In this section, you will use quotes
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from acknowledged experts in the field, facts and figures, and examples that

drive home your point of view.

The conclusion summarize the evidence, pointing out what it means to

the audience.

The outline should be submitted to the speaker, and once it has been
approved, you can go on to the next step.

O Vocabulary:
once — KOrma; Kak TOJIbKO

jot down — KpaTKo 3anucarth; HabpocaTh

fleeting — OeIJIBII; MUMOJICTHBII
flash — TIpoGJIeCcK; BCIBIIIKA
contemporary — COBpEMEHHBIN

outline — HaOPOCOK; 3CKU3, OYEPK

body — ocHoBHas yepTa

empathy — co4yBCTBHE, COIEPEXKUBAHUE
drive home — 10BeCTH JO CO3HAHUS

Exercises

1) Find the English equivalents in the text. Use them in sentences of your

own:

MEPENTHU K Y.-J1.; Ha 3TOU CTaIuM; IeJIaTh 3aMETKH; I10JaratbCs Ha
4.-J1.; TEMA, TIPEICTABIISIOIIAS UHTEPEC; COOTBETCTBYIOIINM; HA MO-
CTOSTHHOW OCHOBE; TapaHTUPOBAHHBIW; COEpXaTh; BECTU K Y.-JI.;
MEPEYNCIINTD; BbICKAa3bIBAHUS; TPU3HAHHBIE CIICLIMATIUCTHI.

2) Find the words in the text which describe or mean the following:

Nk L=

3) Match the words and use them in sentences of your own:

to make smth. completely clear and meaningful —
continuing for only a short time —
belonging to the present time —

a plane for a peace of writing —
the main, central, of most important part of smth. —

the ability to understand other people’s feelings and problems —
to write a short piece of information quickly —

immediate

experts

make

education
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multistep card
higher notes
usable process
note information
acknowledged problems

4) Translate the following sentences into Russian:

5) Match the words which are close in their meaning:

6)

1. He wanted to drive home the point that the team can’t afford to

lose another game.

Nownk v

Let me jot down your number.

I caught a feeling glimpse of them as they drove past.
The cafe’s decor is clean and contemporary.
The professor wants an outline of our essays by Friday.

The body of the report was submitted in due time.

We have a lot of empathy for those who are having hard times.

advisable recognized
contemporary recommended
wise cursory
fleeting reasonable
acknowledged current
Match the words having the opposite meaning:
wise antiquated
advisable renounced
contemporary improper
fleeting foolish
acknowledged permanent

7) Complete the sentences (conclusion; outline; body; rely on; advisable;
Jjot down):

1. The
to the

of the speech presents the evidence which leads

2. Having gathered the material you need, you must prepare an



304 CHAPTER lIl. SPEAKERS AND SPEECHES

3. Don’t your memory.
4. As you think of ideas or examples you want to use,
them somewhere.

8) Explain the grammatical structure of the sentences. Use it in sentences
of your own:

1. Having gathered the material you need, you must prepare an
outline.

2. The conclusion summarizes the evidence, pointing out what it
means to the audience.

9) Insert prepositions where necessary (of; fo; on; down):

to rely smth. to involve smth.

to jot smth. to lead smth.

to apply smth. to be submitted smth.
an article smth. to go on smth.

to contain smth. to be interest

10) Write the words with correct negative prefixes (in; un; ir):

regular, advisable, successful, appropriate, wise, contemporary.

11) Answer the following questions:

1. What is your next step after determining the objective and the
approach?

Why is it advisable to start making notes?

Why is it useful to clip newspaper articles?

What does the process of writing a speech involve?

How many parts does the outline for a speech have?

What should the opening include?

What does the body of the speech present?

In what way should the conclusion be written?

NN LD

12) Can you explain the following?

Many of our best ideas are no more than fleeting mental fleshes that
are quickly croweded out by more immediate problems.

13) Write down 3 sentences summarizing the contents of the text.

14) Render the following text in English:
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Huxkoeda ne nedoouenusaiime cuuy «HeeepoaabHo20» 00UeHUS

OOMMpHBIE MCCIIEIOBAHUS TTOKA3aJIN, YTO XXECTUKYJISIIINS Y MU~
MMKa IOHOCSIT HanboJiee 3aIToOMUHAIOLIYIOCS MH(HOPMALIUIO, KOTO-
pyl1o MoJIyyaeT ayauToprs U KOTOpoii oHa BepUT. B yacTHOCTH:

® CJIOBA IPEACTABJISIIOT JIUIIb OKOJIO CEMU ITPOLIEHTOB TOT'O, UTO
3alIOMUHAETCS ayIUTOPUU U BHYIIAET €ii TOBEepUE;

® Ha royoc (TOH, BEICOTAa TOHA W WHTOHAILIWS) TIPUXOTUTCS
38 mpoI1IeHTOB BallIMX KOMMYHUKAIIMOHHBIX YCUIIWIA,

® KEeCTUKYJISIWS 1 MUMHUKa 00ecIieuynBaeT 55 MpoLEeHTOB Ba-
11IeT0 MOTeHLIMaja OOLIEeHUS.

XOTs1 3TO BEPHO JIJ1s1 MIOBCEAHEBHOTO 001IeHUs, 9(P(PEKTUBHOCTh
M HEMOCPEACTBEHHOCTb 3JIEKTPOHHOM MPECChl MOBHILIAIOT 3HAYU-
MOCTb «HeBepOaTbHOTO» OOILIEHNS, a BMECTE C HUM U €TI0 UCHOJIb-
30BaHMUS.

ZKecThl 1 MMMMKa BKJIIOYAIOT ITO3Y, TO, YTO BHI JeJIaeTe C pyKa-
MU, KaK XXECTUKYJIMpPYeTe U UCITOb3yeTe MUMUKY. [Tojie3Ho nmpoBo-
JUTh pa3idyyde MeXay TeM, KakK Ballle JIMLO AefCTByeT OYKBaJIbHO B
KayecTBe opydausi OOILEeHUs, U TeM, KaK OCTajlbHasl 4YacTh Ballleii
MUMUKHU YKperuisieT (Win ocnadsieT) 3¢ dexT ooueHus.

Text D

Drafts

The next step is to write a rough draft for the speaker. The speaker should
use this draft to add new thoughts, cross out copy that doesn’t seem to fit and
rewrite sentences to reflect his or her vocabulary and speaking style.

Don’t feel rejected if the first, second, or even third draft comes back in
tatters. It is only through this process that the speech becomes a natural
expression of the speaker’s personality.

The process just described delineates the ideal. The most successful
speakers take the time to work with their speechwriters. Unfortunately,
however, too many executives fail to understand this simple concept.

A report prepared by one of public relations agencies discussed several
reasons why business people have trouble explaining themselves to the public.
The report noted:

All too often the chief executive expects a speech to a appear magically
on his desk without any contribution on his part. He feels too busy to give
the speech the attention it deserves. In the end, he becomes the victim of his
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own neglect. He stumbles through a speech which, from start to finish, sounds
contrived. And then he wonders why nobody listened to what he said.
Words. A speech talks to listeners, not at them. Your choice of words can
either electrify an audience or put it to sleep. As somebody once said, “The
best idea in the world isn’t worth a damn if it cannot be expressed well”.

O Vocabulary:
fit — mooxomuro
reflect — oTpaxaTtb
in tatters — pa3OuThIN BApeOe3ry; YHUUYTOXEHHbIN
delineate — n300paxaTh
stumble — 3anMHAaTHCSI, OLINOATHCS
contrived — HeeCTECTBECHHBIN, NCKYCCTBCHHBIM
contribution — BKJ1az

Exercises

1) Find the English equivalents in the text. Use them in sentences of your
own:

YepHOBOI HAOPOCOK; CTWJIb PEUM; OTBEPTHYTHIN; BhIpakeHUe WH-
JIVBUIYTPHOCTH TOBOPSIIIETO; B KOHIIE KOHIIOB; CO CTOPOHBI K.-JI.;
3acyyXuBaTh; KepTBa; MpeHeOpekeHue; ¢ Havyasa 0 KOHIIA.

2) Find the words in the text which describe or mean the following:

1. ruined or badly damaged —

2. to have the qualities, experience etc. that are appropriate for a
particular situation, job etc. —

3. to show or be a sing of a particular situation, idea, or feeling —

4. todescribe or draw smth. carefully so that it is easy to understand —
5. to stop or make a mistake when you are reading to people or
speaking —

6. seeming false and not natural —

3) Translate the following sentences into Russian:

1. After the war, the country’s economy was in tatters.

2. We wanted an experienced journalist, and he fit the bill.

3. The poll result reflect widespread anxiety about the economy.

4. This book delineates the differences between urban and suburban
schools.
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5. He stumbled through his speech.
6. The script is contrived and unbelievable.

4) Match the words which are close in their meaning:

307

rejected incomplete
successful dismissed
contrived disregard
reflect artificial
rough thriving

5) Match the words having the opposi

te meaning:

successful precise
contrived observance
rough accepted
neglect natural
rejected failing

6) Complete the following sentences (contrived; in tatters; a rough draft;

delineates; stumbles through; draft):

1. The process just described

the ideal.

2. He a speech which, from start to finish, sounds

3. Don’t feel rejected if the first, second, or even third

comes back .
4. The next step is to write

for the speaker.

7) Explain the grammatical structure of the sentence. Use it in sentences

of your own:

It is only through this process that the speech becomes a natural
expression of the speakers personality.

8) Can you explain the following?

1. A speech talks to listeners, not at them.
2. The most successful speakers take the time to work with their

speechwriters.

9) Translate the following item into Russian:
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Here are some tips about wording:

e Use personal pronouns like “you” and “we”. This makes the
talk more conversational and lets your listeners know that you are
talking to them.

® Avoid jargon. Do not talk about the “acquisition range” of an
F-16 jet fighter — talk about an F-16 jet that can shoot down another
plane 10 miles away.

e Don’t use long figures. Don’t say “243,629,384 Americans”;
say “more than 240 million Americans”.

e Use simple words to communicate. Don’t say “print media”
when you mean “newspaper”. Don’t say “perish” when “die” says
the same thing. Don’t say “possess” when “have” is what you mean.

e Use active verbs. Say “I think” not “it is my conviction than...”
® Avoid modifiers such as “very” or “most” — these are crutches.

® Avoid empty words such as “of the nature of”. Instead, say
“like”. Don’t say “in the event of” — say “if”. Don’t say “at that
point in time” — say “then”.

e Use short sentences. Don’t use clauses between the subject and
the predicate of a sentence. Don’t put a clause at the end of a sentence;
start a new sentence.

e Use direct quotes. You could say, “Here is what my friend Allan
said”, then quote him.

e Use questions — for example, “Does anyone know how many
refugees there are in the world today?”

e Use comparisons or contrasts. Compare exotic locales with
others that are familiar. (“New Zealand has about the same land area
as California, but it has only 3 million people as compared to
California’s 31 million.”)

Do you find these tips useful?

Can you think of any tips concerning the wording when writing
speeches in Russian?

10) Render the following text in English:
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Kax eecmu cebs 6 mpyonom unmepeoro?

IIpudepucusaiimecw enrasroeo npasuia:
He noddasaiimecy Ha NPOBOKAUUIO

HenpusTHbIe BOITPOCHI YaCTO BHI3BIBAIOT THEB M JXETaHUE OfIep-
XaThb Bepx Haf xypHanuctoM. Ho Bam cobecenHuk He Bpar. KypHa-
JIUCT — 3TO KaHaJl, MOCPEJCTBOM KOTOPOTO BBl 00IaeTeCh C ayiu-
topueil. Ecnu B mporpamme y4acTBYIOT U IpYTUe JIOAU, OTHOCUTECH
K HUM Kak K TapTHepaM I10 mepeaade, a He Kak K IMTPOTUBHUKAM.
KpuTtnueckue 3amedaHust CoO CTOPOHBI MOTYT BBI3BATh XeJTaHUE TO-
KazaTh cebsl, ToKa3aTh YTO-TO, YOSAUTD.

XKenaHue noGennTh B OOIIEHUH C KYPHAJIMCTOM — BEPHBII MTyTh
K nopaxxeHuto. Ho Baila 1iens — He mo0Gesa; Baiila 1ejib — MPOUH-
¢opMupoBath, BbICKa3aTh HEOOXOAMMbBIE UIEU U YOSTUTh.

«3acada»

Taxk MOXHO Ha3BaThb MHTEPBbIO, TPY KOTOPOM KYPHAJIUCT MbITa-
€TCH 3aCTaTh BaC BPACIUIOX HEOXHUIAHHBIM BOIIPOCOM I10 OYEHD Je-
JIMKATHOM M CIIOPHOI TeMe WU MpodiieMe.

B nmepByio odepenp Mpu 3TOM Bbl MOAYMAETE, YTO XKYPHAUTUCT
MbITAaeTCsl CIIPOBOLIMPOBATh Bac Ha obimnyaloliee 3asBiaeHue. Ecte-
CTBEHHasI peaKIiIUs TYT — «3aHSATh 000POHY»; OMHAKO KaKOM ObI IIPU-
ponHOI oHa HU ObLIa, ee cienyeT uzderatb. M mpexje Bcero He a-
BaliTe BOJIIO THEBY, HE MbITaliTeCh HAHECTU OTBETHHIN yaap. [loMmHu-
Te: BBl TOBOPUTE JIJIST ayTUTOPUM, a He 15T >KypHanucta. CoxpaHsiiite
OTKPBITOCTb — B M03€, B MUMUKE U CJI0BaX, — CTOUTE JU Bbl WU
cuaure nepes kypHaiauctoM. Cierka HaKJIOHUTECh BIIepe, YTOObI
BBIIJISIIETh HETIPUHYXIEHHBIM, MOAKPEIUISIATE YTBEPAUTEIbHBIE
OTBEThI €CTECTBEHHBIMU XECTaMU U YJIBIOAUTECH.

Baiire obastH1e ¥ HearpeCCUBHOE MPOSIBIICHUE YBEPEHHOCTH T10-
MOTYT BaM 00€30pyKHTh HE TOJIbKO HaIlaAaloIero Ha Bac XXypHaIu-
CcTa, HO U ayIUTOPHIO.

O6opoHSITeCh, HE MPOSBIIsiA 3Toro. [Ipn 00BICHEHNH yKa3aH-
HBIX OIIIMOOK M HeyAad YBSLKUTE UX C TPYAHOCTSIMU MPUHSTUS pe-
IIEHUM, CBI3aHHBIX C PA3BUTUEM Balllel OpraHU3alluu, U B Kaue-
CTBE WJUTIOCTpALIMU MEePevyucanuTe Boiroasl U notepu. Hampumep:
«ITono6HO M1060# OpraHU3alK, 3AHUMAIOLIENCS CJTIOXKHBIMU U CBSI-
3aHHBIMU C OOJIBIION CTENEHBIO PHCKA MPOOJIeMaMu, Mbl, KOHEUHO,
JOIMYCTWIM psif oninboK. Ho B TO xKe BpeMsi eiaeM Bce OT Hac 3aBU-
csIee, YTo0bl MX ucnpaBuTh. CKaxeM...»
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Jlydimum cpeacTBOM MPOTUB «3acalbl» SIBISIETCS] MOATOTOBKA.
3apaHee MPeaNnoIOKUATE, YTO BaM 3a1ayT TPYAHbBIE I CIIOPHbBIE BOIT-
pOCHI. 3aTeM IpoayMaiiTe KOHTPapTyMEHTHI M OObICHEHMS T10 JTI0-
0011 BO3MOXHOI IeTMKATHOI TEME.

Text E
Helping the Speaker

In addition to writing the speech to suit the speaker, there may be a need
for coaching. Whether the speech is memorized, partially read, or read
entirely, it should be voiced enough times for the speaker to become familiar
with it and to permit improvements in its delivery. Tone of voice, emphasis
given to certain words or phrases, pauses, gestures, speed — all are important.

Some speakers prefer to have certain phrases underlined and to have
detailed cues in the script such as “pause”, “look at audience”, and “pound
on lectern”. Others don’t want such cues. It is a matter of individual
preference.

Typing format is also a matter of personal preference. Some people prefer
double spacing; others want triple spacing. A few like to have the speech
typed entirely in capital letters, but most prefer the normal format that is
used to present most material that is to be read. There are also speakers who
like to have capital letters used in the words that are to be stressed. Any of
these format is acceptable if the speaker likes it that way.

The speaker should be sufficiently familiar with the prepared text to permit
abridgement on brief notice. It is particularly important for a speaker at a
Iuncheon meeting. All too often, the meal is served late or the group takes an
excessive amount of time discussing internal matters or making general
announcements, leaving the speaker far less time than originally planned.

The same thing can happen at an evening banquet. The awards ceremony
takes longer than expected and the speaker is introduced at 9.15 p. m., three
hours after everyone has sat down to dinner. In this instance, the most applause
is for the person who realizes the hour and makes a five-minute speech.

O YVocabulary:
coach — penerupoBarth; TPEHUPOBATh
partially — yacTuyHO
voice — MPOU3BHECTH
delivery — npousHeceHue (peun)
cue — TojacKasKa
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pound — ynapuTh

lectern — monuTp, TpuOyHa, Kadeapa

double, triple spacing — IBOiTHO#, TPOMHOI MHTEpPBaI

capital letters — 3armaBHBIE OYKBBI

abridgement — coxpaieHune

on brief notice — 6e3 IMTOATOTOBKM; B CPOYHOM TTOpsinKe; O0e3 3a61a-
TOBPEMEHHOTO MPEaYIIPEKICHUS

Exercises
1) Find the English equivalents in the text. Use them in sentences of your
own:
HEOOXOIMMOCTD Y.-J1.; 3alIOMUHATh; YIYYIIeHUs ; TOAYePKIBATh;
MOAPOOHBIN; MPUEMJIEMBIiA; CJIMIIIKOM YK 4aCTO; BHYTPEHHUE TTPO-
GJIeMBI; JIeNiaTh OObSIBICHUST; HAMHOTO MEHbIIIe BpeMEHHU; OaHKET;
LIEPEMOHUST HAaTPaKACHUS; B 9TOM CIydae.
2) Find the words in the text which describe or mean the following:

3)

4

1. aword or action that is a signal for smb. to speak or act in a play,
movie etc. —

2. a letter in the alphabet written in the large form, for example at
the beginning of a sentence or smb.’s name —

3. the amount of space between each printed letter, word, or line on
a page —

4. shortening of a book, play etc., keeping its basic structure and
meaning —

5. without giving much warning —

6. a piece of furniture that you stand behind when giving a speech,
teaching a class etc., that is like a tall desk with a sloping surface for
putting an open book or notes on —

Translate the following sentences into Russian:

She stood nervously in the wings waiting for her cue.
Please fill in your name and address in capitals.

It’s an abridged version of the novel.

We were ready to leave on brief notice.

He jumped up, pounding on his desk in anger.

NS

Match the words which are close in their meaning:
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prefer prodigal
acceptable inconclusive
partial beseem

suit admissible
excessive favor

5) Match the words having the opposite meaning:

suit complete
prefer insufficient
acceptable dissatisfy
partial unwelcome
excessive dislike

6) Complete the following sentences (brief notice; capital letters;
abridgement; spacing; voiced; partially):

1. Some people prefer double .
2. A few like to have the speech typed in
3. The speaker should be sufficiently familiar with the prepared text

to permit on .
4. Whether the speech is memorized, read, or read
entirely, it should be enough times.

7) Explain the grammar structure of the sentences. Use it in sentences of
your own:

1. The most applause is for the person who realizes the hour and
makes a five minute speech.
2. Some speakers prefer to have certain phrases underlined.

8) Insert prepositions (with; to; for; on, in):

addition smth. to dosmth. brief notice
to suit smb.
a need smth. to sit down dinner
to become familiar smth. this instance

9) Write questions to the following answers:

1. ? Yes, there may be need for coaching.
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2. ? Some speakers prefer to have detailed
cues in the script.

3. ? No, others don’t want such cues.

4, ? Typing format is a matter of personal
preference.

5. ? The speaker should be familiar with

the prepared text to permit abridgement on brief notice.

10) Speak on the following points. Try to illustrate them with your own
examples:

1. Speechwriting is a difficult, prestigious, and important job for
public relations people.

2. To write a good speech, you must know the audience and the
speaker.

3. Jointly, you and the speaker must establish a clear objective, an
effective approach, and a sound strategy.

4. You must get the facts, organize the speech, and prepare as many
drafts as are needed to end up with a speech that will please the speaker
and be effective.

5. When the speech has been written, you must help the speaker
rehearse the speech and reach the audience.

11) Render the following text in English:

BonbIIMHCTBO JI0Iel TOTOBUTCS K ITYOJIMYHBIM BBICTYTUIEHUSIM.
Ho B oyinumie OT HUX OMBITHBIN OpaToOp PENETUPYET U OIMpPEnesieT
MPOAOKUTEIBHOCTh CBOMX 3aME@UaHUI BCIIYX.

Peneruiiusi c mpouteHreM 3aruceii BCIyx oMoraeT ooecrneynTb
pPOBHOE 0e3yNpevHOe BHICTYTLIEHUE U UCTIOIb30BaTh BAsKHYIO METO-
MKy BepOaTbHOTO U HEBEPOAIBHOTO ODILIEHUS.

Takas peneTU1IMS TTO3BOJIUT TAKXKe YTOUHUTH U Pa3bsICHUTD UIEU
U TIPETIOJHECTU UX BBIPA3UTEJIBHO U C COOTBETCTBYIOLIC MHTOHA-
uueii. Bee aTo XenaTenbHO U IS BBICTYAIONIETO, U ISl YeJIOBeKa,
JAIOIIETO UHTEPBbIO TIpecCe.

ITockosibKy MBI YUTaeM Mpo ceds1 ObICTpee, YeM MPOU3HOCUM,
cJIeyeT OTPEreTUpPOBaTh YTEHUE BCIIYX U cIeJIaTh XPOHOMETPaxk Ba-
LIUX TTOMETOK, YTOOBI OMPENETUTh TOUHYIO MPOAOJLKUTEIBHOCTD
BBICTYIUTEHUSI U CKOPPEKTUPOBATh €r0 C YIETOM BBIACIEHHOTO Bpe-
MEHU.
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BaxHo Takxke oTpeneThupoBaTh BLICTYILIEHHE C UCTOJIb30BAHU-
eM Tesecydiiepa, eclii OH OyIeT B XOI¢ BHICTYIUICHUS.

Penetuinio MOXXHO 3aMMChIBaTh Ha BUAEOIIEHKY JJIsI TTOCTEAy-
IOLIETO aHAJIM3A.

BaxxHo Takxke mpeaycMOTpeTb BO3MOXHbIE BOITPOCHI ayIMTOPUN
WIM UHTEpBbloepa. UX MOXHO pa3ienTh Ha TpU KaTeropuu: opu-
1MajibHasl TeMa BBICTYIIJIEHUS WJIM MHTEPBBIO, CBSI3aHHbIE C HEW 10-
TIOJTHUTEJIEHBIE BOIIPOCH M TeMBI, KOTOpBIe (KaK BBl HaleeTeCh) He
OyayT 3aTparuBaTbCsl MO MPUYMHE UX CHOPHOCTU MU LIEKOTIMBO-
CTH.

CienyeT IMOATOTOBUTD TAKKE COOOIICHMS ITO3UTUBHOTO XapaK-
Tepa, KOTOPBIE BBl XOTUTE JOHECTU OO0 ayautopuu. OTpereTupyiire
OCHOBHbIE€ MBICJIU TaK, YTOObI TPOU3HOCUTDH UX €CTECTBEHHO.

TToroBopuTte ¢ MHTEPBLIOEPOM WUJIM BEAYILIMM 3apaHEE, YTOOBI Bbl
00a MOTJIM MOATOTOBUTLCS K Tepeaayve.

BoisicHuTe y HEro TeMy M MoAXo[ K Hell. bes nuiiiHeil Ha30MIm-
BOCTU TOMBITATECh Y3HATh, B KAKOM HampaBJIEHUH UHTEPBbIOED
XOueT BecTu beceny ¢ BaMU U COOUPAETCS JIM OH MOJHMMATh KaKue-
JIMOO CIIOpHBIE WU JIeJuKaTHbie mpobseMsbl. [IpeaiiecTByonias
MHTEPBbIO Oecena JaeT BO3MOXKXHOCTbD JIydllle TTOYYBCTBOBATh XYyp-
HaJMCTa KaK JIMYHOCTb U YCTAHOBUTH C HUM HEKOTOPYIO OJIM30CTh.

B utore BBl ocnaburte HampsikeHue, OyaeTe YyBCTBOBATh CeOsl
KOMMOPTHO 1 BBITJISIIETh PACKOBAHHBIM.
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[TIPUTOXKEHUE
APPENDIX

IMaNIory U TeKCTbI
NS ayanpoBaHus

ASSIGNMENTS
Part |. DIALOGUES

Ne 1

Listen to the conversation between Sue and Bill. Are the following
statements correct?

It’s not necessary for Sue to go to the meeting.

She has to telephone John.

Bill has to go to the meeting.

Sue mast present the report to the meeting.

Fred thinks it is not necessary for him to have the report.

kL=

Ne 2

A customer is making arrangements with a phone company. Listen to
the dialogue and answer the questions:

1. When will the conference take place?

2. How many invitations will be sent out?

3. How many phones do they need?

4. Why don’t they need faxes or modems?
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Ne 3

Complete the following conversation using the words from the box below:

effective newspaper campaigns
advertisements agency sold
copies customers
A: The company have more than one million
of their new CD ROM.
B: And how have they reached their ?
A: They’ve placed a lot of in newspapers. Have you ever
tried advertising?
B: No. We’ve never found it . But we have used an advertising
for about three years. And they’ve developed some good
for us.

Listen and check your answers.

Listen to the dialogue and answer the following questions:

1. Are they discussing financial problems?

2. What do they want tables for?

3. Do they want to have an overhead projector and sound system
installed?

4. Who is going to check their work?

5. What is the capacity of the room?

You are going to listen to a manager from a market research company.
Listen to her talk.

What type of newspaper is most widely read, and what type does she
recommend advertising in?

Write down all the numbers you hear. Reproduce the phrases in which
they are used.
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Ne 6

Ne 7

Ne 8

Ne 9

ASSIGNMENTS

You going to hear some people talking about things that happen at
meetings.
Decide which are the worst things and which don’t really matter.

Listen to the conversation about making arrangements for a presen-
tation. Reproduce it in indirect speech.
Think of a similar dialogue of your own.

You’ll hear part of a business discussion. Listen and describe in details
what things should go into the preparation of the presentation and in
which order.

The following words can be of use: objectives, to achieve, the audience,
the content, to work out, to collect information, to decide on a
structure, visuals, graphs.

Listen to the dialogue and put a tick (V) next to the right statements.
Correct the wrong statements.

Elizabeth Cortes is the guest speaker for the Welcome Luncheon.
She’s flying from New York.

She’s flying on Wednesday morning.

Professor Lingwood is going to speak on Friday.

She’s going to speak about Trans European Road Networks.
Professor Dernier is not coming.

He’s ill.

Nk L=

No 10

Brigitte has just come back from the conference in New York. Her friend
is asking her experiences. Imagine her possible answers. Your teacher
will pause the CD after each question for you to suggest suitable replies.
Make use of the clue words: then you’ll be able to hear Brigitte’s actual
replies.

A: Brigitte, hi. Welcome back. Did you have a good trip?
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B: (great)
A: So what was New York like?

B: (noisy, exciting).

A: Yes, everybody says that. What was your hotel like?
B: (small, clean, convenient, two minutes’ walk).

A: How was the conference?

B: (friendly, useful contacts).

A: And what were the presentations like?

B: (a little boring).

A: You didn’t!

B: (the only negative thing, a fantastic visit).

Part Il. Texts

Pre-listening task

The following words and phrases are in the text you’re going to listen to:
event — MEpOIPHUSITHE

vital tools — BaxkKHBIE CpeaCcTBa

value —I1IeHHOCTb

participate — y4acTBOBaTbh, IPUHUMATh YIaCTHE

era — spa

information overload — meperpy:keHHOCTh UH(pOpMAaLIMEi
convention — coBeIllaHKue, KOH(PEPEHIINS, CUMIIO3UYM

attendee — y4aCTHUK; TIPUCYTCTBYIOLIMIA

ice-cream parlor — kKade-mMopoxkeHoe

on the scale — B Macira6e

variety — pa3HooOpa3ue

limitless — HeorpaHMYEeHHBIH

applied to — IpuMeHUM K

defined objectives — ompeneneHHbIE LEAN

contribute to smth. — BHOCUTb BKJIaJ, BO 4.-JI.; TOOABIISITh K 4.-]1.
essential — cyIIecCTBeHHBI

timing — BBIOOp BpeMEHM; paclipeesieH1ue 10 BpeMeHU!
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logistics — JTOTHCTHKA; MaTePUATbHO-TEXHIIECKOE CHAOXKCHME
down to — BIUIOTH 10

comprehensive — pa3HOCTOPOHHUM, KOMILIEKCHBIN, BCEOOBEMITIO-
005071

make a thorough analysis — mpon3BecTH TIIATSIBHBIN aHAIA3

tax — HaJior

gratuity — 4yaeBbIe

meal cost — pacxonbl Ha eny

be in charge — oTBedyarth 3a 4.-JI.; OBITh OTBETCTBEHHBIM, PYKOBO-
IIUTh

inherent — HeOTbeMJIEMbIN, TTPUCYIINI, CBOMCTBEHHBIN

Comprehension check

Listen to the CD and answer the questions:

1. What is the greatest value of meetings and events?

2. Why are they more important now than ever before?

3. How can you describe a meeting or an event?

4. Can you give principles inherent in all gatherings? Name some of
them.

Pre-listening task

Make sure you understand the following words and phrases:

respite — TiepeabIlKa

civic club — HekoMMepUecKuii Kiyo

involve — BKJIIOYMTh, BOBJIEKATh

conferees — ydacTHUKM KOH(bEPEeHIIMN; COOpaBILIKECs, TPUCYTCTBRY-
1o111e

fall into two basic types — aeisTcs Ha Ba OCHOBHBIX BUIa

the people present — NMpUCyTCTBYIOLINE

rigid — cTporuii; XecTKuii

Suit — MOAXOAUTh, OBITh MPUTOAHBIM

problem solving — pa3pelnieHue mpooaeM

relatively — oTHOCUTENBHO

visualize — OTYETIUBO MPEACTABISATH ce0e; MBICJICHHO BUICTh
handful — ropcTka; MajaeHbKas TpyIa

appropriate — TOAXOOSIINI, COOTBETCTBYIOLLIMIA
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Ne 3

imparting — nepeaaya (MH@oOpMaIMK); COOOLIIEHNE
content — CyTbh; coepXKaHue

ridiculous — cMeXOTBOPHBI

acceptable — mpuemMeMblii

Comprehension check

Listen to the CD and answer the questions:

1. Can you prove that having meeting seems to be part of human
nature?

2. How can you define a participation meeting and a listening
meeting?

3. What is typical of committee meetings?

4. What are listening meetings appropriate for?

Pre-listening task

Read the following words and phrases and their translation carefully:

cover — OXBaTUTh

facilities — cpencrBa

run — pyKOBOIIUTH, YIIPABJISATh; BECTH (Z€sa)

get people to attend — 3acTaBUTH JITOIEH IPUCYTCTBOBATH (ITOCETUTh)
agenda — moBecTKa JHS

notification of attendees — yBemoMJieHHe YYaCTHUKOB BCTpeUUu
extensive — OOIIMPHBIN

be scheduled — OBITH 3aIJTAHUPOBAHHBIM

invitees — TpurialieHHbIe

schedule — rpacduk, pacnucaHue, riaH

commitment — 00S3aTeJIbCTBO, OOEIIaHNe

eve — KaHyH

avoid — m30eraThb

availability — AOCTYITHOCTb, HaJIMUUE

advance reservation — TpeIBapuTeIbHBIN 3aKa3, OpOHUPOBAHUE
imperative — HaCTOSITEJIbHBIN, 00s13aTeJIbHbIN

site — MecTo (ISt MPOBENEHUST BCTPEUM )

length — MIUTENBHOCTH, MPOAOIKUTEIBHOCTD

resist — CONMPOTUBIATHCS

have a major effect on smb., smth. — okazatb O0JbIIIOE BAUSHUE HA
K.-JI., 4.-JI.
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preempt — 3aBjiaeTh paHbllI€ APYTUX; EPEXBATUTh, EPEKYITUTh
community calendar — rpacuK mpoBeaeHUS OOIIECTBEHHBIX MEPOII-
PUSITUIA

Here are a few sentences from the text. Read them and fill in the gaps
with the given words (be scheduled, avoided, extensive, eves, length,
imperative, advance):

1. For a large and more formal meeting, the preparation must be
and detailed.

2. The meeting must at a time that is convenient for the

people who are to attend.

3. Weekends, Monday mornings, Friday afternoons, holiday

, and busy seasons should be .
4. The of the meeting is another factor.
3. reservations are

Comprehension check
Now listen to the CD and check your answers:

What questions must every plan consider?

What days shouldn’t the meeting be scheduled for?
Why might people resist to attend a meeting?
What should you do to avoid possible conflicts?

bl ol

Pre-listening task
Discuss the following questions in groups:

1. Where do you think the meeting can be held?

2. Who can be in charge if the meeting is held in a school, in a hotel?
3. What do you think is the best seating arrangement for the audience
during the meeting?

The following words can be of use:

on the premises — Ha TEPPUTOPUU; B TIOMEIIIEHUN

the person in charge — 110, OTBEYaoIIEe 32 U.-JI.; TUI0, KOHTPO-
Jpyloliee 4.-JI.

catering manager — MeHeIXep IO OOCTY>KUBAHUIO



PART II. TEXTS 323

Ne 5

superintendent — 3aBeTyIOITUIA

custodian — orekyH

minister — CBSALLIEHHUK

priest — CBSAIIICHHUK

nonprofit group — o0IIecTBeHHAsI TPYIIa, OPTaHN3aIUsI
eligible — moaxomsuit, XXenaTeTbHBIN

failed to draw — He ynmajioch mpuBJIeYb

ranging in size — BapbUPYIOIIMXCS MO pa3Mepy
directional arrows — cTpeJbl, yKa3bIBalOIIe HAIPaBICHNS; yKa3a-
Teu

conspicuous — 3aMeTHbBIN, BUAUMBIIA

seating — pa3MeIIcHNe

hand out — pa3maBath, BHIIABaTh

designed for — npemHa3HaYeHHBIN

TOW — psIIT

facing — nmuiiom K

designate — Ha3HayYaTh

Comprehension check
Listen to the CD and answer the following questions:

1. What will you have to do if the meeting is to be held at some outside
location?

2. Why must the meeting room be the right size for the expected
audience?

3. What should be done for the audience to find the room?

4. What is the best arrangement for a small group and for a meeting
where the audience may wish to take notes?

5. What kind of meetings are best served by “theater” seating?

6. Why are large meetings broken into discussion groups?

Pre-listening task
Here are the words and phrases which can help you understand the text:

invitation — npuriaiieHue
internal — BHyTpeHHUIt
adequate — COOTBETCTBYIOIINIA, aIeKBaTHBII
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external — BHEITHUIA

require — TpeOOBaTh

fit the meeting into their schedules — BKJIIOUNTL COOpaHKME B CBOE
pacrmcaHue

lead time — TTOATOTOBUTEIBHBIN TIEPUOLT

highlight — ocHOBHOi#1 MOMeHT; (bakT

worthwhile — cTosmmii, UMEIOIINIA CMBICTT

parking facilities — ITOIIamKY ST CTOSTHKY aBTOMOOWIIEH
reply/return card — Bo3BpaTHasl KapTOYKa; KapTOYKa ISl OTBETA
to have people attend — 3acTaBUTb JTIOAEH MOCETUTH

check — mpoBepuThH

greeting — IIpMUBETCTBUE

in order — 1O perylaMeHTy

opening remarks — BCTYIIUTEIHLHOE CIIOBO

identification — ormo3HaHue; NAeHTU(DUKALIVS

customary — OOBIUHBINI, TIPUBBIYHBIN

check the names against the invitation list — IIpoBepUTh MMEHA TI0
CITMCKY TPUTJIAIIEHHBIX

plain — mpocToit

Comprehension check

Listen to the CD. Put a tick (V) next to the right statements. Correct
the wrong ones:

1. For external groups invitations are necessary.

2. Three or four months is a common lead time.

3. A map showing the location and parking facilities is advisable.

4. Where hundreds of people are expected, a personal welcome is in
order.

5. If the group is large, registration and identification is highly
informal.

Answer the following questions:

1. Why should invitations go out in advance?

2. What rind of information include?

3. Yow should invitees be greeted?

4. Are registration and identification formal or informal?
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Pre-listening task
In group discuss the following statements:

1. Speakers must be chosen because of their expertise, their crowd-
drawing capacity, and their speaking ability.
2. Many prominent people are simple not effective speakers.

Make use of the following words and phrases:

listing — mepeuyeHb, CIIMCOK

purpose — 1eJib

chairperson — mnpeacenaresib COOpaHUs

keep discussusion from wandering — cJIeAUTh 3a Te€M, YTOOBI 0OCYXK-
JEHUST He OTKJIOHSIIMCH OT TeMbI (BEJUCh IO TeMe)

persuade — ybexnaThb

celebrative or commemorative occasion — TOPKECTBO 0 CJIydalo
Mpa3IHOBaHUS WIK B MAMSTh O COOBITHI

trite — GaHaJIbHOCTh

boring — ckyka

last-minute changes — u3MeHeHMs, CIeJIaHHbIC B TTOCJIEIHIO MHU-
HYTY

in advance — 3apaHee

expertise — KOMIIETEHTHOCTh

crowd-drawing capacity — cnmocoOHOCTb MpUBJIeKaTh BHUMaHUE
aynuTOpUU

prominent — MU3BECTHBI, BBITAIOIINIACS

make sure — yI0CTOBEPUTHCS

confirmation — noaTBepXXaecHUE

commitment — 00g3aTeJIbCTBO, OOEIIaHNE

specifics — yTouHeHMUs; CrieliMabHbIe COOOIIEHMS

reminder — HallOMUHaHUE

available —IOCTYIIHBINA, HAXOOSIIUICS B HATUUUUA

Comprehension check

You will hear a few points concerning programs and speakers. Listen
and answer the questions:

1. What are the two meanings that the word «program» has?
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Why is it necessary to have a chairperson?

What does the printed program usually list?

What kind of speakers should be chosen?

. What steps should be taken to remind the speaker about the
meeting?

6. What is it necessary to do if the speaker is coming from out of
town?

Nk e

Pre-listening task
Look at the following list of words:

convention — KOH(MepeHIIUs, CUMITO3UYM

enjoy recreation and social interchange — ToIy4aTh yIOBOJIBCTBUE
OT OTHBIXa (pa3BJICUCHUIT) M CBETCKUX MEPOIIPUSITUIA

fraternal — ©parckuit

widespread — IIMPOKO pacpoCTpaHEHHbIN

give consideration to smth. — y4uTBIBaTh 4.-JI., paCCMaTPUBaTh

in advance — 3apaHee

scheduled date — 3amaHupoBaHHas HaTa

several years ahead — 3a HECKOJIBKO JIET BIIEpeT

timing — BBIOOP BpeMeHM

location — BBIOOp MecTa

facilities — ymobcTBa

exhibits — cTeHIbI

attendance — aynuTtopusi, myoJmnka

convenient — ynmoOHBbIN

avoid — u3beraThb

peak work periods — BpeMsT HanOOJIBIIEH 3aTPy>KEHHOCTH pabOTOM
appropriate — ITOIXOISIINI

after harvest — Bpemst TTociie cbopa ypokast

preholiday periods — mpemoTmyckKHOe BpeMsI, BpeMsI IIepell OTITyC-
KOM

retailer — JJaBOYHWK, PO3ZHUYHEII TOPTOBEILT

midwinter — cepenrHa 3UMBI

deal with smth. — umeTn neso ¢ 4.-11.

imperative — 00s13aTeIbHBINA, HACTOSITEJILHBIN

convenience — yn1o0CcTBO
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Think of your own sentences with them concerning the planning and timing
of conventions.

Comprehension check
Listen to the CD and answer the following questions:

1. What is the purpose of a convention?

2. Who are most conventions held by?

3. Name the main things that are involved in planning a convention.
4. What periods should the sponsoring organization avoid planning
a convention?

Pre-listening task
The following words and phrases are in the text you’re going to listen to:

recreation — OTAbIX, pa3BjeyeHUE

feature — xapakTepHas 4epra

range from... to — BapbHpPOBATHCS

get-together — BcTpeua, coop

formal dances — 0ajbl; oHIIMAaTbHBIC TAaHIICBAIbHEIC Bedepa
tournament — TypHMp, COCTSI3aHUE

sightseeing tour — 03HAKOMUTEJIbHAS TIOE3AKA

coincide with smth. — coBmamaTh ¢ 4.-J1.

regular — ouepeaHoOI

spouses — Cynpyru; Cynpyxeckas yeTta

would rather relax than listen — ckopee npeanoywin Obl OTAbIXaTh,
YyeM CIylIaTh

appealing — mpuBIeKaTeJIbHBII

concerted effort — cornmacoBaHHOe ycwine, IeiicTBIE
follow-up — KOHTpPOJIb CPOKOB MICIIOJTHEHUS ; TPOBEpKa
lower rates — Gosiee HU3KME LIEHBI, CTABKU

strenuous — HaIpPSKEHHBINA, TPEOYIOLIUI yCUTniA

a great many — 04eHb MHOTO

convey — JOCTaBJISITh

remote — OTHAJICHHBIN, YeAUHEHHBIN

provide with all essentials — cHaOIUTHL BceM HEOOXOIUMBIM
name tags — 3HaYKM, TaOJIMYKM C UMEHAMU
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set up — OpraHM30BaTh, YIPEAUTH

draw attention — IIpuBJIcKaTh BHUMaHHUE

major media — TJIaBHBIE CpeACTBA MAacCOBOM MH(pOpMAIIN
newsroom — 3aJI ISl XXypHAJINCTOB

equipment — obopynoBaHUE

Fill in the gaps with the words from the given list:

1. Recreation is of practically all conventions.

2. This may from informal to formal
dances.

3. Cocktail parties, golf , tours are among the
possibilities.

4. People arriving at the convention headquarters must be met,
registered, and all the essentials.

5. Anewsroom should be set up with telephones, fax machines, tables
and other needed

Comprehension check
Now listen to the CD and check your sentences.

Answer the following questions:

1. What recreational events may be planned for a convention?

2. What two things are required to get people to attend a convention?
3. Why is running a convention a strenuous job?

4. Should a message center or a newsroom be set up?

Pre-listening task

Read the following word and their translation. They’ll help you
understand the text:

open house — HeHb OTKPHITBIX ABEpeit

plant tour — 3KCKypcHsI 10 TIPSATIPUSITHAIO

develop favorable opinion — co3naTh 6JarONPUSITHOE BIIEUATICHUE
facilities — ymobcTBa

raw materials — cbIpbe, HeOOpaOOTaHHBIN MaTepral

finished products — roroBast mpoIyKIIUs

emergency facilities — oTneneHne cKopoii MOMOIIN
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diagnostic equipment — IMarHOCTMYECKOE 00OPYIOBAHUE
operating room — onepaoHHasT

patient room — majara Jjisi 00JIbHBIX

one-day affair — omHOTHEBHOE MEPOIIPUSITIE
attendance — rocelieHue

chooses to attend — xoueT MOCETUTH

unsatisfactory — HeyIoBIeTBOPUTETHHBIIN

one-day event — OTHOZHEBHOE MEPOIIPUSITHC
consumer goods — MOTPeOUTETHLCKIE TOBAPEI
thoroughly — TmiatensHO

employee — ciyKaIuii

coach — pereTupoBaTh, «<HaTaCKMBaThL», OTPAOATHIBATh
duty — 00s13aHHOCTD

rehearsal — peneTUIVS

imperative — HeOOXOIUMBIiA

Comprehension check
Listen to the CD and say if the following statements are true or false.

1. Open houses and plant tours are conducted to develop favorable
public opinion about an organization.

2. Open houses are usually one-month affairs.

3. Attendance is rarely by invitation.

4. An open house must be thoroughly explained and smoothly
conducted.

5. Rehearsal plus checking are not necessary.

Answer the following questions:

Why are open houses and plant tours conducted?
‘When are the results of these events unsatisfactory?
How long these events last?

‘What is the purpose of an open house or a plant tour?
How should employees be coached?

Al el

Ne 10
Pre-listening task

The following words and phrases are in the text you’re going to listen to:
promotional — CTUMYJIUPYIOLINIA, COACHCTBYIOIINIA
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primarily — B TiepByl10 o4yepenb

promote product sales — cocoOCTBOBaTh Ipomaxke (COBITY) IpPoO-
JYKIUK

visibility — 0030pHOCTb, BUIMMOCTh

raise money — cooupaTh IeHbI1

charitable cause — 6J1arOTBOPUTEIHLHOCTD

center on smth. = focus on smth. — KOHIIEHTPUPOBaTh BHUMaHKE
Ha Y.-JI.

consumer product — MOTpeOUTETbCKAS MPOIYKIIVS

retailing area — momanpb (paifoH), Ha KOTOPOU MPOU3BOIUTCS PO3-
HUYHas Tpojaxa

equipment — o0opyIoBaHUE

mall — ToproBas ynuua

downtown area — ILIeHTpaJIbHBINI, AEJIOBOI paiioH ropoja
throughout — 4epes, cKBO3b

retailer — Toprosel; B pO3HUILY

benefit — mosy4uTh BeIrOIY

running a promotional event — IIpoBeIeHNE MEPOIIPUSITHS IO CTH-
MYJMPOBAHUIO MOTpeOUTENEH

listed — BHECEHHBII B CIIMCOK, MepEUYUCICHHBIN

decorations — ykpalieHue, yopaHCTBO

lighting — ocBelieHue

entertainment features — ocobeHHOCTHU TIprueMa

through any news medium available — yepe3 j000e uMeroIIeeCs
CPENCTBO pacHpocTpaHeHUs HDOpMaLIUU

supplement — JOMONHATH

restrict — orpaHU4YMBAaThH

dealer — auiep; Toproseil

distributor — mOCTaBIIIMK; areHT I10 IIpoaaxe

in either case — B 11000M M3 ABYX ClIydaeB

frequently — yacto

rummage sales — pacrponaaxa cirydaitHbIX Beleid (0ObIYHO ¢ 61aro-
TBOPUTENHHOM 1IETBIO)

barbecue — 6apbeKIo, kapKoe Ha BepTeie

athletic events — cmOpTUBHBIE COPEBHOBAHUS

regardless of smth. — He3aBUCHUMO OT Y.-JI.

handle a crowd — ynpaBisTh TOJIOMI

varied — pa3HOOOpa3HbIi
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rely on the guidelines — moaraTbcsl Ha YCTAHOBKH (PYKOBOJISIIINE
yKa3aHUs)
adapt — mpUCIIOCOOUTH

Comprehension check
Listen to the CD and answer the following questions:

What are the events planned primarily to do?

What may the events focus on?

What arrangement does running a promotional event require?
How is the promotion announced?

What do the events involve?

NN =

SCRIPT
Part |. Dialogues

Listen to the dialogue between Sue and Bill.

Sue: I've got to go to a meeting. I must telephone John before I go.
You have to stay here.

Bill: Okay. Wait! You’ve got to take the report with you.

Sue: Why? Have I got to present it at the meeting?

Bill: No, but Fred wants it today. He said he must have it.

Listen to this excerpt from a telephone conversation.

Caller: Well, we’re having a conference in three months. I need some
phones.

Phone Co.: Fine. How many people are coming?

Caller: Well, we’re sending out 50 invitations this week.

Phone Co.: That’s fine. Are you hiring phones for everyone?

Caller: No, just about half, I think.
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Phone Co.: And do you need anything else, faxes or modems?
Caller: No, we’re not planning anything complicated.

Listen to this dialogue about effective advertising.

A: The company have sold more than one million copies of their new
CD-ROM.

B: And how have they reached their customers?

A: They’ve placed a lot of advertisements in newspapers. Have you
ever tried newspaper advertising?

B: No. We’ve never found it effective. But we have used an advertising
agency for about three years. And they’ve developed some good
campaigns for us.

Listen to this dialogue planning a meeting.

A: What type of equipment and furniture do you want for your
presentation?

B: Well, let’s have... um... four... no, no, five tables for our display.
Er... we’ll bring our own stands. Now, there’s an overhead projector
and sound system already in the room, I believe? Can you get some-
one to check it before we come, you know, to see that it’s working?
A: Oh, of course, the technician will be with you when you’re setting
everything up.

B: Yes, yes, that’s fine.

A: You say you’ve sent out the invitations, any idea how many people
there’ll be? The capacity for the room is about 50, but 40 is ideal.

No 5(A)

Listen to this excerpt from a business meeting.

FEva: I’ll begin straight away with a few of our survey result.

Roger: Yes, that’s fine.

Eva: O.K. The question we asked was: “Which of these types of
newspapers have you read in the last six months?” The most popular
choice was a daily newspaper. 65 percent had read a national tabloid.



PART I. DIALOGUES 333

Roger: Er, sorry. How many people did you survey?
Fva: Just under a thousand. And 4 percent had read no paper.

Ne 5(B)

Listen to this dialogue about directed advertising.

FEva: Tt doesn’t cost too much to advertise in the regional papers,
though the national papers have larger circulations.

Roger: So Eva, can I get this clear? Do you recommend we advertise
in the national tabloids?

Fva: No, I advise you to advertise in the papers that attract the right sort
of readers. We need to look more closely at the consumers. I suggest
you concentrate your efforts on weekly papers which older readers prefer.
Roger: You’re right. Older consumers have more money to spend than
the younger ones. There isn’t much point in advertising in papers that
attract the wrong groups.

Listen to this discussion about meetings.

A: What can go wrong at meetings?

B: Sometimes the participants aren’t sure what the purpose of the
meeting is. They often start to argue and then they get angry with
each other.

C: What often happens is that the chairperson dominates the group.
A: Yes, and sometimes the chairperson rushes through the agenda so
that the meeting can finish on time.

B: Well, lots of meetings I go to have no written agenda.

C: And very often not all the items on the agenda are dealt with.

Listen to this excerpt from a planning session.

A: Well, I suppose we’d better make a start. Shall we get down to
business?

B: Right. First of all can I confirm the time and date of the
presentation? It’s Saturday the 24" of October in the morning. What
time exactly?
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A: Well, on the invitations we’ve sent out we’ve said that the
presentation itself will start at 11.00 and go on till 12.30.

B: So you’ll need the room from about 10 till 2. Would you like us to
serve coffee beforehand?

A: Yes, yes, and drinks and snacks at the end.

B: Would it be better to have buffer lunch?

A: No, people who are invited won’t be expecting a free lunch, they
might think that’s overdoing it.

Listen to this dialogue about presentation preparation.

George: Let’s think about the preparation of the presentation. What
do you have to do to prepare it?

Sara: You need to make sure about your objectives first, so decide on
the objectives — what you want the talk to achieve.

George: Yes, but to do that you need to know about the audience —
their knowledge, what they want to know, everything like that.

Sara: Right. Then the third thing you have to work out is the content,
collect information, organize it, and decide on a structure.

George: 1 agree. Then once the structure is okay, you need visuals, and
graphs and that sort of thing.

Listen to this dialogue clarifying participant details.

A: So, we are nearly ready.

B: Right. Let’s just check the program.

A: Who’s the guest speaker for the Welcome Dinner?

B: Elizabeth Cortes.

A: How do you spell that?

B: C-O-R-T-E-S.

A: When is she arriving?

B: She’s flying from Boston on Wednesday morning.

A: What about Professor Lingwood? What time is she speaking on
Thursday?

B: She’s starting at two-thirty.

A: What’s she talking about?

B: TERN. Trans European Road Networks. It’ll be very interesting.
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A: What about Professor Dernier?
B: He’s not coming this year. He’s too busy.

No 10

Ne 1

Listen to this conversation regarding Brigitte’s trip.

A: Brigitte, hi. Welcome back. Did you have a good trip?

B: Yes, thanks, I did. It was great.

A: So, what was New York like?

B: Very noisy, but it’s an exciting city to visit.

A: Yes, everybody says that. What was your hotel like?

B: Well, my room was quite small but the hotel itself was very clean.
And really convenient — only two minutes’ walk from the conference
center.

A: How was the conference?

B: 1 loved it. People’re really friendly, and I made two or three very
useful contacts.

A: And what were the presentations like?

B: Well, actually, the talks I want to were a little boring, I fell asleep in
one of them.

A: You didn’t!

B: Yes, I did. But that was the only negative thing. Generally it was a
fantastic visit.

Part II. TEXTS

Meetings (1)

Meetings and events are vital tools of public relations. Their greatest
value is that they let the audience participate. In this era of electronic
communication, information overload and mechanical voices, there
is a real need for person-to-person communication. There’ve always
been meeting and events, but they are more important than ever before.

A meeting may be two or three people talking in a conference room
or an international convention with thousands of attendees. An event
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can be as simple as the opening of an ice-cream parlor, but it can also
be on the scale of the Olympics, where tens of thousands attend and
more than a billion watch on television.

The variety is limitless, and each meeting or event is different from
all others. Some common principles, however, can be applied to all
events and meetings.

There must be a purpose and defined objectives. What exactly is
supposed to happen and why? How does the event or meeting
contribute to organizational goals?

Detailed planning is essential. Timing and logistics, down to the
smallest detail, must be considered.

A comprehensive budget must be prepared. Far too many events
lose money because someone failed to make a thorough analysis of all
the costs. Taxed and gratuities, for example, can easily add 25 percent
to a basic meal cost.

Someone must be in charge. Committees are often involved, but a
committee cannot manage an event.

These guidelines are inherent in all gatherings.

Meetings (2)

Having meeting seems to be part of human nature.

Millions of meetings are held every day when one considers all the
meetings that take place at work. Most managers probably spend more
time at meetings than any other activity. Lunch and dinner don’t offer
much respite. That’s when thousands of civic clubs, professional
societies, and hobby groups have their weekly or monthly meetings.

Meetings may involve any number of participants, from two to
many thousands, but most fall into two basic types: participation and
listening. A participation meeting is one where the people present
discuss things. A listening meeting is one where the audience listens
to one or more speakers. The differences are not rigid. A participation
meeting may start with a talk, and a listening meeting may include
questions from the audience and general discussion of what a speaker
has said.

Participation meetings are best suited to discussion and problem
solving. Committee meetings are typical. Usually, they are relatively
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small and informal. It’s hard to visualize a meeting of a 1,000 people
discussing and solving a problem, but a handful or even as many as
30 can get results.

Listening meeting are appropriate for imparting information. The
conduct of the meeting is formal. The speech or speeches constitute
the main content of the program, and the audience is generally large.
Formal speeches to a group of 20 or 30 people are obviously ridiculous,
but they are quite acceptable to an audience of a 100 or more.

Planning

The size and purpose of the meeting dictate the plan. Every plan
must consider these questions: How many people will attend? Who
will attend? When and where will it be held? How long will it last?
Who will speak? What topics will be covered? What facilities will be
needed? Who will run it? What is its purpose? How do we get people
to attend?

A small, informal meeting may require only the preparation of an
agenda, selection of a meeting place, and notification of attendees.
For a large and more formal meeting, the preparations must be
extensive and detailed.

Timing

The meeting must be scheduled at a time that is convenient for the
people who are to attend. To find an appropriate day and hour, you
must know the proposed invitees, their schedules, and their
commitments. Weekends, Monday mornings, Friday afternoons,
holiday, and busy seasons should be avoided. Another factor is the
availability of a meeting place. Advance reservations are imperative.
The perfect site may not be available at the time selected, so a change
in time or place may be necessary.

The length of the meeting is another factor. People who may be
willing to attend a one-hour meeting night resist one that would last
half a day or more. The subject and importance of the meeting will
have a major effect on the potential audience’s reaction.

Another thing to consider is possible conflicts. You must be sure
that your proposed time has not been preempted by some other person
or organization. For internal meeting, you can check within the
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organization. For external meetings, it may be necessary to check the
community calendar and check with other organizations that might
want to reach the same audience you have selected.

Location

If the meeting is to be held on the premises of the organization,
the room can be reserved by contacting whoever is responsible for
such arrangements.

If the meeting is to be held at some outside location, you will have
to talk to the person in charge. In a hotel or motel, that person is the
catering manager. In a school, it may be the superintendent or
custodian; in a church, the minister or priest. Many firms have rooms
that are made available to nonprofit groups, so this possibility should
be considered if your organization is eligible.

The meeting room must be the right size for the expected audience.
If it is too large, the audience will feel that the meeting has failed to
draw the expected attendance.

If it is too small, the audience will be uncomfortable. Most hotels
and motels have a number of meeting rooms ranging in size from small
to very large.

Having selected a room, you must make sure that the audience
can find it. The name of the meeting and the name of the room should
be posted on the calendar of events. If directional arrows are needed
they should be posted in conspicuous spots.

Seating

For a small group such as a committee, the best arrangement is to
seat the participants around a table where everyone can see and be
seen.

For a meeting where the audience may wish to take notes, where
materials may be handed out or where they may wish to ask questions,
the seating should be of the “lunchroom” type, using long tables with
chairs on one side, facing the speakers.

Large meetings primarily designed for listening are best served by
“theater” seating. There are no tables, and the rows of seats are fairly
close together, all facing the speakers. Sometimes such meetings are
actually held in theaters or auditoriums.
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Occasionally, large meetings are broken into discussion groups.
Typically, the audience meets in one room, where the speaker states
the problem. The audience then moves into other rooms, where tables
seating eight or ten people are available. A discussion leader is
designated for each table. After the problem has been discussed, the
leaders gather the opinions, and the audience returns to the first room,
where the table leaders report the participant’s conclusions.

Invitations

For internal groups, an announcement of the meeting — time,
place, purpose, and who is to attend — should be adequate. For
external, groups — people who are not required to attend but whose
presence is desired — invitations are necessary. They should go out
early enough for people to fit the meeting into their schedules — three
or four weeks is a common lead time. The invitation should tell the
time, day, date, place (including the name of the room), purpose,
highlights of the program (including the names of the speakers), and
anything else that makes the meeting sound worthwhile. A map
showing the location and parking facilities is advisable. A return card
for acceptance of the invitation is sometimes used if it is particularly
important to have certain people attend. In such cases, it is necessary
to check acceptances and possibly phone those who have not replied.

Greeting

A representative of the sponsoring organization should be at the
entrance of the room. If the number attending is not too large, a
personal welcome is in order. Where hundreds of people are expected,
this isn’t possible, but the chairperson should green the audience in
his or her opening remarks.

Registration

If everyone knows everyone else, registration and identification
are highly informal, but if the ground is large, it is customary to have
a registration desk or table at the entrance. Here the names of arrivals
are checked against the invitation lists.

Ifthere is no invitation list and the present or absence of any of the
people who were invited is not important (as at a regular meeting of
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a club or association), the arrivals generally sing in on a plain sheet of
paper, and no one checks the membership list.

Program

At any meeting, the word “program” has two meanings. It is what
goes on at the meeting, and it is the typewritten or printed listing of
what goes on. For large meeting, the program should be printed.

The meeting must have a purpose. To serve that purpose, it is
necessary to have a chairperson who controls and directs the meeting,
introduces the speakers, and keeps discussions from wandering. It is
necessary to have speakers who will inform, persuade, or activate the
listeners. If the meeting is a celebrative or commemorative occasion,
the speakers must avoid the trite or boring.

The printed program that is handed out to the audience tells them
what is going to happen, when, and where. It lists all the speakers, the
time they will speak, coffee breaks, lunch breaks, and any other facts
they should know about the meeting. Because speakers may have last-
minute changes in their plans, the program should not be printed until
the last possible moment.

Speakers

Speakers should be selected early — several months in advance, if
possible. They should be chosen because of their expertise, their
crowed-drawing capacity, and their speaking ability. Many prominent
people are simply not effective speakers.

When a speaker has agreed to give a talk, it is essential to make
sure that the speaker gets to the meeting on time. Written confirmation
of the commitment, giving the specifics of time and location, is
desirable. This should be followed up with a reminder a day or two
before the meeting. Some public relations people go a step further
and phone the speaker a few hours before the meeting, just to make
sure.

If the speaker is coming from out of town, it is necessary to make
hotel reservations, meet the speaker on arrival, and make sure that
the reserved room is still available. At the meeting, the speaker must
be met at the door and introduced to the chairperson, other speakers,
and other important people.
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Ne 7

Ne 8

Conventions

A convention is a series of meetings, usually spread over two or
more days. The purpose is to gather and exchange information, meet
other people with similar interests, discuss, and act on common
problems, and enjoy recreation and social interchange.

Most conventions are held by associations and fraternal or social
groups. Because the membership is widespread, a convention is nearly
always “out of town” to many attendees, so convention arrangements
must give consideration to this.

Planning

It is necessary to begin planning far in advance of the actual event.
Planning for even the smallest convention should start months before
the scheduled date; for large national conventions, it may begin several
years ahead and require hundreds or thousands of hours of work. The
main things involved in planning a conventions are timing, location,
facilities, exhibits, program, recreation, attendance, and administration.

Timing

This must be convenient for the people who are expected to attend.
It should avoid peak work periods. Summer vacation is appropriate
for educators, after harvest is suitable for farmers, preholiday periods
are bad for retailers, midwinter is probably a poor time in the northern
states but may be very good in the South. Here, as in every area dealing

with the public, it is imperative to know the people who are to attend
and to plan for their convenience.

Recreation

Recreation is a feature of practically all conventions. This may
range from informal get-togethers to formal dances. Cocktail parties,
golf tournaments, sightseeing tours, and free time are among the
possibilities. Sometimes recreational events are planned to coincide
with the regular program sessions. These are patronized by spouses
and by delegates who would rather relax than listen to a speaker.
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Attendance

Getting people to attend a convention requires two things: an
appealing program and a concerted effort to persuade the members to
attend. Announcements and invitations should go out early enough
to allow attendees to make their individual arrangement. (Several
months should be allowed.) A follow-up just before the convention is
in order. Reply cards should be provided, accompanied by hotel
reservation forms. (Remember that hotels generally offer special lower
rates for conventions.)

Administration

Running a convention is a strenuous job. The organization staff
are likely to see very little of the program and a great many delegates
with problems. Among the things that must be done are arranging for
buses to convey delegates from the airport to the convention (if it is in
a remote location) and to carry them on tours. Meeting speakers and
getting them to the right place at the right time is another task.

People arriving at convention headquarters must be met, registered,
and provided with all the essentials (name tags, programs, and any
other needed materials). A message center should be set up so that
people can be informed of phone calls or other messages. (This can
be as simple as a bulletin board near the registration desk.) Special
arrangements should be made for the media. A small convention may
interest only a few people from trade publications, but larger con-
ventions may draw attention from the major media. In this case, a
newsroom should be set up with telephones, fax machines, tables, and
other needed equipment.

Open Houses and Plant Tours

These events are conducted primarily to develop favorable public
opinion about an organization. Generally they are planned to show
the facilities where the organization does its work and, in plant tours,
how the work is done. A factory might have a plant tour to show how
it turns raw materials into finished products. A hospital open house
could show its emergency facilities, diagnostic equipment, operating
rooms, and patient rooms.
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Open houses are usually one-day affairs. However, if very large
numbers of people are to attend, the event may be extended to more
than one day. Attendance is usually by invitation, but in certain
exceptional cases, the event is announced in the media, and anyone
who chooses to attend may do so. In such cases, planning and control
become almost impossible, and the results are often unsatisfactory.

Plant tours may be one-day events, especially if a tour is in
connection with a plant opening.

However, many plants offer tours daily and regularly while the plant
is in operation. These tours are most common among producers of
consumer goods such as beer, wine, food products and clothing.

Since the purpose of an open house or a plant tour is to create
favorable opinion about the organization, it must be carefully planned,
thoroughly explained, and smoothly conducted. The visitors must
understand what they are seeing. All employees who will be present
should understand the purpose of the event and be thoroughly coached
in their duties. Rehearsal plus much checking and rechecking is
imperative.

Ne 10

Promotional Events

These events are planned primarily to promote product sales,
increase organizational visibility, or raise money for a charitable cause.
They may center on a consumer product or service or on a retailing
area. If the focus is on a product or service, the event is likely to be
held in one building, such as an auditorium or an exhibit hall. The
event’s focus may range from cheese to stereo equipment. If the focus
is a retailing area, it may be a mall, a downtown area, or a shopping
center. In this case the event will occur throughout the specified area
and all retailers in the area will benefit.

Running a promotional event requires complete arrangements for
traffic control, parking, safety, and the many other details listed for
open houses and plant tours. In addition, there may be special
decorations, lighting, entertainment features, and ceremonies.

If anyone may attend, the promotion is announced through any
news medium available, and this may be supplemented by advertis-
ing. If attendance is restricted to any particular group — such as deal-
ers, distributors, or some other limited set of people — the announce-
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ment is made by mail, usually as an invitation. In either case, the
announcement specifies the location, purpose, and day or days of the
promotion.

Charitable organizations frequently run events to raise money.
These can range from rummage sales to fashion shows, from barbecues
to athletic events. Regardless of the nature of the event, they all involve
getting people to attend and handling a crowd. Because the ways to
raise money are so varied, we cannot attempt here to give specifics on
how to run them. Rather, you will do best to rely on the guidelines for
other events and adapt them to your particular activity.
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